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Preface

Entreprenecurship has been an instrumental driver of global economic growth and develop-
ment, innovative disruptions, and social change. This book is designed to provide readers
with a comprehensive understanding of the entreprencurial landscape by blending con-
ceptual frameworks, key theories, practical applications and real-world insight. Academics,
professionals, scholars, readers, and aspiring entrepreneurs benefit from this textbook to
understand and explore the contemporary issues of entreprencurship in the modern era. It
provides insight into critical issues, opportunities, and challenges faced by entrepreneurs.

This book offers a holistic view to readers by presenting topics that individuals experi-
ence in their entrepreneurial journey, ranging from fundamental principles to distinct chal-
lenges and emerging trends. It enhances the body of knowledge by enabling readers to
address challenges; develop the required knowledge, skills, and abilities (KSAs) to operate
in dynamic economies; and ensure successful operations.

Chapter 1 provides a general overview and explores the nature of entrepreneurship. It
identifies the conventional types of entrepreneurs, followed by the entrepreneurial process.
It also highlights opportunity recognition, feasibility planning, and essential traits associ-
ated with successful entrepreneurs.

Chapter 2 clarifies the concept by distinguishing types and types of entrepreneurship.
It highlights the emerging forms of entreprenecurship in the modern era, supported by
real-world examples to explain the role of societal and economic factors in shaping these
distinct entrepreneurial ventures.

Chapter 3 introduces readers to concepts of design thinking and managing resources in
entreprenecurship. It explores a human-centered approach enabling entrepreneurs to navi-
gate complex challenges in dynamic environments. This chapter also highlights the role of
design thinking in advancing critical thinking, enhancing innovation, improving customer
engagement, and effective and efficient resource management to survive and thrive in a
competitive landscape.

Chapter 4 critically examines gender and entrepreneurship by comparing male and
female entrepreneurs. It attempts to identify the challenges and barriers women face in
terms of resource accessibility and opportunity recognition. The chapter highlights the
role of risk aversion in leading investor preferences and biases toward women’s participa-
tion in specific industries. It also explores societal constraints and the need for innovative
inclusivity and calls for policymakers to develop level playing fields for both male and
female entrepreneurs.

Chapter 5 draws a comparison between volatile and stable economies to understand
financial constraints and support systems in entreprencurial ecosystems. For broader
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generalizability, four emerging economies, namely, Brazil, Nigeria, Pakistan, and Vietnam,
are compared with advanced economies, namely, Canada, Germany, Japan, and the UK.
It offers recommendations to support entreprenecurial ventures in diverse economic
environments.

Chapter 6 provides details about the ingredients of successful business plans and market
segmentation. It also highlights the importance of environmental scanning tools, including
PEST, SWOT, ETOP, and QUEST analysis, that help entrepreneurs assess opportunities,
trends, and challenges in environments and develop strategies for survival and growth.

Chapter 7 discusses essential financial considerations for entreprenecurs. It distin-
guishes between controllable and uncontrollable factors affecting entrepreneurial suc-
cess. Furthermore, it highlights the importance of strategic planning, adaptability, and
leadership.

Chapter 8 provides details about the role of operations management in entrepreneurial
success. It compares the manufacturing and service industries to gain insight into the
optimal utilization of resources, reducing costs, and enhancing customer satisfaction. It
also provides details about the role of strategic management in operational efficiency along
with the significance of effective stakeholder management in a competitive environment.

Chapter 9 focuses on essential marketing strategies and their effective usage by entrepre-
neurs in the modern era. Key business areas, including sustainable growth, brand aware-
ness, and building customer loyalty, are explored through modern-day marketing tools
and techniques, including digital marketing, content marketing, experiential marketing,
influencer marketing, and the Search engine optimization (SEO).

Chapter 10 helps readers understand the evolving future of entrepreneurship while
managing different types of risk interlinked with entreprencurship. It also evaluates the
significance of data-driven decision-making and emerging technologies, including block-
chain and artificial intelligence (Al), in helping entrepreneurs mitigate various types of risk
and achieve long-term sustainable growth.

Chapter 11 provides insight into transgender entrepreneurship. Lack of funding, sys-
tematic discrimination, and social stigma are barriers affecting transgender entrepreneurs.
It also discusses the emerging opportunities in the market, the rise of the digital economy
and gradually growing awareness, leading to the development of inclusivity in the cor-
porate world that helps these individuals in successful operations.

Chapter 12 focuses on entrepreneurial stress, which is part of an entrepreneurial journey.
It explores the causes and consequences of stressors affecting the physical and mental well-
being of entrepreneurs. It also highlights the importance of resilience and structural sup-
port in addressing those stressors. The chapter provides recommendations related to the
ability of entrepreneurial stressors to thrive in competitive environments.

Chapter 13 evaluates the transformative role of Al in the entrepreneurial ecosystem. It
reflects the opportunities and challenges interlinked with the adoption of Al especially the
unpreparedness of existing businesses, the skills gap, and regulatory concerns.

Chapter 14 examines entreprenecurial leadership and decision-making. It highlights
the strategic decision-making process, intuition and logic, pragmatism, ethics, and vision
to succeed in a competitive landscape. The chapter also explores the leadership role in
resource management, team formation, and crisis management.

Chapter 15 discusses factors for failure in intrapreneurship by providing details about
their unique challenges. It offers real-world examples of companies that have faded due to
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their rigid stance. The chapter offers invaluable lessons that can help companies willing to
embrace innovative ideas from the workforce.

The last chapter focuses on challenges emerging in the modern era and types of business
models. It provides details about the adaptation of business models to operate effectively in
the evolving entrepreneurial landscape. It also explores the role of customer development,
flexible strategies, and risk mitigation in sustaining entrepreneurial growth and success.

This book compels readers to critically evaluate the factors and trends emerging in the
entreprenecurial landscape; addresses constraints and opportunities in constantly evolving
environments; enables them to approach situations through lessons learned from real-
world examples; and encourages them to embrace entrepreneurship for innovation, social
impact, and personal growth and development. In academics, it will guide students in
developing knowledge and skills to transform concepts and theories into practical applica-
tions. In a professional setting, it will enable entrepreneurs to learn about the best practices
to operate in a volatile, uncertain, complex, and ambiguous environment.

I hope that this book inspires readers to transform their ideas into impactful realities that
create lasting value.

Adnan ul Haque
Author, Entrepreneurship: A Contemporary Approach
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Chapter 1

Brief Overview and Nature of
Entrepreneurship

Adnan ul Haque and Harmandeep Kaur

1.0 Introduction

An entrepreneur is an individual motivated to earn profit by running their own venture
while accepting risk and bringing their own innovations (Haque, 2024). Veena (2024)
states that a person or small group of partners who embark on an innovative journey to
establish a new firm are referred to as ‘entreprencurs.” An aspirant entrepreneur actively
searches for a certain business activity and is willing to take distinct yet calculated types of
risk. As a result, should the idea succeed, this individual will also stand to gain the most. The
process of carrying out business activity is regarded as entreprencurship (Haque, 2024).
Hence, innovativeness, risk, and business activities are arguably the remaining features of
entreprencurship. Nonetheless, the work of Zahra (2021) argues that entrepreneurship
is often viewed through the lens of commercial activities, but it goes beyond commercial
activities because the idea behind entrepreneurship is to create value.

This unique value can be created in diverse domains, such as social, environmental, and
cultural domains. Nonetheless, with the passage of time, entrepreneurship has emerged as
a dynamic field of study because of its innovation and key role in economic development.
Entreprenecurial efforts sometimes include innovation. Large corporations may attempt
to mimic this element by encouraging “intrapreneurship” (Veena, 2024). Employees are
encouraged to address issues from an entrepreneurial perspective, which might result in a
novel idea for the company. Even if the corporation gives these workers more autonomy, it
still controls the project and bears all the risk. Entrepreneurs are beneficial to all businesses,
both large and small.

However, according to Shane and Venkatraman (2000), entrepreneurship is the pro-
cess of creating a novel company, adding value through innovation, and improving the
market as it already exists. Therefore, it is reasonable to argue that those who are able
to see potential opportunities and transform them into a workable plan are referred to
as entreprencurs. This chapter discusses the value of learning about entrepreneurship, its
traits, different kinds of entrepreneurship, benefits and drawbacks, and the essential fea-
tures associated with it.

1.1 The Importance of Studying Entrepreneurship

According to Hisrich and Peters (2017), innovations and global prosperity depend on
entrepreneurship. This explanation suggests that entrepreneurship is crucial for fostering
innovation, creating jobs, and igniting the economic growth engine. Thus, developing a
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2  Entrepreneurship

comprehensive understanding of entrepreneurship enables individuals to grasp adequate
knowledge regarding the creation of new ventures and develop a foundation to compete
and sustain in cutthroat competition as well as a constantly changing environment. The
following are some of the reasons for studying entrepreneurship discussed in this chapter.

1.1.1 Developing Core Entrepreneurial Skills

Entrepreneurship equips individuals with essential skills for starting and growing success-
ful businesses. It fosters creative thinking and opportunity identification through idea
generation and problem-solving techniques. The curriculum includes crafting business
plans, which help set goals and anticipate challenges (Wasim et al., 2024 ). Additionally,
it teaches risk assessment and management, covering the financial aspects necessary for
informed decision-making. Students learn marketing principles and networking, which are
crucial for attracting and keeping customers. The curriculum also emphasized resilience
and adaptability by navigating uncertainties and overcoming setbacks. It develops lead-
ership and interpersonal skills, preparing individuals to lead confidently in their ventures.

1.1.2 Developing Knowledge Related to Business

Studying entrepreneurship is crucial for existing and emerging entrepreneurs to increase
their business knowledge because it covers several important business functions, namely,
marketing, management, operations, and finance. Students learn theories and apply them
to real-world situations through experiential learning. The development of business plans
helps deepen understanding through market analysis and financial projections. Education
also sharpens critical thinking and problem-solving skills. Additionally, it teaches market
dynamics and economic management, which are crucial for making informed decisions.
Lastly, networking opportunities with industry experts enrich the learning experience by
providing real-world insights.

1.1.3 Promoting Innovation and Creativity

Learning about entrepreneurship significantly boosts innovation and creative thinking by
fostering a mindset that embraces uncertainty and values modern concepts (McGoldrick,
2024; Wasim et al., 2024). It helps people increase their ability to take calculated risks and
hone their problem-solving skills so that they can take on difficult assignments via case
studies and real-world projects. Programs often include brainstorming sessions and design
thinking exercises, which promote creative thinking and group idea generation. People are
encouraged by this education to see challenges as opportunities for personal growth and
cultivate a resilient and adaptable entrepreneurial mindset (Haque, 2024). The develop-
ment of relationships with mentors and seasoned professionals /business owners promotes
innovation and offers useful knowledge (Haque, 2024).

1.1.4 Providing Opportunities for Personal Development

Studying entreprencurship offers significant personal development opportunities beyond
just business skills. It encourages sclf-reflection and helps individuals recognize their
strengths and motivations, which is vital for career decisions. The proactive mindset
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cultivated through entrepreneurship promotes risk-taking and initiative (Haq et al. 2024).
Additionally, hands-on projects and case studies foster resilience and adaptability, whereas
decision-making skills are enhanced through analyzing risks and making informed choices.
Team-based projects develop collaboration and leadership abilities, and activities such as
pitching ideas improve communication skills (Kaur et al., 2024). Finally, entrepreneurship
education highlights the importance of effective time management while enabling individ-
uals to prioritize tasks and set goals efficiently. Nonetheless, many studies have confirmed
that entrepreneurs experience a greater level of stress due to inadequate time management
(Haq et al., 2024; Haq et al., 2024; Haque, 2024).

1.1.5 Increasing the Likelihood of Success

Learning about entrepreneurship increases the likelihood of success by providing essential
knowledge in areas such as marketing and finance, risk management, and, most import-
antly, offering comprehensive knowledge about the creation of structured business plans.
It facilitates networking with seasoned professionals and provides access to resources such
as incubators. Additionally, hands-on experiences prepare students for challenges they can
encounter in the real world. All in all, it fosters the tenacity, adaptability, and inventiveness
necessary to thrive in the competitive business environment.

1.1.6 Providing Opportunities for Business Networking

Studying entrepreneurship gives aspiring business owners important networking oppor-
tunities. Through the many guest speakers and corporate executives that universities
invite, students gain access to influential individuals. Students may receive guidance from
seasoned mentors via mentorship programs. Programs could work with startup incubators
to help people network with other entrepreneurs and investors. Strong alumni networks
may provide opportunities for collaboration and mentorship. Additionally, students can
expand their professional networks and obtain real-world experience via internships and
industry placements.

1.1.7 Filling the Skills Gap by Offering a Well-Rounded Education

An education in entrepreneurship establishes a strong foundation for the establishment and
operation of a business because of the extensive range of subjects that are addressed. You
will acquire a comprehensive understanding of the essentials of business, such as finance,
strategy, operations, and marketing. Coursework places strong emphasis on analytical and
problem-solving skills via the use of real-world examples and projects. Students may hone
their public speaking and presentation skills via activities such as presenting business con-
cepts. They can also learn to manage their money wisely and become effective leaders by
focusing on financial literacy and leadership principles.

1.1.8 Creating Local Job Opportunities Through Entrepreneurship

Encouraging people to establish their own enterprises and pursue studies in entrepreneur-
ship substantially contributes to the local job generation. Entrepreneurs with the requisite
skills and experience propel local economies via small and medium-sized enterprises
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(SMEs). These firms bolster the supply chain and associated enterprises by generating
jobs and stimulating demand for local products and services as they expand. Furthermore,
entreprenecurial education helps individuals create local opportunities, thereby minimizing
brain drain and maintaining employment (McGoldrick, 2024; Wasim et al., 2024).

1.1.9 Contributing to Economic Growth

Entreprenecurship increases employability, which increases economic competitiveness
and results in better products and services as well as happier consumers (Kritikos, 2014;
McGoldrick, 2024; Nexford University, 2024). With respect to business analytics
research, retail techniques may be significantly impacted by an understanding of cus-
tomer buying trends. Furthermore, every corporation must comprehend the import-
ance of key elements of a business plan, such as the executive summary and market
research. A company’s sustainability is ensured by making precise financial projections
and providing sufficient resources. Understanding the target market, the competitive
landscape, and the need for a detailed breakdown of revenue and expenses are all neces-
sary for creating a successful business plan (Kritikos, 2014). Understanding financial
performance and projections is essential for navigating the difficulties of launching and
growing a business, and this knowledge may be enhanced with the use of resources
such as the SCORE website (McClure, 2022). Two ways in which entrepreneurship fos-
ters economic progress are through innovation and employment creation. SMEs, often
started by entrepreneurs, contribute significantly to GDP in most countries (World
Bank Group, 2019).

1.1.10 Advancing in Innovation and Technology

Technology entreprencurship is an investment in a project that brings together and employs
skilled people and diverse assets to generate and capture value for the company. Technology
entrepreneurship differs from other types of entrepreneurial activity (e.g., social entrepre-
neurship, small business management, and self-employment) in that it involves collab-
orative experimentation and the production of new products, assets, and their attributes,
which are inextricably linked to advancements in scientific and technological knowledge
as well as the firm’s asset ownership rights (Bailetti, 2012). Many modern innovations
originate from entreprencurial ventures, which foster technological growth (Schumpeter,
1934). This makes entrepreneurship essential for staying competitive in today’s digital
economy.

1.2 Characteristics of Entrepreneurship

Creativity, resource management, opportunity recognition, and risk-taking are just a
few of the most common characteristics of entrepreneurship (Drucker, 1985). Although
entrepreneurs generate revenue, they do take calculated risks; however, most importantly,
entreprencurs must address complexities, connectedness and context (Haque et al., 2017).
Entreprencurship involves not only identifying and exploring opportunities in the envir-
onment but also ensuring that those opportunities are effectively organized and used to
maximize the entreprencur’s advantage (Drucker, 1985).
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1.2.1 Innovation

The first characteristic that comes to mind is “innovation” when any individual thinks
about entrepreneurship (Haq et al., 2024). The emergence of entrepreneurship is based
on the fundamentals of innovation. In other words, innovation is the heart of entrepre-
neurship. It is also argued that entrepreneurs disrupt established models by introducing
new goods, services, or procedures (Schumpeter, 1934). They are visionary and creative
problem solvers who are always looking for ways to improve and adjust accordingly to the
demands of the market (Hisrich et al., 2017). In other words, they are innovative solution
finders rather than wasting time and resources on worrying about problems.

1.2.2 Risk-Taking

Although they frequently take calculated risks, by nature, entrepreneurs are risk-takers
(Kuratko, 2016). In other words, they are not risk averse; they might be calculative, but
they would certainly take the risk of making things work out. In contrast to those who
gamble carelessly, entrepreneurs make sound judgments resulting from intuition and in-
depth research, weighing and assessing potential rewards against possible losses in a careful
manner. Undoubtedly, entrepreneurs remain resilient in the face of challenges; they are
keen to learn and grow from their failures and overcome obstacles by developing distinct
strategies (Hisrich et al., 2017).

1.2.3 Vision and Opportunity Recognition

Another key characteristic frequently associated with entrepreneurs is vision and oppor-
tunity recognition. They recognize possibilities where many ordinary individuals remain
unsure because they have a clear map (vision for the future). They have the unique
ability to identify and make the most from the existing gaps in the market (Shane and
Venkataraman, 2000). It would not be incorrect to state that they are farsighted rather
than hindsight oriented. They do create innovative and unique solutions to cater to unful-
filled needs because of their farsightedness (vision).

1.2.4 Proactiveness

The preparedness for the situation and taking all probable scenarios before proceeding is
regarded as proactiveness (Kaur and Haque, 2024 ). Entrepreneurs are aggressive in devel-
oping and pursuing business prospects through proactive approaches (Lumpkin and Dess,
1996). They frequently outperform their competitors by making necessary adjustments in
their plans and operations through prompt decisions, particularly in a fast-paced environ-
ment, due to their proactive approach (Kuratko, 2016).

1.2.5 Resourcefulness

Entrepreneurs are credited for making the most of scarce resources. As resources are lim-
ited, entrepreneurs can use and improvise with resources through their innovative entre-
preneurial capabilities (Haq et al. 2024; Haque, 2024). They can use their personal and
professional relationships, connections, and available capital to not only drive but also
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maximize the growth of their business (Stevenson and Jarillo, 1990). Professional net-
working is a vital trait for entrepreneurs, as it allows them to delimit access restrictions to
resources and attain them in a quicker manner than the common masses do.

1.2.6 Leadership and Team Building

Entrepreneurs require strong leadership not only to motivate their team but also to guide
them in times of crisis (Hisrich et al., 2017). To scale or expand the business, both lead-
ing and developing teams are essential because they help meet long-term strategic goals
(Kuratko, 2016).

1.2.7 Flexibility and Adaptability

In constantly changing markets, entreprencurs need to be adaptive and agile (flexible).
One essential component behind success is the ability to ensure that it remains effective in
prompt response to changes (Morris et al., 2011). Successtul entrepreneurs frequently adapt
quickly to emerging facts and problems, allowing them to modify their plans as needed.

1.2.8 Customer-Focused

Being an entrepreneur requires having a thorough awareness of the demands and pref-
erences of customers. Entrepreneurs who are strong concentrate on providing value to
clients and addressing certain issues (Kuratko, 2016). Technological development and
imaginative thinking are frequently driven by consumer desires.

1.2.9 Commitment and Passion

The intense enthusiasm that entrepreneurs have for their businesses helps them over-
come challenging times. Since entrepreneurs typically labor for years to achieve mean-
ingful benefits, this passion frequently translates into long-term commitment (Hisrich
etal., 2017).

1.2.10 Financial Acumen

Effective money management is essential for any entreprencur. This entails obtaining
finance as well as being aware of profit margins and cash flow (Kuratko, 2016). Maintaining
profitability is essential to keeping the organization afloat, even if monetary gains can occa-
sionally be not the major driver.

1.2.11 Social Responsibility

Nowadays, most entrepreneurs rank social responsibility as their highest priority and thus
include sustainability and moral behavior in their business plans (Porter and Kramer,
2011). This can generate additional value and positively contribute to society in the shape
of positive societal change.
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1.3 Types of Entrepreneurships

However, there is a separate chapter in the book discussing the types of entrepreneurs.
This section provides an overview of most types of entrepreneurship. Entrepreneurship
can be divided into various categories:

1.3.1 Small Business Entrepreneurship

Small business entreprencurship involves providing services on a small level or ventures
that typically serve local markets (Belyh, 2022). These business owners offer solutions for
issues that arise within their local communities. The goal of small business entrepreneur-
ship is to turn a sufficient profit to support themselves.

1.3.2 Large-scale Entrepreneurship

Large-scale entreprencurship, typically associated with large companies, extends beyond
offering goods and services for the local community (Belyh, 2022). The aim is to reach as
many people as possible with their exciting idea, business, or service. The ability of large
companies to generate financing independently does not determine their level of entre-
preneurship. They receive investment through crowdsourcing platforms, venture capital
firms, and angel investors. These business owners are inventors as well as service providers.
They search for funding to support their creativity and introduce novel concepts in their
sectors.

1.3.3 Scalable Startups

Businesses aim for large-scale growth, often relying on venture capital (Blank, 2013).
According to Belyh (2022), entrepreneurs successfully scale their startups, identify gaps
in the market and create a unique idea to address those identified gaps. These business
owners epitomize innovation, developing a concept that changes the world in a drastic
manner. They come up with concepts that drastically alter the world. Scalable startups are
particularly common in the IT industry.

1.3.4 Social Entrepreneurship

This type of entrepreneurship focuses on solving social problems through innovative solu-
tions (Dees, 2001). A social entrepreneur is a businessperson whose mission is to improve
society (Belyh, 2022). This group of individuals wants to benefit the public while still
turning a profit from their businesses. Social entrepreneurs provide invaluable solutions
at little or no cost; they are not motivated primarily by profit but rather focus their efforts
on social goods.

1.4 The Entrepreneurial Process

There are five stages in the entrepreneurial process (Fayolle, 2007). These include idea
development, opportunity assessment, planning, firm formation /launch, and growth. The
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details will be discussed in a later chapter, but for starters, it helps the entrepreneur grow
as well as distinguish themselves from competitors.

1.4.1 Opportunity Identification

According to Smith and Hendricks (2023), opportunity identification is the realization
of an undiscovered business idea with high potential profits. It requires the ability to
use knowledge efficiently, be aware of how data evolve, and scan the corporate environ-
ment with keenness. Entrepreneurs often identify gaps in the market that others over-
look. Opportunity identification involves assessing demand and recognizing unmet needs
(Kirzner, 2015). For example, opportunity identification, considered the first stage of the
entrepreneurial process, is a critical skill for entrepreneurs (Kirzner, 2015).

1.4.2 Feasibility and Planning

According to Laverty and Littel (2020), a feasibility study enables a company to con-
sider where and how it works, its competitors, any roadblocks, and the capital needed to
start. The business plan then provides a framework for executing entrepreneurial ambi-
tion. Entrepreneurs conduct market research, assess their business model’s feasibility, and
develop a business plan that outlines how the venture will operate.

1.4.3 Resource Mobilization

Resource mobilization is the process by which a corporation decides which assets it has and
plans to acquire more assets if necessary. Learning about corporate resources and mobil-
ization will help you prepare for a meaningful career in which this may help a company
achieve its goals. Securing the right resources—capital, talent, and networks—is essen-
tial. Entrepreneurs often start with limited resources and must acquire them efficiently
(Bhide, 2000).

1.4.4 Launch and Growth

Effective plans must be put in place from the beginning to launch and expand an entre-
preneurial endeavor. Setting attainable goals, carrying out in-depth market research, and
having a sharp vision are essential. Once resources are secured, the venture is launched.
Entreprencurs must regularly monitor performance, adapt to market changes, and scale
operations for growth (Stevenson and Jarillo, 1990).

1.5 Advantages and Disadvantages of Entrepreneurship

While entrepreneurship offers many rewards, it also comes with significant challenges.
Understanding both sides helps individuals make informed decisions about pursuing entre-
prencurial ventures. Entrepreneurs have the potential to generate wealth through business
success, thus reflecting complete independence (Carland et al., 1984). In addition, it gives
them the satisfaction of personal fulfillment. Many entrepreneurs find fulfillment in being
their own boss and pursuing their passion (Gartner, 1988). Entreprenecurship provides indi-
viduals with a path to financial independence and personal fulfillment (Carland et al., 1984).
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Nonetheless, there are also disadvantages of entrepreneurship. Risk and uncertainty are
two of the greatest drawbacks largely associated with entrepreneurship. Entrepreneurs face
significant risks, including market volatility, financial losses, and business failure (Knight,
1921). Moreover, many entrepreneurs struggle to balance the demands of their businesses
with their personal lives (Boyd and Gumpert, 1983). There are many benefits of being a
business owner, such as increased freedom and self-reliance, and potential for increased
income (Macid and Macid, 2022), whereas there are some drawbacks of becoming an
entrepreneur, such as being able to handle newly gained independence and inevitable eco-
nomic risks.

1.6 Entrepreneurial Uniqueness and Key Personality Traits

According to Rana (2023), outstanding businesspeople have a certain set of abilities and
traits that allow them to recognize opportunities when others do not. They can produce
creatively, take measured chances, form enduring bonds with others, and endure hard-
ships. Personality traits and cognitions are integral parts of entreprencurship. The
shortcomings of the trait method for entrepreneurship are addressed by the cognitive
approach. Its goal is to use cognitions to understand how entrepreneurs act. Cognitive
components such as scripts, self-eflicacy, cognitive styles, and heuristics have been the
focus of most of the related research. Successful entrepreneurs often share certain per-
sonality traits and cognitive skills that help them navigate the challenges of building a
business.

Research has shown that entrepreneurs often exhibit traits such as risk tolerance, resili-
ence, and creativity (McClelland, 1961). These traits help them persist through challenges
and innovate solutions. Entrepreneurs tend to possess unique personality traits, such as
high-risk tolerance and persistence, which contribute to their success (McClelland, 1961).

Alves and Wenjing (2022) reveal that entrepreneurs possessing extraordinary entrepre-
neurial skills have certain common traits: they have strong cognitive flexibility, they rec-
ognize a broad range of options and possibilities, and they are not bound by inherent
concepts. Entrepreneurs also think differently, exhibiting higher levels of optimism, cre-
ativity, and problem-solving abilities (Baron, 2004). This helps them see opportunities
where others see obstacles. Passion is a driving force behind many entrepreneurial ven-
tures. Entrepreneurs who are deeply passionate about their ideas tend to be more resilient
in the face of failure (Cardon et al., 2009).
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Case Study: A Fresh Graduate’s Entrepreneurial Journey

Harmandeep Kanr and Adnan ul Hagque

Background

Jessica, a recent graduate, found herself struggling to secure a job in her field.
Frustrated by the lack of opportunities, she decided to take a different route and start
her own venture. Having pursued her Bachelor of Business Administration (BBA)
during the COVID-19 pandemic, where most of her courses were online, she was
deeply inspired by the potential of online education. Her entrepreneurial ambitions
were driven by her goals to provide creative and innovative tech solutions. This led
her to focus on establishing herself in the e-learning market. This creative approach
was in response to the growing e-learning market. However, her entrepreneurial
journey was far from casy.

Jessica faced several key challenges, including a lack of entrepreneurial experience,
limited financial resources, and constant pressure to survive in a highly competitive
and dynamic market. Despite these hurdles, she remained determined to turn her
vision into reality.

The Entrepreneurial Process

Jessica starts out by pointing out a need in the market for online education—
specifically, customized learning resources for students with varying learning prefer-
ences. While creating a minimum viable product, she asks for input from potential
customers. Jessica ensured that she used professional networking sites and reliable
sources to investigate funding methods; she explored how to pitch her idea and what
could be interrelated pitch challenges. She explored various methods to fund her
business, especially bootstrapping and angel investors, to start her venture. She con-
nected with different professionals, mentors, gurus, and other tech industry execu-
tives to seek guidance and invaluable insights. She was successful in connecting with
those experts through a pitch competition. Nonetheless, Jessica must manage the
stress of uncertainty, contend with market competition, and strike a balance between
opportunity and risk. She is inspired and encouraged by her determination and is
excited to take on the challenges ahead.

Conclusion

Modern-day entrepreneurship is illustrated through the example of Jessica’s experi-
ence. Resilience, creativity, and resourcefulness are the three main characteristics of
an entrepreneur that are shown by Jessica. Despite the challenges of uncertainties
and several types of risks she was facing, she did not give up. Instead, she saw them
as stepping stones to learn and accomplish her goals and dreams.
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Reflection Questions

e As an entrepreneur, what are the key traits shown by Jessica?

e Highlight the challenges faced by Jessica in the entrepreneurial process, and how
does she tackle them?

e Explain how Jessica balanced the risks and benefits of entreprencurship.

o After reviewing the case, what strategies would you recommend to Jessica that
could strengthen her position in her entrepreneurial journey?

e Explain the core principles reflected in chapter one through Jessica’s journey.



Chapter 2

Types and Kinds of Entrepreneurship
Adnan ul Haque and Irfan ul Haq

2.0 Introduction

This chapter offers an extensive overview of the key distinct types and kinds of entrepre-
neurship. The development of a comprehensive understanding of the distinction between
these concepts is crucial because individuals frequently confuse them. The characteristics,
along with motivation, are largely associated with the kinds of entrepreneurship, whereas
types of entrepreneurship explore the concepts related to the nature of entrepreneurial
ventures. In other words, the essence of endeavors (nature and scope) is linked with types,
whereas motivation and fundamental characteristics are associated with kinds of entre-
preneurship. The broadly categorized major types and several kinds of entrepreneurship
developed over time are discussed in this chapter.

2.1 Types of Entrepreneurs

The company’s size and structure, along with the business scope, define the types of entre-
preneurs. Numerous different types have emerged recently, indicating the manifesto of
entrepreneurs, as the context plays a vital role in their emergence (Morris et al., 2011).
Although a wide range of types are operating, some of the key types that are commonly
found across the globe are discussed below:

2.1.1 Small-Scale Business Entrepreneurs

Regardless of the type of economy, whether it is advanced or emerging, small businesses
play a significantly important role in the economic growth and development of a country
(Storey, 1994; Faizan and Haque, 2016; Haq et al., 2024; Haque, 2024). Small busi-
nesses, such as internet cable operators, retail businesses, grocery shops, and restaurants,
usually operate locally (Storey, 1994). According to a survey carried out by the U.S. Small
Business Administration (2019), these small-scale businesses often employ fewer than 500
people, and interestingly, most are family-owned businesses. For example, the cofounder
of Paul Mitchell hair products, John Paul DeJoria, began his entrepreneurial venture with
a relatively small budget and steadily expanded it by concentrating on local sales and ser-
vices. His business started from scratch with limited resources, and gradually, what started

as a small personal business eventually evolved into a global brand with the passage of time
(DeJoria, 2017).
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2.1.2 Innovators (Pioneers/Trend Setters)

Although innovators would be discussed later under the types of entrepreneurs, this would
also apply to kinds too. Schumpeter (1934) explained that innovator entrepreneurs are
those who innovate products and/or services that serve as a breakthrough in the market.
These are products and services that change the dynamics of the market. Interestingly,
many are categorized as small enterprises; certain innovators—such as biotech companies
or tech startups—expanding their companies to become major industry players (Hisrich
etal., 2017). Facebook’s creator, Mark Zuckerberg, is one of the innovators that drastically
changed worldwide communication and advertising; therefore, it would be regarded as an
innovator because his business today has transformed social relationships and commerce
to a greater extent (Kirkpatrick, 2011).

2.1.3 Silver (Seniors/Second Run) Entrepreneurs

Those individuals who decide to take a late career or second run in life are regarded as
silver entreprencurs. They are often referred to as senior entrepreneurs because, usually
post-retirement, they decide to start their own entreprencurial venture (Kautonen et al.,
2017). In pursuit of fulfilling their lifelong goals and ambitions or just remaining active,
these silver entrepreneurs start their businesses using their financial resources, networks
and connections, and rich experience. For example, Mc-Donald’s Ray Kroc, in the later
stage of his life, bought McDonald’s and continued expanding the business during his
entrepreneurial career. At the age of 52, he started the franchise business of McDonald’s,
which later emerged as a franchise empire, eventually leading to the transformation of the
fast-food industry while creating chains (franchises) (Love, 1995).

2.1.4 Social Entrepreneurs

According to Yunus (2010), the focus of social entreprenecurs is on starting businesses that
address social or environmental issues while providing some sort of solution to those prob-
lems. The creation of social value remains their main goal, which means that social service
is first, whereas the second objective is to earn profit (Mair and Marti, 20006). Providing
education, clean water, and access to healthcare facilities in underprivileged areas are types
of such businesses. Hence, the business operates with the intention of improving the social
conditions of others. For example, the founder of TOMS Shoes, Blake Mycoskie, is a
prime example of a social entrepreneur. He created a unique social business model—the
“one-for-one” model. Under this concept, one pair of shoes sold means that one needy
and deserving person is awarded a pair of shoes. In other words, with each sale, there is a
donation of one pair of shoes to a needy person. His company has been successful not only
by making profits but also by addressing societal issues (Mycoskie, 2011).

2.1.5 Migrant Entrepreneurs

Migrant entrepreneurs are those who move from one place to another within the country
in pursuit of better business opportunities (Gogol, 2024; Haq et al., 2024; Haque, 2024).
Usually, driven by the need to provide economic stability, especially in unknown surround-
ings, migrant entrepreneurs are people who start firms in one region or location and later
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move to another region or location (Kloosterman and Rath, 2001). Frequent interaction
with migrant groups or communities from which these entrepreneurs are themselves helps
them because they target these groups. They have cultural awareness and knowledge about
the customs and preferences of those migrant communities. For example, a Scottish entre-
preneur runs a small eatery business in London and sells traditional Scottish dishes such as
Neeps, Haggis, and Tatties. Since they specialize in it, the Scottish community in London
will be their target audience.

2.1.6 Immigrant Entrepreneurs

Haque (2024) argued that immigrant entrepreneurs are those individuals who start their
own entrepreneurial venture in a different country. Thus, it is more about crossing inter-
national boundaries, whereas migrants are crossing only regional boundaries (Haq et al.,
2024). In other words, immigrant entrepreneurs travel to a different country with the
intent of starting their own venture there (Portes and Rumbaut, 2014). Aliaga-Isla and
Rialp (2013) argued that by generating employment opportunities and constantly devel-
oping creative ideas in their host nations, they reflect the key role of immigrant entre-
preneurs in economic growth at the international stage. For example, the cofounder of
Google, Sergey Brin, is an immigrant entrepreneur, as noted that he moved from the
Soviet Union to the United States of America. Importantly, online advertising and internet
search engines have advanced significantly because of Brin’s efforts (Vise, 2005).

2.1.7 Minority Entrepreneurs

Women and ethnic minorities are among the underrepresented or underprivileged groups
that are regarded as minority entrepreneurs (Fairlie and Robb, 2008). In addition, Faizan
and Haque (2016) argued that minority entrepreneurs are marginalized groups that,
although they face several distinct challenges—including financial constraints, limited
access to bank loans, or market opportunities—have a high rate of success because they
focus on niche markets. For example, the owner of FUBU, Daymond John, is a success-
ful minority entrepreneur. He specifically focused on the African American community to
address their needs and respond to their demands. Urban streetwear was the underserved
market that he targeted to establish himself (John, 2016), and later, his brand created
appeal among a global audience.

2.1.8 Digital or Online Entrepreneurs

With the emergence of the internet, the growth of digital marketing has created e-
commerce platforms, and online entrepreneurs capitalized on opportunities by selling
their products, services, or ideas online (Chaffey, 2019). It is also important to note that
the internet economy has facilitated this type of entrepreneurship because it is one of the
easiest platforms to set up a business and even operates in the international market by cre-
ating an appeal for the global audience. For instance, Amazon’s founder, Jeft Bezos, is a
classic example of an online entrepreneur who started his operations with an online book-
shop, which later transformed into one of the largest e-commerce platforms in the world.
In other words, it started being small but subsequently expanded to become one of the
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largest e-commerce systems worldwide. By using a digital platform, Bezos illustrated how
a digital entrepreneur could transform the entire retail sector (Stone, 2013).

2.2 Kinds of Entrepreneurs

In comparison to types, the kinds of entrepreneurs are driven by motivation. In other
words, mindset and motivation play a vital role in the approaches carried out by entre-
preneurs. Hence, it could be stated that different kinds of entrepreneurs have a distinct
business approach due to varying motivations and sets of beliefs that shape their sense of
the world around them (Cherry, 2024). Interestingly, the early work of Drucker (1985)
noted that the actions of entrepreneurs are driven by motivation and fundamental charac-
teristics. The wide range of the continuum has revolutionized innovation-driven models
to merely sustain the survival model based on meeting the needs of consumers, which are
presented by these major kinds of entrepreneurs.

2.2.1 Managers

Operational responsibilities and administrative roles are taken by entrepreneurial man-
agers, who are focused primarily on the effective and efficient management of business
activities. Most commonly, they prioritize the sustenance and expansion of existing sys-
tems while exhibiting very limited interest in innovation (Mintzberg, 1973). Furthermore,
the work of Kuratko (2016) explained that instead of demonstrating creativity or taking
risks with experimentation, these entrepreneurs quite often emphasize long-term strategic
planning and stability. One practical example would be Starbucks” Howard Schultz, who
at times has been viewed from the entrepreneurial lens as the managerial entrepreneur. He
ensured that Starbucks’ expansion was through a greater emphasis on consistent quality,
enriching the experiences of the customers, and maintaining operational excellence so that
it was more of a managed brand rather than experimenting with the brand by introducing
unique and innovative features (Schultz, 2011).

2.2.2 The Wannabes

The wannabes were defined for the first time by Filion (1991) by stating that these types
of individuals aspire to be entrepreneurs; however, they usually do not have the required
set of skills, undivided commitment, and sufficient risk tolerance that restrict them from
achieving their ambition. Owing to inadequate planning and reluctance to take decisive
action, their business ventures never materialized. In other words, the plan to start an
entrepreneurial venture might not take flight because they are unsure about their actions
and often lack sufficient concrete planning. Morris et al. (2011) argued that such individ-
uals lack a proper strategy or genuine vision, while glamour interlinked with entrepreneur-
ship is the reason behind their motivation to start an entrepreneurial venture. For example,
some early entrepreneurs labeled “wannabes” were involved in the dot-com bubble, such
as Webvan, owing to their innovative concepts that promised enormous potential, yet the
idea lacked long-term strategies or business models. These enterprises often fail due to
owners’ inadequate execution of their strategies or a lack of understanding of the indus-
try’s realities (Cassidy, 2002).
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2.2.3 Survivalists

According to Welter et al. (2017), instead of grasping the opportunity, survivalist entre-
preneurs become involved in business because it is necessary for them to survive. In
other words, unlike other entrepreneurs who are commencing business to innovate and
have the desire to establish their own venture, these entrepreneurs are driven by the
need to generate income from their ventures so that they can make both ends meet.
Perhaps these entrepreneurs are often the type of people who have many financial com-
mitments and have lost their job for some reason, and as a result, they start their own
venture to pay their bills and other expenses. Interestingly, the work of Banerjee and
Duflo (2011) revealed that these types of entrepreneurs are mostly found in environ-
ments where employment opportunities are, and therefore, they start to operate their
own small venture to generate relatively modest revenue. For example, we can see
that in several emerging economies, there are roadside kiosks or food stalls and taxi
and/or rickshaw drivers operating their own businesses. These are all small vendors
and business owners engaged in products and services, following a survivalist business
model. The passion or motivation to engage in entrepreneurship is not based on the
ambition to have their own successful venture but is compelled to fulfill their daily liv-
ing needs (Banerjee and Duflo, 2011).

2.2.4 Pushers

According to Shane and Venkataraman (2000), external pressures such as economic hard-
ship and constraints, the desire to escape from an unsatisfactory job, and societal pressures
are motivations behind pushing entreprencurs. In other words, pushers are pushed by
external motivators rather than having any clear vision about operating a business. For
instance, the founder of Under Armour, Kevin Plank, realized that there was no efficient
football apparel, which served as the key factor behind the commencement of business
operations. Frustration (an external factor) plays a vital role and therefore creates a product
to overcome this problem (Cunningham et al., 2020).

2.2.5 Pullers

In contrast to pushers, pullers are propelled into commencing business by their enthusiasm
and/or clear vision to make the most opportunities (Gartner, 1985). Individuals with a
keen desire for innovation and experimentation (internal motivators) are pullers, which
drive them to pursue their passion (Kuratko, 2016). In other words, they are innovators
following their instinctive desires to follow their passion and make the majority of the
available opportunities (Kuratko, 2016). For instance, one may define SpaceX and Tesla’s
founder, Elon Musk, as puller entrepreneurs. Vance (2017) explained that he is driven
to pursue a career in business by realizing the opportunity, as he followed his passion
(intrinsic factor) because he wanted to address global problems such as energy crises and
pollution. Thus, he recognized the opportunity and developed sustainable solutions by
exploring space and energy conservation.
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2.2.6 Calculators

Extensive analytical skills are the key characteristic of calculator entrepreneurs. They make
decisions based on thorough research and in-depth data-driven analysis (Hisrich et al.,
2017). Interestingly, such individuals take many perspectives into consideration and focus
on different angles before proceeding with decisions. In other words, they are more cal-
culative in their approach and avoid unnecessary risks before proceeding with their plans
(Hisrich et al., 2017). They are also referred to as investment averse by nature unless they
view such investments as likely to reap rewards. According to Stevenson and Jarillo (1990),
calculator entrepreneurs are focused mainly on the maximization of returns and the reduc-
tion of risk, whereas they are less motivated to follow their desire. The Chief Executive
Officer of Berkshire Hathaway, Warren Buffet, is an example of a calculator entrepreneur.
He is renowned for making calculated decisions about investments, and his financial deci-
sions are based on data-driven analysis (Lowenstein, 2008). Moreover, detailed and care-
ful risk assessment and extensive research play pivotal roles in making informed decisions
about investments (Lowenstein, 2008).

2.2.7 Innovators

According to Schumpeter (1934), entrepreneurs who are developing new goods, services,
processes, or ideas that could drastically change current sectors or even lead to the devel-
opment of a whole new market are regarded as innovator entrepreneurs. According to
Kuratko (2016), risk-taking skills are a key feature of innovators, as they disrupt the trad-
itional mode of operations in sectors and industries. They often challenge the status quo
and traditional norms in sectors and industries (Kuratko, 2016). Again, as used earlier, the
example of Elon Musk, SpaceX and Tesla’s founder would also fit as a classic innovator
entrepreneur because he not only challenged the existing status quo but also disrupted
operations in the energy sector. His ambition and vision to provide sustainable energy and
space exploration drove him to become an entrepreneur (Vance, 2017).

2.2.8 Revolutionary Visionaries

Beyond simple inventions, entrepreneurs who are better known for their revolutions based
on their farsightedness (vision) are regarded as revolutionary visionaries (Drucker, 1985).
Hence, the main objective of these revolutionaries is to ensure that there is significant posi-
tive change in industries as well as in society. In other words, these are entrepreneurs with a
bold approach who bring innovative ideas or business models that challenge conventional
methods in particular fields. According to Shane and Venkataraman (2000), their vision to
revolutionize sectors or change society usually makes them pioneers in the development of
business strategies and launching disruptive technologies, products, services, or processes.
For example, Grameen Bank’s founder, Muhammad Yunus, is an example of a visionary/
revolutionary entrepreneur. Microcredits and microfinance are the concepts he developed;
thus, he is the pioneer of these concepts, which not only offered poor and underprivileged
people financial services but also played a vital role in reducing poverty on a global scale
(Yunus, 2010). The traditional banking business model was challenged by offering a sus-
tainable alternative that revolutionized the banking system and global poverty reduction.
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2.2.9 Futurepreneurs

Young entrepreneurs aged between 18-29 who are willing to start their own business are
regarded as futurepreneurs. These types of entrepreneurs are in the process of starting
their venture by seeking funds, mentorship, and support from a network to pursue their
dream of having their own business. This group is still in its embryonic stages because
there are limited data. However, it is about aspiring individuals looking for guidance to
start their own businesses.

2.3 Conclusion

From the above discussions, it is concluded that the economic environment, social cir-
cumstances, and personal motivations play crucial roles in the formation of the types and
kinds of entrepreneurs. The kinds and types of entrepreneurs are explored in this chapter
to explain that although the prime objective of entreprencurship is usually value creation,
the ways and techniques utilized to accomplish this objective are relatively distinct.

The types of entrepreneurs are many, but keeping the scope of this book, only not-
able ones are discussed, such as small-scale businesses, innovators, social entreprencurship,
silver entreprencurship, migrant entreprenecurship, immigrant entrepreneurship, minority
entrepreneurship, and online entrepreneurship. Nonetheless, the nature and scope of
entrepreneurial ventures are key factors in shaping these types. Characteristics and motiv-
ation are significant attributes that determine the type of entrepreneurship. Some notable
kinds include managers, survivalists, innovators, wannabes, pushers, pullers, revolutionary
visionaries, and futurepreneurs.

Nonetheless, the above in-depth analysis reveals that different entrepreneurial ventures
are the result of different entrepreneurial approaches. The context is very important to
consider while pursuing a business. It is concluded that the process of entreprencurship is
dynamic in nature; thus, individuals must consider all environmental factors, along with
the societal needs and changing preferences of the audience, before the commencement
of their entreprenecurial journey. As entreprencurship progresses, novel forms and varieties
are expected to emerge in the future, thereby further enhancing the dynamics of the entre-
prencurship field.
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Case Study: The Evolution of an Entrepreneur

Adnan uwl Hagque, Hormandeep Kawr and Irfan ul Hag

Background

In his late 30s, after losing his job during an economic downturn, Noah began this
journey as a “survivalist entrepreneur.” Initially, he wanted only to make sufficient
money to provide food and shelter for his family. For this purpose, he decided to
start a small business selling homemade crafts online.

The Shift

Noah changed his mindset when he observed that his business was gradually gaining
increasing progress in the market. Upon realizing that the business could be scaled
by the introduction of a line of eco-friendly products, he transitioned from being a
“Survivalist” to an “Innovator.” Previously, he was a push-entrepreneur, but now he
was more of a Pull entrepreneur. Innovative packaging was designed to attract envir-
onmentally conscious consumers, and funds were aggressively allotted to research
and development (R&D). A lasting impact on the environment and society was also
sought by Noah, as noted earlier, who also transitioned into a puller rather than a
pusher. Rapid growth was experienced by his business, and the characteristics of a
managerial entrepreneur began to be adopted with a focus on scaling operations and
improving efficiency through continuous improvement and research.

Conclusion

The fluid nature of entrepreneurship is highlighted by Noah’s journey. Entrepreneurs
often start in one category but gradually evolve into another category, based on
experiences and the growth of their business operations.

Reflection Questions

Initially, what type of entrepreneur was Noah, and what served as the motivation for
the transition in his entrepreneurial approach?

e How did the survivalist mindset of Noah shift to an innovation-oriented approach?

e With business expansion, what traits of managerial entrepreneurship did Noah
embrace?

e How did external market factors influence Noah’s transition from one type of
entrepreneur to another?

e To ensure that there is sustainable continuous growth, what implementation strat-
egies would you recommend to Noah?



Chapter 3

Categories, Design Thinking, and
Managing Resources

Adnan ul Haque

3.0 Introduction

In the modern era, the role of entrepreneurship in economic growth and development is
undeniable (Faizan and Haque, 2016; Haq et al., 2024; Haq et al., 2024; Haque, 2024).
Nonetheless, the challenges and opportunities faced by entrepreneurs are unique. To sur-
vive and thrive, distinct strategies are adopted so that businesses can survive in complex
business environments (Haque et al., 2017). Similarly, to effectively meet the demands
of the market, adaptability and innovation help entrepreneurs adopt strategies effectively.
Design thinking—a human-centered iterative methodology—is one such approach that
helps entrepreneurs prioritize empathy, innovation, and creativity and find impactful prac-
tical solutions. This chapter explores the linkages between design thinking and various
categories of entreprencurship, that is, small-scale business, social entrepreneurship, scal-
able startups, intrapreneurship, and large-scale enterprises. The chapter reflects on how
the association between design thinking and the identified categories enables entrepre-
neurship to mitigate risk, promote steady growth, and enhance innovation and creativity.
Additionally, the chapter explores the design thinking steps used by entrepreneurs in a
rapidly changing and uncertain environment. Lastly, the chapter delves into certain ways
in which design thinking impacts each category through practical (real-world) examples.

3.1 Categories of Entrepreneurship

All four major kinds of entrepreneurship operating in the modern era are (a) small-scale
ownership, (b) scalable startups, (c) social entrepreneurship and (d) intrapreneurship.
Knowing these categories enables individuals to analyze many strategies for starting new
businesses, including both opportunities and limitations (McCormick, 2022). Han (2022)
defined design thinking as an approach as well as a mindset to bring innovation and solve
problems through human-centered design. However, it is important to understand that
it is distinct from other ideation processes and innovations because it has more to explore
from a user-centric perspective and is solution-based rather than problem-based (Han,
2022). The implementation of design thinking significantly helps every kind of business.
While operating in dynamic environments, entrepreneurs use design thinking because it
stresses human-centered, iterative processes that encourage innovation, creativity, and
adaptability (Brown, 2009). These are all vital aspects for the growth and survival of busi-
nesses in complex environments (Haque, 2024 ). The next section of this chapter explores
the design thinking linkage with each entrepreneurial category.
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3.1.1 Design Thinking and Scalable Startups

Innovative and creative technological solutions play a vital role not only in the quick
expansion of scalable startups but also in grasping sizable markets (Brown, 2009; Han,
2022). Design thinking allows startups to concentrate on the needs of the consumer, test
ideas rapidly and regularly, and improve continuously as per given feedback, thus fitting
very adequately within this strategy (Brown, 2009).

According to Laoyan (2024), there are five stages in design thinking: empathizing
(looking into the problem), defining (framing the problem statement), ideating (brain-
storming to create a solution), prototype (creating different inexpensive versions), and
testing (selecting the best after testing all prototypes). For example, design thinking
helped Airbnb transform from a startup to a recognized hospitality platform worldwide
(Hockenberry and Epstein, 2014). Accommodation in booking travel was a problem that
was addressed through design thinking. Initially, the founders faced difficulty attracting
the audience and creating appeals in the market. Guests and hosts were interviewed by
applying design thinking’s “empathize” stage to assess their needs, which led to further
improvements in operations by ensuring that it was a trustworthy and user-friendly plat-
form (Hockenberry and Epstein, 2014). By continuously improving its operations and
business model to fit customer demands, this iterative development strategy helped Airbnb
expand rapidly. Iterative and swift innovation as part of design thinking is often used in the
empathy stage and prototyping state so that scalable startups effectively use it to address
their needs. Through the acceleration of innovation cycles, most scalable startups gain
competitive advantages that are created through design thinking (Brown, 2009). On the
other hand, Ries (2011) found that startups grow by considering feedback from customers
and quick prototyping. One of the major benefits of design thinking is that real-time and
quick feedback is obtained, which helps startups reduce the likelihood of major operational
risks and failures (Blank, 2013). Nonetheless, the drawback of design thinking is that if
businesses spend more time in the prototype and testing stages rather than actively work-
ing toward growth and expansion, scaling could be delayed (Liedtka, 2011).

3.1.2 Small-Scale Ownership and Design Thinking

Typically, operating in localized markets, these small-scale organizations rely heavily on
consumer loyalty and personal relationships to be successful. Through the empathy stage
and ideation stage, design thinking enables small-scale owners to customize their products
precisely according to consumer needs and demands (Dunne and Martin, 2006). Through
routine interactions with consumers, a small, family-owned restaurant can learn about
its preferences and thus use design thinking to rethink its decor, cuisine, or service style
(Liedtka and Ogilvie, 2011). Hence, regular engagement is important to reimagine the
operations as well as designs. By prototyping, such as introducing and experimenting with
new dishes on a limited-time basis, they enable themselves to gather vital feedback, which
could significantly help them adapt and adjust their business model to stay relevant in a
competitive environment (Liedtka and Ogilvie, 2011).

According to Liedtka (2011), design thinking could lead to a customer-centered
innovative approach that could help small-scale organizations improve their competi-
tiveness, especially given the scarcity of resources. Furthermore, the work of Beckman
and Barry (2007) revealed that small organizations could benefit from design thinking to
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perform small-scale experimentation without becoming involved in financial risk like larger
organizations. Strong loyalty can be developed by matching their offerings to consumer
demands, which is one of the greatest advantages of design thinking for small businesses
(Brown, 2009; Liedtka and Ogilvie, 2011). However, the drawback for small-scale busi-
nesses is that, owing to a lack of implementation expertise and limited resources, they
struggle in applying the process of full-scale design thinking (Liedtka and Ogilvie, 2011).
Things become further complicated when owners are juggling many roles and when time
is limited (Liedtka and Ogilvie, 2011).

3.1.3 Design Thinking and Intrapreneurship

The central concept of design thinking is ‘innovation’, which drives intrapreneurship
(Kelly, 2023). When individuals carry out innovation within an existing organization, it
is regarded as intrapreneurship (Kelly, 2023). In other words, it could be argued that
the application of entrepreneurial ideas inside current companies reflects a focus on cre-
ativity and innovation. Hence, innovation is a common element of design thinking and
intrapreneurship. For instance, 3M scientist Spencer Silver was researching in a laboratory
to develop tougher adhesives and accidentally discovered a light adhesive that would not
bond to surfaces but would stick (Kelly, 2023). Arthur Fry was another scientist (3M)
who was frustrated with bookmarks falling out of his choir hymnal (Kelly, 2023). Thus,
he came up with the idea of using light adhesives as bookmarks. Eventually, the two sci-
entists developed a revolutionary product—widely regarded as the Post-It Note (Kelly,
2023). Another large corporation, Google, has incorporated design thinking to inspire
team innovation and creativity. The policy of “20% time” motivates and encourages staft
members to concentrate on initiatives outside of their usual responsibilities, which leads to
the creation of products such as Google Maps and Gmail (Schmidt and Rosenberg, 2014).

Following the design thinking process, these advancements came from employing
empathy to pinpoint internal requirements and prototype new innovative solutions.
Importantly, internal obstacles such as a risk aversion culture and rigid structures des-
troy intrapreneurship. Design thinking creates environments for experimentation and
reframes issues in ways that fit business objectives, thereby enabling intrapreneurs to over-
come these obstacles (Zahra, 1991). Large corporations use design thinking frequently to
encourage internal creativity and enable intrapreneurs to lead new projects. Martin (2009)
stated that usually, change-resistant corporate environments benefit from design thinking,
as they offer risk mitigation by developing structured and organized innovation proce-
dures. Dunne and Martin (2006) argued that internal resistance to new ideas decreases as
design thinking helps intrapreneurs formulate user-friendly solutions aligned with business
plans and corporate strategies. On the other hand, Liedtka (2011) argued that intrapre-
neurs could find it significantly difficult because of rigid and inflexible corporate structures,
which hamper the flexible and iterative nature of design thinking.

3.1.4 Design Thinking and Social Entrepreneurships

The prime focus of social entrepreneurship is on establishing businesses that are not only
financially viable but also address social and societal issues (Brown and Wyatt, 2010).
In other words, financial stability and addressing societal problems are objectives of
social entrepreneurship. Since design thinking stresses empathy, which fits the social
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entrepreneur’s objective to a greater extent (Brown and Wyatt, 2010), empathy allows
them to cater to human needs; thus, design thinking specifically is suitable for social entre-
preneurs in commencing their business activities (Brown and Wyatt, 2010). For instance,
TOMS Shoes employs a one-for-one social business model. According to this business
model, with the sale of one pair of shoes, a pair of shoes is donated to a needy child in
an emerging economy. TOMS developed a brand that creates social consciousness and
appeals to consumers because they empathize with both consumers and beneficiaries.

Social entrepreneurs benefit significantly from design thinking’s iterative method because
they not only prototype but also test ideas without making enormous upfront expenditures
and investments, especially when resource constraints are a significant challenge for them
(Brown, 2009). For example, IDEO?’s not-for-profit wing, IDEO.org, incorporates design
thinking to address social challenges through creative solutions, such as providing access
to clean water in emerging economies through the development of scalable solutions and
affordable prototypes resulting from feedback from consumers (Brown and Wyatt, 2010).

The emphasis of design thinking on empathy and iterative prototyping helps social
entrepreneurs stay in line with their social objectives while also enabling innovation with
limited resources. Through design thinking, social entrepreneurs handle the complexity of
societal issues in a manner that is impactful and financially viable (Bornstein, 2007; Dees,
1998). In underserved markets, social entrepreneurs benefit from the human-centered
approach of design thinking because it helps them develop solutions that are not only
sustainable but also significantly impactful (Brown and Wyatt, 2010). However, the major
drawback is that design thinking might create a situation where social entrepreneurs might
find it difficult to strike the right balance between social impact and financial viability
(Dees, 1998). At times, it could relatively slow down progress if the focus is not on scaling
solutions but rather on placing greater emphasis on iteration (Dees, 1998).

3.1.5 Design Thinking in Large-Scale Businesses

Competitive advantages and a culture of innovation are fostered through the efficient
and effective use of design thinking in large-scale businesses. In other words, it serves
as an important catalyst for not only providing competitive advantage but also develop-
ing a culture of innovation. However, the prominent challenge for these organizations is
ensuring flexibility in their operations and design thinking due to structural complexities
and processes. According to Kelley and Kelley (2013), the culture of experimentation
fosters collaboration among different departments because of the effective adoption of the
principles of design thinking. Hence, it could be argued that design thinking plays a vital
role in breaking down silos. For instance, Procter & Gamble (P& G) redefined its product
development process by embracing design thinking principles. The principles help P& G
promote collaboration among diverse teams in the ‘empathize’ stage and ‘define’ stage so
that customer feedback is constructively used for innovation (Brown, 2009). The swift
prototyping and testing of unique concepts results from this human-centered approach
(Martin, 2009). Additionally, the time-to-reach market is significantly reduced when a
product is closely aligned to meet the needs and preferences of consumers through design
thinking (Martin, 2009).

Moreover, large corporations also benefit from design thinking due to its iterative
nature, which helps in the effective fulfillment of customer expectations and adaptation to
changing market demands (Liedtka, 2011). According to Hansen and Birkinshaw (2007),
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design thinking not only helps large businesses adapt and innovate but also sustains
growth, especially with advancements in technologies and changing consumer behavior
and preferences. Hence, competitiveness in the market increases, and product offerings are
also enhanced in a constructive manner because of effective design thinking. Nonetheless,
it is important for large-scale businesses to keep close watch of the challenges arising from
design thinking (Taneja and Toombs, 2014 ). The norms and practices established in large
organizations are often structured and rigid; thus, it is often difficult to develop a flexible
culture, leading to failure in the iterative learning and implementation process (Taneja and
Toombs, 2014). Hence, it could be argued that design thinking offers a significant plat-
form to gain competitive advantage, but the greatest challenge is the structural process and
norms in place. To benefit from design thinking, organizations must embrace openness
and innovation.

3.2 Finding Sources of New Venture Ideas

Extensive market research, feedback from customers, and practical (first-hand) experience
within the industry are some of the prominent sources that inspire ideas for new businesses
(McCormick, 2022). Opportunity recognition is another key component at the core of
entrepreneurship that is understood through the creation of proper awareness of these
sources (Kirzner, 2015). Considering some of the sources for opportunity recognition in
light of real-world examples helps in understanding and clarifying concepts. Commonly,
inspiration occurs to entrepreneurs from their own business, sector, or industry fields.
For example, Warby Parker’s founder was frustrated with expensive eyewear; thus, this
first-hand experience drove him to develop a fashionable substitute at an affordable price
(Wasserman, 2012). On the other hand, inspiration for new ideas could emerge from the
careful observation of underprivileged market segments. For example, Dollar Shave Club
carefully observed inefficiencies in the razor business and thus developed subscription ser-
vices to fill these gaps. Technological advancements, namely, the IoT, blockchain, and
artificial intelligence (AI), have also led to the creation of innovative solutions. In other
words, opportunities to develop innovative solutions are often driven by technological
advancements. For example, Tesla, by using advanced technologies—especially batteries—
transformed the automotive industry (Popomaronis, 2020).

3.3 Opportunity Identification and Changing Thought Process

Recognizing opportunities in the market involves exploring unfulfilled needs or detecting
inefficiencies, which could serve as a foundation for developing a solution (Kirzner, 2015).
Nonetheless, to recognize opportunities and change existing thought processes, entrepre-
neurs consider “creative destruction” by moving away from traditional methods of opera-
tions while embracing change (Schumpeter, 1942; Haque, 2024). Schumpeter (1942)
explained creative destruction as the process by which fresh and creative ideas replace
outdated technologies or goods. While exploring opportunity recognition, it is important
to consider conventional opportunity recognition. McCormick (2022) argued that con-
ventional opportunity recognition is an approach that uses industry analysis, consumer
surveys, or observations to focus primarily on exploring gaps in existing markets. It is
important to conduct this research before these markets are entered. For instance, Amazon
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first saw potential growth in the demand for online book sales before it entered the market.
On the other hand, creative opportunity recognition occurs when entrepreneurs create
opportunities through disruption and innovative and creative thinking. For example,
Netflix shifted from a pay-for-use business model (renting DVDs) to a subscription-based
streaming business model, which led to the revolutionary transformation of the entertain-
ment industry (Van Alstyne et al., 2016).

3.4 Design Thinking: An Overview

Greater emphasis on human-centered innovation is a key aspect of a problem-solving
method—design thinking (Brown, 2009). Iterative prototyping, creativity and innovation,
and empathy are encouraged by this approach to address distinct complex issues (Dunne
and Martin, 2000).

The five stages of design thinking include empathize, define, ideate, prototype, and test
(Kelly, 2023).

e Empathize: Having knowledge and understanding about the target audience’s needs
for whom businesses are designed.

e Define: Clearly, state and express the issue (problem) businesses want to address.

e Ideate: Generate a spectrum of creative solutions (ideas) through brainstorming.

e Drototype: Formulate clear, simple, and cost-effective designs (samples) of the pro-
posed solution.

e Test: Refine the solution as per the gathered feedback and suggestions.

According to Brown (2009), the chance of failure is greatly reduced, creative experi-
mentation is enhanced, and customer demands are prioritized because of the iterative
nature of design thinking. Thus, it helps not only small-scale businesses but also large
corporations. However, design thinking could be highly time-consuming, particularly
for businesses that are facing the situation of delivering quick results in a short time,
reflecting greater pressure (Liedtka, 2011). In addition, a culture shift is required for
design thinking, as most organizations are familiar with efficiency-driven and linear
procedures (Liedtka, 2011).

3.5 Using Design Thinking to Advance New Venture Development

According to Hockenberry and Epstein (2014), entrepreneurs can apply design thinking
in the creation of new ventures by enabling businesses to reach their target audience so
that the goods and /or services produced in actuality satisfy their needs and demands. This
approach eventually led to the growth and expansion of new businesses (Hockenberry and
Epstein, 2014). Airbnb presents the classic case of applying design thinking to improve
and further refine its platform based on suggestions and feedback from early customers
(Hockenberry and Epstein, 2014). In other words, Airbnb founders ensured that the plat-
form was user-friendly and positively enriching customer experiences (Hockenberry and
Epstein, 2014).
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3.6 Guidelines for Using Design Thinking in Venture Development

It is important for entrepreneurs to have empathy for their consumers; therefore, they
must understand customers’ pain points (Tuttle, 2021; Patel et al., 2024). For instance,
the creators of Mint.com interviewed many users to learn about their painful experiences
(frustration) with tools offering personal financial solutions (Tuttle, 2021; Patel et al.,
2024). Only if entrepreneurs understand the pain of their customers can they develop
products and /or services that eliminate the identified pain (problem).

Entrepreneurs should develop iterations and prototypes (Kelly, 2023). It is important
that entrepreneurs develop prototypes, carry out tests with actual users, and refine (iter-
ation process) the products and/or services according to the suggestions and feedback
received rather than delaying and waiting for a perfect solution (Madsen, 2024). For
instance, Dropbox is an example reflecting that prior to launching the actual product,
a simple explainer video was launched to gauge interest (Madsen, 2024 ). This approach
helped them identify pain points, and consumer feedback was given before developing the
actual product.

Entrepreneurs should be ready to change if feedback from the user highlights that there
is a fundamental flaw or a large miss in the comprehensive transformation of ideas into
opportunities. It is also important that entrepreneurs are open to embracing the change
and accept the critique to further refine the product and/or services. For example, Slack
was originally used as an internal communication tool for a gaming business; however,
after realizing its greater potential, it was transformed into an important workplace collab-
oration tool (Butterfield, 2019).

3.7 Conclusion

It is concluded that irrespective of their size and type, from small-scale businesses to large-
scale enterprises, they face different types of challenges and constraints in the develop-
ment of products and /or services. Nonetheless, there are opportunities arising from these
constraints and challenges. The role of design thinking in converting recognized ideas to
viable business opportunities has been established through an extensive review of the lit-
erature as well as real-world examples. Moreover, the entreprencurship field is constantly
evolving and currently covers a broad spectrum of fields. Design thinking helps businesses
efliciently and effectively identify opportunities, optimize resource allocation and man-
agement, and create creative and innovative entreprencurial ventures that appeal to their
target audience. Design thinking’s iterative and user-friendly approach corresponds to an
uncertain, complex, and constantly evolving environment. It also enables entrepreneurs to
address complexities in an effective and efficient manner so that they can create not only
innovative and creative solutions but also relevant and practical ones.
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Case Study: Design Thinking Incorporated by an Immigrant
Entrepreneur

Harmandeep Kanr and Adnan ul Hagque

Background

In search of better and unique opportunities, Indian immigrant entrepreneur Tarun
moved to Canada. In North America, he observed a growing demand for eco-
friendly and sustainable packaging solutions because environmental consciousness
and awareness are developing among businesses and consumers. Using his experience
in product design and a strong engineering academic background, Tarun started a
specialized business in biodegradable packaging materials.

Opportunity Recognition

With careful observation of Canadian businesses’ struggle in finding an alternative
that is sustainable, affordable, and eco-friendly packaging material, the entrepre-
neurial journey of Tarun began. An opportunity in the market for an environmen-
tally and cost-effective responsible package solution was seen by him, and the credit
went to his prior knowledge of sustainable design and material science.

Applying Design Thinking

Tarun adopted a design-thinking approach to develop his product. Local customers
and business owners were engaged so that they had a clear understanding of their
packaging needs. Their concerns about durability, environmental impact, and cost
were taken into consideration by him. The next stage was the ideation stage, where
multiple packaging designs that could meet these requirements were brainstormed,
and Tarun also led that session.

Next, Tarun created various kinds of prototypes related to packaging materials,
which were tested by a few early adopters in the local market. Feedback from these
businesses was constructively used by Tarun to ensure that the design was further
refined and improved in terms of durability and quality while ensuring that the
designs remained eco-friendly and cost-effective.

Challenges

Tarun faced several challenges as an immigrant entrepreneur. In Canada, a different
regulatory environment had to be navigated by ensuring that he learned and devel-
oped awareness about the local laws related to environmental standards and sustainable
business practices. In the beginning, funding options were limited, and there were
immense difficulties in establishing relationships with Canadian investors because he
did not have sufficient experience and had a limited network.
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Success and Growth

A product that was well received by the market was created by the excellent design
thinking of Tarun after facing many challenges. Customer needs were empathized
with by him, and his product was iteratively improved, which allowed long-term con-
tracts with local businesses to be secured, eventually leading to expansion into larger
markets across Canada. Partnerships with environmental organizations were looked
for by Tarun after his business grew, further strengthening his brand’s commitment
to sustainability. His venture proved to be a leading provider of eco-friendly pack-
aging in the region, proving how a customer-centric approach and design thinking
can lead to entrepreneurial success.

Reflection Questions

How did Tarun find the opportunity to start an eco-friendly packaging business
in Canada? What specific market gaps did he see, and how did his background
influence his entrepreneurial decision?

What steps of the design thinking process did Tarun follow in developing his
business? How did each stage (empathizing, ideation, or prototyping) contribute
to the final product offering?

How was feedback from customers incorporated by Tarun into the development
of his packaging designs? Why is the input from concerned parties about the
design thinking process important for new ventures and startups?

As an immigrant entrepreneur, what were the challenges Tarun faced, and how
did he overcome those challenges?

How did Tarun create environmentally friendly packaging while ensuring that it
remained affordable? Why is this balance important for businesses operating in the
sustainable products sector?

Considering Tarun’s success in local markets, what strategies should he adopt to
scale his business further? How can design thinking continue to play a role in a
company’s future innovations and growth?

How did Tarun adapt to the cultural and regulatory differences between India
and Canada? What role did understanding the local market environment play in
shaping his business strategy?



Chapter 4

Entrepreneurship and Gender

Harmandeep Kaur

4.0 Introduction

Overall success, resource allocation and optimization, and recognition of opportunities
are some of the critical aspects that are influenced by gender to a certain extent. In other
words, the role of gender is critical in entrepreneurship. Interestingly, the inclusive entre-
prenecurial ecosystem develops and grows because of the challenges, opportunities, and
distinct capabilities demonstrated by male and female entrepreneurs. Perhaps, opportun-
ities as well as challenges faced by contrasting genders shape and develop an all-inclusive
entreprenecurial ecosystem. From a gender perspective, this chapter critiques the product
development model, evaluates how the entrepreneurial environment influences outcomes,
explores how gender shapes and formulates the differentiation between ideas and oppor-
tunities. With respect to gender, understanding the complexities of entrepreneurship can
be better examined through these elements.

4.1 Distinguishing Between ldeas and Opportunities

In this section, ideas and opportunities are differentiated and explained through the lens of
gender. Real-life examples are used to reflect on how each gender recognizes opportunities
and the response in terms of praise and recognition from industries and mass consumers.

4.1.1 Defining Ideas and Opportunities

It is essential to differentiate between ideas and opportunities to understand the core of
entrepreneurship. According to the work of Shane and Venkataraman (2000), creative
concepts are regarded as ideas that have the potential to transform into products or ser-
vices. Nonetheless, it is not always the case that all types of ideas can be converted into
actual and viable business opportunities. In contrast, opportunities are ideas that could
result in financial viability and are often aligned with the needs of the market (Shane and
Venkataraman, 2000).

4.1.2 Gender Differences in Opportunity Recognition

Opportunity recognition is often approached differently by men and women because of
varying socialization processes and environmental factors, as shown by the number of stud-
ies. When industries are aligned with societal roles or personal experiences, opportunities
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are often recognized by women entrepreneurs, particularly in sectors such as consumer
services, education, and healthcare (Brush et al., 2009). These sectors not only correspond
with traditional gender roles and responsibilities but also influence the types of entrepre-
neurial ventures likely to be pursued by female entrepreneurs. In contrast, higher-risk
sectors such as finance and technology are frequently dominated by male entrepreneurs
because, despite significant uncertainty, there is potential for high returns. This disparity,
which is not solely attributable to personal interests, also reflects access to networks and
broader societal and social norms that facilitate opportunity recognition (Eddleston and
Powell, 2012).

To support this notion, the example of the founder of Samasource, Leila Janah, is
presented. She recognized an opportunity to address poverty on a global platform by
outsourcing her digital work to emerging economies. She embodies social entrepre-
neurship, as her business venture showed greater and stronger commitment to social
impact. However, in comparison, the founder of Tesla and SpaceX, Elon Musk, com-
mences his operations in high-risk sectors that rely on technical expertise and innov-
ation, commonly indicating greater male dominance in these high-risk sectors. Elon
Musk is more famous and praised than Leila Janah is. Hence, female entrepreneurs
are more comfortable operating in low-risk sectors, whereas male entrepreneurs prefer
high-stake sectors.

Nonetheless, a single case should not be used as a standard to draw generalizations;
however, it could be stated that gender’s approach to risk may be a deciding factor for
industry choice. In other words, this example shows that the pursuit of entrepreneurial
opportunity may be affected by gender to a certain extent. Although recent studies reveal
that innovative entrepreneurial capabilities are more evident among female entrepreneurs
than among male entrepreneurs, this is often due to female resilience in dealing with
stressors (Haq et al., 2024). Interestingly, Faizan and Haque (2016) reported that social
welfare and community services are typically prioritized by female entrepreneurs, which
might lead them to avoid high-risk and aggressive sectors to explore their opportunities.
Nonetheless, this distinction indicates that there is a need for educational training and rele-
vant assistance to raise awareness and encourage women to expand their entrepreneurial
pursuits.

4.1.3 Critical Analysis of Opportunity Recognition

The distinction between ideas and opportunities is not merely confined to academic con-
cepts because support programs, along with policy-related implications, are crucial for
nurturing and developing entrepreneurship. Awareness among female entrepreneurs about
certain opportunities may be relatively low (Eddleston and Powell, 2012). Thus, they need
further increased educational programs. These programs should aim not only to increase
awareness but also to highlight the need for proper recognition and re-evaluation of exist-
ing entrepreneurial support systems. The chances of success of female-led entrepreneurial
ventures increase to a significant extent, especially outside the conventional sector, due to
frameworks and programs designed to assist women in building professional networks and
relevant skills (Eddleston and Powell, 2012).



Entrepreneurship and Gender 37

4.2 The Entrepreneurial Environment and Gendered Outcomes

This section explores the existing entrepreneurial environment and its linkage with gender-
based performance, opportunities, and challenges.

4.2.1 The Role of the Entrepreneurial Environment

Business success is significantly influenced by various attributes found in the entrepre-
neurial environment. These attributes include the legal framework, cultural norms, profes-
sional and social networks, and access to capital (Haque, 2024). Nonetheless, the impact
of these distinct factors can vary significantly between male and female entreprencurs
(Brush et al., 2014).

4.2.2 Access to Capital and Financial Constraints

For female entrepreneurs, one of the significant barriers remains limited access to financial
resources (Faizan and Haque, 2016). The Diana Report published in 2014 revealed that
there is a significant gap in the gender gap in pay and entreprencurial activities (Brush
ct al., 2014). Notably, capital venture funding for women constitutes less than 3% of total
capital investments (Brush et al., 2014). In other words, there is a substantial difference
between the funding that males and females receive from the government and from insti-
tutions (Haq et al., 2024). Morcover, within investment circles and funding institutions,
there is unconscious bias, which is the root cause behind this inequality (Baker and Henry,
2013). This unconscious bias often results in favoring male entrepreneurs because there is
a perception that they are more capable of handling distinct risks interlinked with ventures
operating in sectors expecting greater growth.

In addition, the study of Backer and Henry (2013) revealed that the non-confrontational
approach in negotiations among women often leads to the perception that males are
effective negotiators, thus increasing the likelihood of receiving higher venture capital
funding. This reluctance to fund female-led ventures limits the funding cycle for women,
ultimately reducing future funding opportunities. For instance, the founder of The Muse,
Kathryn Minshew, faced immense difficulties related to funding in her entreprencurial
journey. Although she successfully ran a popular platform, there was greater skepticism
among investors regarding the viability of her business model. This skepticism occurred
especially because there was implicit bias among investors that her team was predominantly
female. Ironically, instead of focusing on the potential of the business, investors were more
focused and interested in the dynamics of teams, reflecting the bias that female entrepre-
neurs often face while fundraising for their ventures.

4.2.3 Legal and Cultural Barriers

In contrast to males, females face unique legal restrictions that add further complications to
their efforts to commence their own ventures (Faizan and Haque, 2016). For example, in
some economies, to obtain loans and start their own venture, women often require approval
from male guardians (Faizan and Haque, 2016). In emerging economies, these legal barri-
ers significantly discourage women from setting up their own ventures (Pasha et al., 2020).
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Similarly, the entreprencurial participation of women is often restricted by cultural
expectations and social norms in societies (Faizan and Haque, 2016). Families are prior-
itized over careers in many cultures, which hinders their participation in entrepreneurial
activities. For instance, previously, women faced legal restrictions in Saudi Arabia that
made it difficult for them to own property or start entrepreneurial ventures without male
consent. The role of women in emerging economies is associated mostly with domestic
affairs and family care, indicating that cultural obstacles hinder their participation in entre-
prencurial activities. However, the trends have changed due to recent reforms. In other
words, the situation has substantially improved with recent reforms that allow females
greater freedom to participate and engage in entrepreneurial activities. Nonetheless, entre-
prenecurial opportunities and capabilities for women are adversely affected by legal and
cultural barriers (Faizan and Haque, 2016).

4.2.4 Critical Analysis of the Entrepreneurial Environment

The need for systemic change highlights the challenges women face in accessing capital
and navigating cultural and legal barriers (OECD, 2022; World Bank, 2022). According
to a report from the World Bank (2022), the entrepreneurial potential of women remains
restricted by discriminatory cultural norms and legal barriers in certain regions across
the globe. It is also noted in the report that in some regions, business registration and
securing property rights are rigid, discouraging women’s engagement and participation in
entrepreneurial activities (World Bank, 2022). Interestingly, recent research confirms that
female entrepreneurs often face greater obstacles than their counterparts do, especially
in securing capital funding and loan attainment (OECD, 2022). In addition, the rate of
rejection for loans is higher for female entrepreneurs than for male entrepreneurs; thus,
female entrepreneurs can secure only small loan amounts, indicating gender bias (OECD,
2022). Collaboration among support organizations, policymakers, and financial institu-
tions is important to create an environment conducive to women’s entrepreneurial success
(IFC, 2021).

Recently, efforts have been made to ensure a level playing field for all genders. Increasing
the visibility of female entrepreneurs, offering customized training programs for female
entrepreneurs, and implementing policies that ensure equal access to funding are important
steps (IFC, 2021). In addition, social media awareness and support campaigns and men-
toring programs should be developed to increase female entrepreneurs’ engagement and
equalize access to loan and funding opportunities (IFC, 2021).

4.3 The Product Development Model and Gender Shortcomings

This section examines the product development model and gender shortcomings. It
explains the contrasting approaches in the market for male and female entrepreneurs.

4.3.1 Understanding the Product Development Process

Various stages, such as ideation (idea-generating stage), prototyping (making different
models as samples), market testing (before launching the product or service, tests are
carried out), and launch (making the product available to the consumers), are part of the
product development model. A marketable product is the outcome that is created through
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the transformation of an idea at each essential stage. In other words, each phase (stage) is
important for ensuring smooth transformation of an idea into a reliable and marketable
product and/or service. On the other hand, the needs of women and other marginal-
ized groups may not be addressed if these processes are led by male perspectives. It can
be argued that because the sectors and processes are highly male dominated (Faizan and
Haque, 2016), marginalized groups, as well as women, might not benefit from designs
that only take a male perspective into consideration, which is a biased approach.

4.3.2 Gender Bias in Product Development

Bose et al. (2011) argued that historically, male users have been kept in mind byproduct
designers and companies. In other words, the product was developed while keeping male
consumers in mind. Thus, significant gaps in the market have formed due to this bias, as
the needs of female consumers are not properly addressed byproduct designers and com-
panies (Bose et al., 2011). The National Highway Traffic Safety Administration conducted
a study that revealed that during the safety test, average male body-model dummies were
predominantly used in crash tests (Bose et al., 2011; Reuther, 2024). As a result, women’s
injury rate is higher than that of men in car crashes (Bose et al., 2011). Considering the
example of the fitness industry, women’s needs are clearly ignored to a greater extent. With
male users in mind, most products are designed, ranging from gym equipment to fitness
trackers. Nonetheless, this gap is being filled by female entrepreneurs, as they focus on
developing fitness products for women (Wang et al., 2022). Women’s unique health needs
are now being considered in the product designs of companies such as LIVESTRONG
and Fitbit.

4.3.3 Women-Led Innovation: FemTech as a Response

In response to gender biases, female entrepreneurs step up by providing solutions that
meet women’s specific needs (Wang et al., 2022). The development of innovative prod-
ucts has been the focus of interest. In other words, these female entrepreneurs fill these
gaps by incorporating innovation in products used by women, especially with the rise
of FemTech technology designed to improve women’s health (Wang et al., 2022). The
example of Ida Tin identified a vital gap in the market for women’s health tracking tools
and developed an application, the Clue app. She created one of the leading menstrual
tracking applications, which helped many women better understand their health patterns
(Gellman, 2017). The significance of diversity in entrepreneurship as well as product
development is illustrated by this success because the solution caters to the need and
demand of a larger audience.

4.3.4 Critical Analysis of the Product Development Process

Within entrepreneurship, the systemic need for diverse teams is highlighted by gender
biases, which are especially evident in product development phases (Reuther, 2024).
Inclusive products that resonate with a broader consumer base are more likely to be pro-
duced by companies that prioritize gender diversity in their development teams (Reuther,
2024). By ensuring that every stage of product development includes diverse perspectives,
businesses can cater to the needs of different types of consumers by creating innovative
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solutions. It is evident that innovative work behavior plays a significant role in product
development, which eventually leads to the success of entrepreneurs (Haque, 2024).

4.4 Critical Analysis: Gender and Entrepreneurial Outcomes

This section critically examines the gaps in the approach toward male and female entrepre-
neurs. This reflects the double standard of success parameters and the scaling of women-
led enterprises.

4.4.1 The Double Standard of Success

The lens of gender is usually used to measure entreprencurial success, demonstrating
double standards. Praise is often given to male entrepreneurs for taking risks and exhibit-
ing high ambition, whereas recognition is often reserved for women regarding balancing
work and family. Societal perceptions are shaped by this double standard, and emphasizing
entrepreneurial success is depicted through a risk approach. Research indicates that fewer
risks are taken by female entrepreneurs than by their male counterparts, typically due to
a lack of financial safety nets and cultural pressures (Klyver and Grant, 2010; Haq et al.,
2024). Nonetheless, it is usually demonstrated over the passage of time by women-led
enterprises that greater commitment to sustainability and its attainment is visible among
their work, despite slower growth perceptions about their entreprenecurial venture. This
highlights the reality that the need for success criteria in entreprencurship should be modi-
fied to include many approaches and techniques. Focusing exclusively on metrics that
show male success needs to be changed. This reality underscores the need to redefine suc-
cess metrics in entrepreneurship to encompass different paths and strategies.

4.4.2 Scaling Women-Led Businesses

While small businesses are often managed excellently by women entrepreneurs, unique
challenges are posed by the scaling of these ventures. A significant number of small busi-
nesses are owned globally by women; however, greater obstacles are faced by them in
accessing the networks and funding that are necessary for expansion. Crucial mentorship
and funding are provided by programs such as the African Women Entrepreneurs Program
(AWEP), which specifically aims to support women entrepreneurs in scaling their busi-
nesses (Elmi et al., 2021).

Women entrepreneurs often excel in managing small businesses, but scaling these ven-
tures poses unique challenges. Women own a significant number of small businesses glo-
bally; however, they face greater obstacles in accessing the networks and funding necessary
for expansion. Programs such as the African Women Entreprencurs Program (AWEP)
provide crucial mentorship and funding specifically aimed at supporting women entrepre-
neurs in scaling their businesses (Elmi et al., 2021). The impact of AWED is an essential
aspect to explore. Thousands of women entreprencurs in Africa have been successfully
empowered by the AWEP, with training and resources provided to grow their businesses.
Access to networks and financial resources is facilitated by these initiatives, helping women
overcome the barriers that are often imposed on their growth potential. AWEP has suc-
cessfully empowered thousands of women entrepreneurs in Africa, providing them with
training and resources to grow their businesses (Elmi et al., 2021). By facilitating access to
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networks and financial resources, these initiatives help women overcome the barriers that
often limit their growth potential.

4.4.3 Critical Analysis of Gendered Outcomes

The gendered dynamics of entrepreneurial outcomes are understood as critical for the
development of effective support systems. It is recognized that women entrepreneurs often
face unique challenges, allowing tailored interventions from policymakers and support
organizations. By fostering environments that support women in scaling their businesses,
greater gender equity in entrepreneurship can be achieved.

Understanding the gendered dynamics of entrepreneurial outcomes is critical for devel-
oping effective support systems. Recognizing that women entrepreneurs often face unique
challenges allows policymakers and support organizations in creating tailored interven-
tions. By fostering environments that support women in scaling their businesses, society
can work toward achieving greater gender equity in entrepreneurship.

4.5 Conclusion

The entrepreneurial landscape is significantly shaped by gender, with resource access,
opportunity recognition, and overall business outcomes being influenced. The sys-
temic barriers faced by female entrepreneurs, including limited access to capital, cul-
tural biases, and product development shortcomings, are highlighted in this chapter.
Addressing these issues requires a concerted effort from policymakers, investors, and
the entrepreneurial community to create a more inclusive and fairer environment. The
distinct challenges and perspectives of female entrepreneurs are recognized, allowing an
entrepreneurial ecosystem that enables all individuals, regardless of gender, to thrive and
succeed in fostering.
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Case Study: A Single Mother’s Path to Entrepreneurship
Diya Nitinbbai Patel, Harmandeep Kanr and Adnan ul Haque

After her divorce, a single mother of two kids, named Shanaya, found herself in a
challenging financial situation. She turned to entrepreneurship to create financial
stability out of a need to provide for her children and with limited formal edu-
cation. Shanaya decided to start a small business selling custom cakes and pas-
tries after receiving praise for her homemade cakes at family events as she enjoyed
baking.

Everything was not smooth during her first days of the venture. Funding was
among the first challenges faced by Shanaya. Banks were reluctant to offer her a
loan; owing to her limited credit history and being a single mother, she struggled
to keep up with the bills. Securing capital to buy baking equipment and renting
kitchen space seemed impossible without collateral or assistance from an external
source. The process was lengthy and involved additional hurdles that were not
often faced by male entrepreneurs. Eventually, Shanaya obtained a small loan from a
local microfinance organization that specifically supported women’s entrepreneurial
ventures.

Being a mother and an entrepreneur, balancing her responsibilities was another
significant challenge. Shanaya juggled between managing business-related respon-
sibilities and attending to the needs of her children with limited childcare support.
Shanaya was exhausted and sometimes had to turn down business opportunities
after her long hours in the kitchen because too many personal and professional
responsibilities collided, especially caregiving responsibilities. Poverty added fur-
ther challenges to women entrepreneurs. In her business dealings, Shanaya also
faced gender biases and skepticism. Assuming her domestic responsibilities would
hinder her entrepreneurial success because she was a single mother. Thus, poten-
tial customers as well as some suppliers questioned her abilities, skills, and ability
to effectively run a business. Nonetheless, she still pushed her way through those
difficulties by wisely availing local women’s business networks and support in the use
of mentorship programs.

Shanaya gradually developed her customer base by focusing on customized cakes
with no compromise on quality standards and constructively promoted her work
through social media. With the passage of time, she stabilized her business, which
enabled her to hire a part-time assistant. This allowed her additional time to focus
on the expansion of her business and spend more time with her children. Shanaya’s
story depicts the determination and resilience in the face of difficulties demonstrated
by a single mother in search of entrepreneurial success. The case is more intriguing
because the caregiving responsibilities and intersection of gender frequently pose
unique barriers.
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Reflection Questions

As a single mother in the early stages of her entrepreneurial venture, what were
the key challenges faced by Shanaya? How were these challenges different from
those faced by male entrepreneurs?

What role did gender play in creating disparity in access to financing? For female
entrepreneurs, what alternative solutions could help mitigate this issue?

What strategies did Shanaya consider managing both personal responsibilities and
business demands? Did her role as a caregiver impact her entrepreneurial efforts,
if so, how?

Did the local female entrepreneurs’ network contribute to her success, if so, how?
If not, why? Do you think that networking and mentorship are important for
entrepreneurial success?

Upon reflecting on Shanaya’s case, what policy or structural changes would help
support women or single mothers in their entrepreneurial journey?



Chapter 5

Financial Challenges for Entrepreneurs
in Volatile and Stable Economies

Arif Toor, Ali Sher and Adnan ul Haque

5.0 Introduction

Entrepreneurship is a dynamic and critical driver of economic growth, innovation and
job creation. Entrepreneurs often face significant financial challenges that can impede the
success and sustainability of their businesses. The impact of these challenges is particularly
severe in emerging and volatile economies where there is no stable government policy to
support entrepreneurship. We use representative emerging economies, such as Pakistan,
Brazil, Nigeria, and Vietnam, and compare the literature with advanced economies, such as
Canada, Germany, Japan and the UK, which are characterized by stable economic environ-
ments. This chapter explores and compares the financial challenges encountered by entre-
preneurs in both emerging and advanced economies, drawing on literature to highlight
similarities, differences and implications for policy and practice. The chapter highlights key
issues such as access to capital, financial management practices, risk management and the
role of external stakeholders in mitigating financial constraints. We also consider the impli-
cations of this comparison for the role of government policies and institutional support in
each of our selected jurisdictions.

It is well established that entrepreneurship plays a pivotal role in promoting economic
growth and innovation across advanced and emerging economies (Haq et al., 2024;
Haque, 2024). Research has shown that entrepreneurs often confront a range of financial
hurdles, including but not limited to access to adequate capital, which can significantly
impact the viability of new and aspiring entrepreneurs’ ventures (Kerr and Nanda, 2009).
Understanding these challenges within diverse national contexts—such as Pakistan, Brazil,
Nigeria, and Vietnam—and advanced economies such as Canada, Germany, Japan, and
the UK—is essential for devising effective support mechanisms and policies conducive to
promoting entrepreneurial success. This chapter aims to synthesize the literature to pro-
vide insights into the financial challenges faced by entrepreneurs in both emerging and
advanced economies, shedding light on both commonalities and distinct issues. The fol-
lowing are the salient points of our work:

5.1 Access to Capital

In the context of emerging economies, access to capital remains one of the most funda-
mental challenges faced by entrepreneurs. In countries such as Pakistan, Brazil, Nigeria,
and Vietnam, entrepreneurs frequently encounter barriers such as high interest rates, lim-
ited financing options, and stringent collateral requirements, which hinder their ventures’
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development. For example, in Pakistan, although there has been improvement in the entre-
preneurial ecosystem, many startups still rely on informal sources such as funding from
family and /or friends and personal savings due to a shortage of capital and higher collateral
demand (Zahra et al., 2009). Additionally, despite the increase in local investments, many
entrepreneurs face challenges in scaling their businesses and accessing sufficient funding
(Cosgrove et al., 2023). In Nigeria, capital generation is a visible challenge (Ajim Capital,
2023). Fundings has increased over time, but many entreprenecurs still face significant bar-
riers in accessing financial resources because of regulatory uncertainties, financing models,
and limited financial knowledge (Ajim Capital, 2023b). Similarly, in Brazil, entrepreneurs
are constrained by rigid lending requirements and high inflation rates, which frequently
lead to informal borrowing and personal savings (ApexBrasil, 2021).

In contrast, while Canada and other advanced economies benefit from government-
supported initiatives and strong financial infrastructure, emerging economies have system-
atic gaps in accessing capital. Access to traditional bank loans is relatively easier because,
owing to established financial systems, early-stage ventures face challenges in accessing
capital from venture capitalists and angel investors (Carter et al., 2003). However, there
are established government initiatives and venture capital networks that play crucial roles
in bridging these gaps (Block and Sandner, 2009). Nonetheless, government roles in
both types of economies remain crucial for effective access to funding. For example, the
Kamyab Jawan Program in Pakistan, which aims to support youth entrepreneurship with
financial assistance, is a positive step; however, an inclusive environment for diverse types
of entreprencurship is still not developed (Aazim, 2021; Cosgrove et al., 2023). Thus,
informal funding is a frequent practice in emerging economies, and government-backed
schemes are focused on advanced economies to assist entrepreneurs in accessing capital.
Additionally, alternative financing models can help start and scale business ventures across
the globe (Cosgrove et al., 2023).

5.2 Financing Requirements and Collateral Obligations

Formal financial institutions in emerging economies often impose tougher requirements
for collateral and guarantees, making it difficult for SMEs to obtain funding for their pro-
jects (Faizan and Haque, 2016; Haq et al., 2024). Qualifying for bank loans is most diffi-
cult for startups, as they typically lack a proven record of financial performance sufficient
access for collateral. This has created a financial environment heavily reliant on collateral-
based lending, excluding many entrepreneurs who do not have tangible assets to pledge
as security. The resilience of collateral, in return, reduces funding for the entrepreneurial
population (Zahra et al., 2009; Akhtar and Liu, 2018; Bokhari and Syed, 2019). This chal-
lenge is compounded by high interest rates and transaction costs associated with borrow-
ing, further limiting access for financially constrained entrepreneurs (World Bank, 2022).

Interest is the price paid for using someone else’s money, and this cost is especially sig-
nificant in emerging economies. In Pakistan, the central bank’ interest rate has been 22%
since June 2023, which is highest among emerging markets and comparatively higher than
that of developed economies (IMF, 2023, cited from Mangi, 2023). The high interest rate
is one of the barriers to limiting financial access for entrepreneurs in Pakistan. In Brazil, a
high interest rate, political instability, and high inflation deter entrepreneurial investments
(ApexBrasil, 2021). Similarly, in Nigeria, high risks, rigid government policies, and a lack
of alternative financing models limit access to capital (Ajim Capital, 2023). In Vietnam,
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state-owned banks do not have favorable terms for new entreprencurs (Vietnam Country
Climate and Development Report, 2022), deterring entrepreneurs from starting their
ventures.

In contrast, advanced economies such as the UK, Germany and Japan have a well-
established financial system, offering a diverse range of financing options. For example,
banks in Germany are known for their support to SMEs, with low interest and government-
backed schemes, making it simpler and easier to gain access to capital (Germany Trade
and Invest, 2023). Similarly, in the UK, the startup loan program helps entrepreneurial
activities prosper (British Business Bank, 2020). In Japan, grants for SMEs are a gov-
ernment initiative along with low interest rates (Kushida, 2023). The Canadian banking
system’s availability and reliability of financial solutions, including venture capital fund-
ing and government-supported financing programs, further encourage entrepreneurs
(Government of Canada, 2023). Most of these financial institutions offer term loans, lines
of credit, and commercial mortgages. A variety of financial products are accessible to busi-
nesses with solid credit histories and collaterals, enabling entrepreneurs to fund day-to-day
operations, expansion projects, and capital expenditures. The banking sector in advanced
economies is relatively stable compared with that in emerging economies. The interest rate
is also low, and a variety of financial solutions are available in advanced economies.

5.3 Risk Aversion, Perception, Practices, and Support

Banks and financial institutions in emerging economies tend to exhibit risk-averse behavior,
preferring established businesses with proven track records and tangible collateral (Haque,
2024). Startups and innovative ventures, which typically carry greater risks, struggle to
attract financing despite their potential for growth and job creation (Zahra et al., 2009;
Akhtar and Liu, 2018; Bokhari and Syed, 2019). In emerging economies such as Pakistan,
risk aversion is often exacerbated by economic volatility, political instability, fluctuating
exchange rates, and overall economic volatility. In Nigeria, infrastructural deficits and pol-
itical instability contribute to risk aversion among investors to lend money to startup busi-
nesses (Ajim Capital, 2023a). Similarly, in Vietnam, financial transparency is low, while
the venture capital market is poorly developed, discouraging investors from engaging in
innovative projects (Vietnam Country Climate and Development Report, 2022).

In contrast, the Canadian financial system is highly risk tolerant. The financial system is
credit-based, where independent organizations are responsible for collecting, managing,
and reporting financial data to consumers (Carter et al., 2003; Block and Sandner, 2009).
This has enabled Canadian banks and other financial institutions to make informed deci-
sions and reduce barriers to capital for aspiring entrepreneurs with good credit scores.
Other advanced economies, such as Germany, Japan, and the UK, benefit from strong risk
management practices (British Business Bank, 2020; Germany Trade and Invest, 2023;
Kushida, 2023).

5.3.1 Financial Management Practices

Effective financial management practices are critical for the sustainability of entrepreneurial
ventures in both emerging and advanced economies. In Pakistan, entrepreneurs often lack
formal financial training, leading to challenges in budgeting, cash flow management, and
financial reporting (Razzaq et al., 2024). The lack of financial management education
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among entrepreneurs leads to the perception among investors that there is a limited
chance of reaping higher returns in the future (Ahmed, 2007; Aazim, 2021). Similarly, in
Vietnam, the perceptions of investors about entrepreneurs are no different, thus making
investors risk averse (Nguyen and Research Team, 2016; Tran and Lo, 2024). Nigeria has
more corruption, which makes it difficult for small businesses to secure funds. In Brazil,
the situation is different, as basic financial management practices are reasonably better than
those in other emerging economies are, yet unstable macroeconomic practices deter inves-
tors (Godke Veiga and McCahery, 2019). Canadian entrepreneurs may face difficulties
in financial planning and forecasting, which are exacerbated during economic downturns
(Magerman, 2007). The financial management system of Germany, Japan, and the UK is
an integral part of entrepreneurial education (International Monetary Fund — IMF, 2024;
OECD, 2024). Education programs and mentorship networks play pivotal roles in enhan-
cing financial literacy and management capabilities in both contexts.

5.3.2 Risk Management

Entrepreneurs in both emerging and advanced economies must navigate diverse risks asso-
ciated with market volatility, regulatory changes, and competitive pressures. In Pakistan
and Nigeria, political instability and security concerns add layers of complexity, impacting
investor confidence and access to international markets (Khan, 2007; Ogwu et al., 2022).
In Vietnam, entrepreneurs face risk due to unpredictable market conditions and changing
government regulations (Nguyen and Research Team, 2016; Tran and Lo, 2024). Brazil
faces high inflationary pressures and inconsistent governmental policies that destabilize
market conditions (Godke Veiga and McCahery, 2019).

On the other hand, Canadian entrepreneurs grapple with technological disruptions
and global economic uncertainties, necessitating robust risk mitigation strategies. There
is a stable political system. Effective risk management frameworks and insurance mecha-
nisms are critical for enhancing resilience in both entrepreneurial ecosystems (Petig and
Shangjing, 2018). In Japan and Germany, technological disruption poses risk, but econ-
omies are relatively strong and thus can absorb shocks better than emerging economies
can (IMF, 2024; OECD, 2024). The UK, facing the challenge after Brexit, must further
refine its risk mitigation strategies to support small businesses and startups. (McKenzie
etal., 2023).

5.3.3 Role of Government Policies and Institutional Support

Government policies and institutional support mechanisms significantly influence entre-
preneurial outcomes in both emerging and advanced economies. In Pakistan, regulatory
reforms aimed at easing business registration processes and providing tax incentives for
startups are pivotal (Li and Rama, 2015). However, burcaucratic inefficiencies and corrup-
tion remain challenges (Yousaf, 2021). In Vietnam, there has been substantial improve-
ment in policies to support entrepreneurial ventures, yet high taxes and inefficient public
services are hindering entrepreneurial operations (Nguyen and Research Team, 2016;
Tran and Lo, 2024). Credit lines and tax incentives for SMEs in Brazil constitute positive
steps, but the complex legal environment and constantly changing regulations negatively
affect entrepreneurs (Godke Veiga and McCahery, 2019).
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In contrast, Canada has a strong network of government-supported programs to
improve capital access, such as the Business Development Bank of Canada (BDC) and
Export Development Canada (EDC), which provide loans and venture capital to SMEs
(Magerman, 2007; Bank of Canada, 2023). Supportive policies such as research and
development tax credits and innovation grants bolster entrepreneurial activities, along-
side robust incubator and accelerator programs (Raspotnik et al., 2020). Collaboration
between the public and private sectors is crucial for creating an enabling environment for
entrepreneurial growth and innovation (OECD, 2019). Similarly, Germany, Japan, and
the UK offer institutional support to entrepreneurs (McKenzie et al., 2023; IMF, 2024;
OECD, 2024).

Overall, the difference in risk perception between advanced and emerging economies
plays a significant role in the future of entrepreneurial ventures, as stable and mature finan-
cial systems in advanced economies strengthen entrepreneurial activities, while significant
hurdles are faced by entrepreneurs in accessing credit and venture capital in emerging
economies.

5.4 Availability of Venture Capital and Angel Investors

Unlike more developed economies, emerging economies such as Pakistan, Brazil, Nigeria,
and Vietnam lack a robust ecosystem of venture capital and angel investors who are willing
to provide risk capital to early-stage ventures. The venture capital industry in Pakistan is
nascent and faces challenges such as limited fund sizes, regulatory hurdles, and a conser-
vative investment approach (Zahra et al., 2009; Akhtar and Liu, 2018; Bokhari and Syed,
2019). Additionally, venture capital firms in Pakistan prefer already established businesses,
which creates a challenge for startups to secure funding from them (Raza, 2020). Similarly,
in Brazil, Vietnam, and Nigeria, angel investors are reluctant to support early-stage start-
ups (ApexBrasil, 2021; Vietnam Country Climate and Development Report, 2022; Ajim
Capital, 2023).

In contrast, Canada boasts a vibrant venture capital ecosystem, with numerous venture
capital firms and angel investors actively investing in high-potential startups and growth-
stage companies. Venture capital funding provides entrepreneurs with equity financing to
scale operations, develop new products, and enter new markets (Block and Sandner, 2009;
Government of Canada, 2023). Angel investors, who often provide early-stage financing
and mentorship, play a crucial role in supporting innovative ventures with high growth
potential. Similarly, in advanced economies such as the UK, Germany, and Japan, angel
investing networks and well-established venture capital platforms supported by the gov-
ernment encourage innovation and startup growth (British Business Bank, 2020; Germany
Trade and Invest, 2023; Kushida, 2023).

5.5 Informality and Access to Informal Financing

Many entreprencurs in Pakistan rely on informal sources of financing, such as family sav-
ings, personal networks, and microfinance institutions. While these sources provide essen-
tial funding for small businesses, they often come with higher costs and limited scalability
(Akhtar and Liu, 2018; Bokhari and Syed, 2019; Farooq et al., 2022). Informal financing
sources tend to lack the institutional support, transparency, and legal protections asso-
ciated with formal financial channels, which can hamper business growth opportunities
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(Faizan and Haque, 2016). There has been a slew of microfinancing organizations in
Pakistan that provide funding for smaller projects. Although microfinancing institutions
help some entrepreneurs, they are often criticized for not having adequate customer ser-
vice and not always following regulations. Furthermore, the cost of borrowing informal
loans (i.e., interest rates) is high, and these entrepreneurs do not have other options but
accept those terms (Alam et al., 2023). In Brazil, local community loans and family finan-
cing are mostly used by entrepreneurs while accepting a high rate of interest (Borges et al.,
2018). In Nigeria, rotating savings and credit associations (ROSCAs) play a critical role in
funding small businesses and startups, providing support in the absence of formal financial
support (Felicia and Ogunleye, 2024). Interestingly, crowdfunding is gaining popularity in
Nigeria (Ogwu et al., 2022). In Vietnam, social capital and microfinance remain essential
for business survival, although the cost is high (Pham et al., 2023).

In contrast, advanced economies such as Germany and the UK have well-established
crowdfunding ecosystems. In Canada, Germany, and the UK, there are many emerging
alternative financing models. These include crowdfunding platforms and peer-to-peer
lending networks. These platforms leverage technology to connect investors with busi-
nesses seeking capital, democratizing access to funding and facilitating community-driven
support for entrepreneurial ventures (Mollick, 2024).

5.6 Factors Contributing to Access Challenges

The following are the contributing factors to access funding:

5.6.1 Regulatory and Institutional Framework

The regulatory environment for financial institutions and businesses plays a crucial role in
shaping access to capital in any economy. In Pakistan, complex regulatory requirements,
bureaucratic inefficiencies, and legal ambiguities contribute to the challenges faced by
entrepreneurs in navigating the formal financial system. Simplifying regulatory processes,
enhancing transparency, and improving legal protection for lenders and borrowers are
essential steps to facilitate greater access to capital. There is a clear need for implement-
ing policy reforms that promote financial inclusion, such as credit guarantee schemes, tax
incentives for venture capital investments, and streamlined business registration processes,
which could improve the regulatory environment and institutional framework in Pakistan
(Ahmed, 2007; Zahra et al., 2009; Aazim, 2021). In Vietnam, reforms are in process, and
SME:s are benefiting from it. However, the challenges are still high because of the weak
enforcement of legal protections and outdated financial systems (Nguyen and Research
Team, 2016; Tran and Lo, 2024). In Brazil, bureaucratic inefficiency contributes to diffi-
culties in capital access (Godke Veiga and McCahery, 2019).

In contrast, Canada, Japan, Germany, and the UK have well-established financial systems
with strong regulatory frameworks, which support entrepreneurial activities and promote
entrepreneurial ventures (Magerman, 2007; McKenzie et al., 2023; OECD, 2024). The
Canadian government offers a range of support programs designed to increase access to
capital for entrepreneurs. These include the BDC, which provides loans and venture cap-
ital to SMEs, and Export Development Canada (EDC), which offers financing and insur-
ance solutions to facilitate international trade (Hagq et al., 2024). Additionally, provincial
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and territorial governments administer various grants, tax incentives, and loan programs to
support innovation and business growth.

5.6.2 Economic and Market Factors

Economic factors such as inflation, exchange rate volatility, and economic downturns
impact the availability and cost of capital in Pakistan. Market conditions, including
sector-specific risk and market integration, also influence investor confidence and the
willingness to finance entrepreneurial ventures (Khan, 2007). Strengthening macroeco-
nomic stability and promoting sector-specific growth strategies can enhance the overall
investment climate and stimulate capital inflows. Although the IMF and World Bank
have been working closely to improve fiscal policy, economic volatility remains a chal-
lenge for businesses in Pakistan (World Bank, 2022). In Nigeria, currency devaluation,
high interest rates, and inflation pose challenges (Ogwu et al., 2022). In addition, cor-
ruption further intensifies challenges in accessing funding (Idris Zubair, 2014). Brazil
has mixed market risks, as entrepreneurs face the challenge of fluctuating exchange rates
and inflation affecting capital availability (Godke Veiga and McCahery, 2019). On the
other hand, Germany has a stable economy and reliable financial system that are con-
ducive to entrepreneurial activities. Similarly, Japan maintains a stable financial envir-
onment, which is favorable for businesses (IMF, 2024). The UK has a well-regulated
financial market and a robust banking system (McKenzie et al., 2023). Canada also has
a stable currency. There are world-class stock markets that promote Canadian business
and industry worldwide.

5.6.3 Financial Literacy and Entrepreneurial Education

Limited financial literacy among entrepreneurs and a lack of awareness of available finan-
cing options contribute to access challenges in emerging economies. Many entrepreneurs
in Pakistan lack formal education in financial management, which hinders their ability to
prepare viable business plans, access funding needs, and effectively negotiate with lend-
ers. Promoting financial literacy programs and entrepreneurial education initiatives can
empower entrepreneurs with the knowledge and skills needed to access and manage capital
effectively (Razzaq et al., 2024). In Vietnam, financial literacy is a challenge, particularly in
rural areas, while the government is working toward improving financial literature through
financial institutions (Nguyen and Research Team, 2016; Tran and Lo, 2024 ). Nigeria also
has low levels of financial literacy, which limits entrepreneurs’ ability to access formal cap-
ital (Idris Zubair, 2014). Nonetheless, Brazil is addressing these challenges by promoting
financial literacy in schools and offering training programs for entrepreneurs (Godke Veiga
and McCahery, 2019).

The Canadian education system is managed by provincial governments. Most Canadian
provinces now include financial literacy in high school curricula. There are also colleges and
universities that provide programs for new and aspiring entrepreneurs (Magerman, 2007).
The Canadian education environment, which is still far from perfect, is relatively better
than the system in Pakistan, Vietnam, Brazil, and Nigeria. Germany and the UK are leaders
in financial literacy and entrepreneurial education (McKenzie et al., 2023; OECD, 2024).
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5.7 Recommendations

Based on literature review, the following are the recommendations in the context of emer-
ging and advanced economies context.

5.7.1 Entrepreneurial Education

We also believe that entrepreneurship should be taught to students during secondary
school. In this way, these students will be able to understand the risks associated with entre-
preneurial activities and learn how to mitigate these risks. In this way, these students will
be ready to start their businesses when they have limited debt and family responsibilities.
Thus, educational institutions should integrate entrepreneurship education into the school
curriculum early. They should introduce modules on entrepreneurship, organize startup
competitions, and invite successful entrepreneurs to share their experiences with students.
The government can partner with private companies and educational institutions to pro-
vide aspiring entrepreneurs with skill development programs and training opportunities.

5.7.2 Regulatory Framework

The government should simplify paperwork, reduce bureaucratic hurdles, and ensure clear
guidelines for local funds and investors. It should also offer tax breaks and incentives to
local funds that invest in startup enterprises. They should offer exemptions on capital gains
or dividends earned from startup investments. They should provide clarity and encourage
more investors to support early-stage ventures.

5.7.3 Access to Finance and Incentives

The government should use digital platforms, workshops, and awareness campaigns to
educate startups about the various funding sources and incentives they can access. They
should establish entrepreneurship funds to provide early-stage capital to startups. This
fund should be dedicated to supporting innovative and promising startups that may face
challenges accessing traditional financing. Thus, the government can streamline registra-
tion and compliance requirements, reducing the time and effort needed to access loans or
grants.

5.7.4 Access to Markets

The government should organize workshops, seminars, and trade shows to educate enter-
prises about market opportunities and export potential in diverse sectors. They should
collaborate with industry stakeholders to develop effective policies promoting market
access. Thus, the government can address regulatory barriers and facilitate market entry
for startup enterprises.

5.7.5 Information Technology and Innovation

The government should create a conducive environment for startup enterprises by providing
efficient and modernized infrastructure to support their operations. The development of
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a user-friendly online business registration platform simplifies the process for entrepre-
neurs. The government can offer incentives and grants to startups that focus on developing
innovative solutions and contributing to sustainable development.

The following are the recommendations based on our literature review in the context of
advanced economies:

5.7.6 Government Support

Advanced economies have specific programs, such as the Canadian Government’s
Registered Retirement Savings Program (RRSP), the UK’s Self-Invested Personal Pensions
(SIPPs), Germany’s Gesetzliche Rentenversicherung (GRV), and Japan’s Individual-type
Defined Contribution Pension Plan (iDeCo). They should allow startups to use these
accounts. The money saved in these accounts is not used for startups and can only be used
for specific purposes, such as education or first-time home buying opportunities, especially
in the case of Canada. Both activities are valuable for our society; however, the benefits are
far lower than the expected benefits from entrepreneurial activity. Investment in further
education may lead to better employability, and buying a house indicates financial stability.
However, research shows that most graduates in Canada need help in finding work in the
field of their studies. Therefore, there is no direct relationship between further education
and employability. For first-time house buyers, the result, in fact, is adding more debt to
themselves rather than becoming financially independent. Thus, experience and observa-
tion, both of which are activities in which such funds withdrawals are currently allowed,
do not compare to the potential benefits of starting one’s own business. Therefore, the
government should also allow these funds to be withdrawn to start their own businesses.

5.7.7 Grants

The governments of advanced economies should offer grants and enlarge innovation funds
targeted at new entrepreneurs with more streamlined and straightforward application pro-
cesses, particularly for early-stage and newly established businesses.

5.7.8 Access to Debt Financing

Most new entrepreneurs face financial barriers, making it impossible to seize opportunities.
Governments can improve credit markets through initiatives to improve access to debt
capital for those entrepreneurs. These could include regulation to improve the efficiency
and competitiveness of credit markets by making debt capital cheaper and more accessible.

5.7.9 Income Tax Relief

High personal income tax levels currently reduce the potential financial benefits of starting
a business, making it more challenging to reach the cost-benefit equilibrium. Therefore,
policy initiatives lowering personal income taxes are likely to encourage many potential
entrepreneurs to engage in entrepreneurial activities. The governments should establish a
national policy of income tax deductibility for qualifying investments in early-stage com-
panies. This policy will incentivize investment in early-stage companies and thus support
entreprencurial activities. Owing to the volatile nature of these investments, any return of
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capital takes several years, with investors likely to experience significant losses. Tax relief
compensates for the high-risk nature of these investments while accelerating much-needed
economic returns.

5.7.10 Joint Public—Private Funding

The governments should establish a collaborative public/private fund to match invest-
ments into early-stage companies supported by incubators and accelerators. This common
fund will increase the capital available to new entrepreneurs and encourage regional eco-
systems, creating jobs and economic growth.

5.7.11 Community-based Programs

Many entrepreneurial activities are community-based. Supporting local initiatives can be
an effective way to produce initial results. Governments need to increase such activities to
provide more resources and capital to emerging communities. In summary, governments
should play an important role by reducing barriers, improving the reward of entrepreneur-
ship through the tax system, and providing access to resources such as better information,
mentorship, entrepreneurship education, and entrepreneurship centers. Policymakers’ task
is to encourage entreprencurship and make it a rational and informed choice for new
entrepreneurs.

5.8 Conclusion

Entrepreneurs encounter different challenges based on their geographic location. While
some regions offer robust support systems and access to capital, others need help with
political instability, limited funding options, and regulatory hurdles. However, these chal-
lenges also present opportunities for innovation and growth. Government policies and
support are influential and crucial in shaping the entreprenecurial environment. Policies
that foster innovation, provide funding opportunities, and establish a supportive regula-
tory framework can significantly enhance the entrepreneurial landscape.

Entrepreneurs in both emerging and advanced economies encounter multifaceted finan-
cial challenges influenced by distinct economic, regulatory, and sociocultural factors. This
comparative literature review highlights key issues, including access to capital, financial
management practices, risk management strategies, and the role of government policies.
Addressing these challenges requires context-specific interventions that enhance access to
financing, promote financial literacy, foster risk management capabilities, and optimize
regulatory frameworks. By leveraging insights from comparative analysis, policymakers and
stakeholders can devise targeted initiatives to support entrepreneurial endeavors and drive
sustainable economic development.
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Case Study: Access to Financing for Startups in Emerging vs.
Advanced Economies

Harmandeep Kanr and Ali Sher

Background

One of the most crippling problems that would-be business owners experience in
developing economies such as Nigeria, Vietnam, Pakistan, and Brazil is access to
financial resources. This frequently happens under circumstances resulting from,
but not limited to, political instability, regulatory deficiencies, unstable economic
activities, and low levels of public financial education. Conversely, Germany, Japan,
Canada, and the United Kingdom show a friendlier landscape for business with bet-
ter offerings in venture finance, angel investors, and government support, among
other subsidizing instruments.

Most entrepreneurs in emerging markets usually start their businesses through the
available, less rigid informal sources of finance like personal savings or MFI institu-
tions, only to realize the high cost of the finance they accessed and the limited scope
of growth thereafter. On the contrary, the developed economies have various well-
stipulated formal sources of finance, such as venture capital, commercial banks, and
even government grants.

The funding disparity between developing and developed economies presents a
critical challenge for entrepreneurs in most developing countries since it hinders their
growth and scale.

Key Issues
Risk Aversion and Funding Challenges

In emerging markets, while the business environment is developing, investors tend
to avoid risks and finance visually “safe” projects that are well established and have
collateral. The traditional way of thinking does not support startup businesses, even
though they make sense from a financial perspective, as they have the potential for
growth and innovation despite their higher risks.

Government Support

Advanced economies offer more supportive government policies for the growth of
entrepreneurship. This support can come in the form of tax rebates, financial awards,
and programs tailored to startups and small-medium scale businesses.

Informal Capital

In such countries as Pakistan and Nigeria, using unstructured financing for startups
like family savings and pawnbrokers is common. However, the majority of these
funding sources are very expensive, limiting growth opportunities for developing
businesses and restricting their access to capital.
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Reflection Questions

e What major obstacles do venture founders in developing economies encounter
during financial acquisition?

e In what regard do willingness to take risks and aspects of investment behavior
differ in the context of the developed/advanced economy versus the emerging
market?

e How significant are government interventions in terms of creating a supportive
image for entrepreneurship and advancing the financial access of advanced nations?

e To what extent can the use of the equipment of unwanted mechanisms impact the
development abilities of new businesses in less developed countries?

e In what ways can governments in emerging economies improve the political envir-
onment to enable the formulation of more startup-friendly policies?

e To what extent does education on financial matters impact entrepreneurs’ access
to capital in developing nations, and how can it be enhanced?

e How will the differences in venture capital systems in Canada versus Pakistan pro-
mote or inhibit entrepreneurial advancements?



Chapter 6

Strategic Segmentation and
Environmental Adaptation in Business
Planning for Entrepreneurial Success

Riffat Faizan and Oluchi E. Oti

6.0 Introduction to Entrepreneurial Business Planning

In the modern-day, business plans have evolved into a dynamic roadmap empowering
entrepreneurs and corporations to navigate the complexities of the business environ-
ment while achieving sustainable growth. Traditional entreprencurial training focuses on
business plans, which are seen as essential guides for achieving business goals and object-
ives (Welter et al., 2021). Business plans enable entrepreneurs to take business initiatives
that maximize stakeholders’ (customers, partners, investors, employees, government, etc.)
satisfaction while attaining business objectives (Kalane, 2015). Hence, a business plan
is comprehensive strategic documentation that helps entrepreneurs attain their business
objectives and increases the satisfaction of stakeholders. A poorly written business plan is a
recipe for disaster. Byrd and Megginson (2009) famously reported that “a good business
plan is written for a minimum of five months, but you need five minutes to convince the
reader not to throw it in the trash” (Abdullah, 2020). This reflects the importance of
business plans. Interestingly, a survey of the United States Bureau of Labor (Howarth,
2023) was conducted. Sixty-five percent of new startup businesses fail during the first ten
years, whereas 34% fail due to a lack of proper product—market fit. In contrast, in Canada,
21.5% of small businesses fail during their first year (GOC, 2022). Approximately 50% of
small businesses are able to survive the first five years (GOC, 2022).

One could argue that there could be several factors for failure and survival; however, the
business plan could not be excluded from the list. A well-written business plan is critical for
the strategic success of business (Saah, 2022). Moreover, it allows businesses to develop
the ability to identify opportunities, satisfy customer demands, gain a competitive advan-
tage, mitigate risks, foster innovation, and drive growth and investor confidence (Welter
et al., 2021). Therefore, business plans play a pivotal role in enabling entrepreneurs to
understand and respond to changing market needs and formulate a strategy for survival.
A business plan is a powerful tool that goes beyond the traditional understanding of docu-
mentation and works as a blueprint for entrepreneurial empowerment, tackles market chal-
lenges, capitalizes opportunities, and attains sustainable growth in the long run. The next
step is to assess the factors interlinked with the business plan.

6.1 Importance of Entrepreneurial Vision and Value Proposition
in Business Plan

The entrepreneurial vision is a dynamic process of change and creation (Kamuri, 2022).
In contrast, value proposition is often viewed as the firm’s core marketing strategy for a
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competitive edge in the market (Rosario, Raimundo, & Cruz, 2021). In other words, an
entrepreneurial vision is a roadmap to enlighten life into an idea. Although entrepreneurial
vision has often been viewed as a factor behind success in a competitive environment, vision
transformation into value proposition is an equally important factor, which, if ignored, can
cost the business. In other words, value propositions support entrepreneurial vision.

A strong value proposition allows brands to set themselves apart from other competing
products/services. In addition, it effectively affects the minds of consumers, which is why
they should prefer it over other products/services. Often, a strong value proposition stops
consumers from switching to substitutes. In contemporary business, companies offer value
propositions through various marketing and services strategies, whereas customers further
increase value through purchases and preferences for a certain brand (Rosario, Raimundo,
& Cruz, 2021). Therefore, understanding customer needs and catering to those needs are
essential for entrepreneurs because they offer them a chance to fill the identified gaps and
make most of the opportunities at hand.

However, value propositions embedded solely in customers can have a negative effect on
businesses” market sharing, as they narrow the market focus, limiting it to the existing cus-
tomer base. Moreover, overemphasizing current customer needs reduces innovation. The
lack of opportunities to attract new market segments exposes businesses to competitive
vulnerability while contributing to market saturation. Thus, a balanced approach must be
considered for both existing and potential customers by creating a clear and comprehen-
sive value proposition that resonates with the target audience and reaches out to potential
customers (Camelleri, 2017).

The development of a strong value proposition is an iterative process that demands
continuous refinement and adaptation of strategies in response to market dynamics and
customer feedback. Consumers’ attitudes and behavior are significantly shaped by the
co-creation process of value proposition (Espejo and Dominici, 2016). Consequently, a
value proposition must be viewed as an investment that operates simultaneously in the
economic and social realms. Entrepreneurs must grasp the Value preposition’s impact on
innovation and its role in continuous change.

The value proposition serves as a yardstick to measure an organization’s progress in navi-
gating economic and social realms. Moreover, an organization’s ability to embrace the signifi-
cance of the value proposition demonstrates a profound alignment with the entrepreneurial
vision that leads to business success. In developing business plans, it is important for entrepre-
neurs to commence rigorous research and identify the target market. The success of a business
plan depends on the understanding of customer needs, wants, pain points, preferences, and
aspirations. By doing so, entrepreneurs could create empathy maps to gain a deeper under-
standing of customers’ thoughts, feelings, and motivations. By empathizing with customers’
experiences, entrepreneurs can identify their pain points more effectively for value co-creation.
Through a customer-centric approach, entrepreneurs inform customers about product devel-
opment, marketing strategies, and overall operations management, leading to sustainable
growth. Business plans enable entrepreneurs to be more proactive and responsive to market
trends and customer feedback and to monitor changes in competitive environments.

6.2 The Art of Managing Market Dynamics to Gain
Competitive Edge

Through a comprehensive business plan, rigorous market research, and securing investor
support, entrepreneurs further strengthen their entrepreneurial ventures. In the context of



62 Entrepreneurship

the business plan, marketing plays an essential role by empowering businesses to assess the
target market’s needs and ensure that they stand apart from their competitors. By strategic-
ally deploying marketing strategies, businesses can not only identify market demands but
also carry out distinctive identities that resonate with their audience, fostering a competi-
tive edge in the marketplace. Marketing cannot be considered a separate function on its
own (Camilleri, 2018). Hence, it is part of the business plan that must be used effectively
by the entrepreneurs. Business success is measured through positive customer feedback by
valuing the product/service, which is indirectly the result of many efforts carried out by
different strategic marketing moves.

Overreliance only on listening to customers’ complaints, needs, and feedback to
alter the product or service could eventually cost the entrepreneurs their venture suc-
cess (Christensen and Bower, 1996). This suggests that relying solely on customer
feedback without validation through systematic research can lead to misguided deci-
sions. Evidence-based decision-making is critical to business innovation and strategies.
Nevertheless, customer feedback is important and thus should be corroborated with
empirical evidence to ensure that decisions are well informed and effective. In the
business plan, although market need is viewed as the business’s desire, goal, or specific
requirement to reach the target audience, it is vital to understand such needs in light
of functional requirements (how the product or service can be used), emotional desires
(how it makes the customer feel), and aspirational goals (what the customer aims to
achieve by using the product or service).

6.3 Understanding Customer Persona

A driver of successful innovation is the process of discovering customer needs prior to
product development (Narver, Slater & MacLachlan, 2004). However, this approach may
not entirely align with innovation, as customer needs exist in two distinct forms: express
needs, which customers are aware of, and latent needs, which customers are unaware of.
Therefore, it is important for businesses to effectively identitfy market needs by understand-
ing both the evident and concealed needs of their customers. Studying consumer behavior
and conducting preference tests can help businesses tailor their products or services to
align with their target audience’s desires.

An effective way of identifying both evident and concealed needs of current and poten-
tial customers is through Personas. The emergence of Persona dates to 1999, when Alan
Cooper introduced it as a design tool and rapidly grew in popularity in the software
industry. Today, it is created to help the development team understand for whom they are
designing a product. Personas have since been utilized beyond software as businesses begin
to understand the importance of defining fictional generalized characters that encompass
customer needs, goals, challenges and behavior patterns.

Cooper (1999) defines personas as “A precise description of our user and what he
wishes to accomplish” (p. 123). Additionally, Calde et al. (2002) expand on this, defining
personas as “fictional, detailed archetypical characters that represent distinct groupings
of behaviors, goals and motivations observed and identified during the research phase.”
Revella (2015) further defines buyer persona as a detailed representation of an ideal cus-
tomer based on research and data, encompassing demographics, behaviors, motivations,
and goals.
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While personas are visually depicted by a single individual, their characteristics are not
defined by one individual user but rather a collection of similar patterns from various
users. Understanding customer personas helps businesses inform and tailor their efforts
more effectively. What is special about defining your customer persona is the focus on your
business area as a lens to view your potential customers’ attitudes and specific context as
they relate with that domain, product or service. Personas help tell the story of what life is
like for your customer today within your business domain and what they’d like it to be in
the future, allowing you to explore possibilities.

Personas are developed by engaging in thorough market research and data collection
leveraging customer interviews, customer insight tools and data analytics to present a
visual representation of one’s buyer, demographics, psychographics, motivations, needs,
preferences, and challenges and behavior patterns.

When developed, they become the guiding principles that help illuminate user prefer-
ences and decision-making patterns, allowing organizations to map their the customer
journey to see what is most commonly useful and what is one-off. When strategy or pro-
cess design questions arise, through touchpoints and interaction channels along the cus-
tomer journey, personas are a practical tool for making better decisions. Organizations that
understand their customer personas can tailor specific customer journeys with targeted
market campaigns, sales pitch messaging, and design authentic customer relationships. For
example, Google creates personas through relational databases to target specific regions
for specific advertisements.

6.4 Balancing Proactive and Reactive Approaches to Gain
Competitive Advantage

In the business plan, it is important to note that, traditionally, businesses have utilized
an active market orientation approach, focusing primarily on current market demands
and needs. However, to better understand and respond to the preferences and needs of
the intended market, businesses must adopt both reactive and proactive market orienta-
tions. A reactive market orientation allows businesses to respond to market demands and
changes after they occur. This approach is effective for understanding customer feedback,
monitoring competitors, and reacting to market trends. There is an expected relation-
ship between reactive market orientation and business performance metrics such as sales
growth, profitability, and new product success (Narver, Slater & MacLachlan, 2004). In a
business plan, businesses with proactive market orientation can effectively identify oppor-
tunities and create demand for their products or services. Proactive market orientation dis-
tinguishes itself as market-driving behavior (Jaworski, Kohli, and Sahay, 2000). Therefore,
proactive market orientation can be termed as a forward-thinking approach that leads
businesses to initiate risks and capitalize on future opportunities.

A business adopting such an approach goes beyond simply reacting to current market
needs; instead, it actively shapes and influences market demands. In today’s competitive
market, entrepreneurs have learned that to be effective at attaining a strong competitive
edge, they must be excellent at discovering customer needs as well as being able to sat-
isfy those needs. As Lew Platt, CEO of Hewlett-Packard, said, “If we don’t eat our lunch,
somebody else will” (Moore, 1995). Thus, businesses must use market research techniques
to understand the norms of consumer behavior and use it as a guide to act in an entre-
preneurial manner to create superior customer value. Market research methods are critical
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for businesses, as they assist in risk minimization and have become a standard practice for
businesses to initiate decisions on their products or services.

6.5 The Market Research Method

There are several methods for conducting market research, each with its own advantages
and limitations. The most important aspect of all these methods is the nature of the question
asked. The approach of asking strategic questions enables businesses to attain the level of
depth required to gain insight into their product or service and make an informed decision.

6.5.1 Surveys

Surveys involve gathering data from a sample respondent via an organized questionnaire.
This is useful in attaining insight into a participant’s preference, behavior and attitude. This
quantitative technique is useful for data collection when a selected sample represents the
population.

6.5.2 Focus Groups

The focus group method is useful for exploring in-depth insights to uncover the under-
lying motivation that drives consumer behavior. Small group discussions on specific topics
enable participants to share their experiences, perceptions and opinions in the presence
of a mediator. Therefore, businesses can understand how customers respond to different
stimuli, develop effective marketing strategies, develop communication techniques and
effectively position their products.

6.5.3 Interviews

Interviews, a qualitative method, aim to gather in-depth insights, opinions, perceptions,
and experiences related to specific topics, products, services, or market trends. The inter-
views can be structured or unstructured and can be conducted in person, over the phone,
or via video conferencing. Unlike surveys, interviews provide detailed insight into partici-
pants’ thoughts, highlighting the underlying consumer motivation. Interviews are good
tools for validating surveys or focus group findings.

6.5.4 Observational Research

This method allows businesses to study consumer behavior in real time. This method
allows for systematic observation and recording of behavior, eliminating the need for self-
imported data. This technique allows businesses to understand consumer interactions with
a product and navigate the environment when making a purchase decision.

6.5.5 Secondary Research

This method is used to gather and analyze existing data collected through other sources.
This method provides valuable context for understanding industry trends and their impact
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on consumers and markets. However, it may lack relevance to a specific topic for com-
prehensive understanding and therefore should be complemented with primary research
methods.

6.5.6 Ethnographic Research

Ethnographic research involves immersing researchers in the natural environment of the
target audience to observe and understand their behavior, beliefs, and cultural practices.
Ethnographic research offers a powerful approach for gaining deep insights into the com-
plexities of human behavior and culture. Ethnographic research often involves long-term
engagement and participant observation, interviews and cultural analysis to gain deep
insights into consumer lifestyles, habits, and social dynamics.

6.5.7 Experiments

It is a method for investigating cause—and—effect relationships and testing theoretical
hypotheses. It involves systematically manipulating variables and controlling for extra-
neous factors. Experiments provide valuable insights into understanding the underlying
effects on consumer behaviors.

6.5.8 Online Analytics

This method involves analyzing collected data from a digital source, such as social media
engagement, website traffic or online sales data. This method provides real-time insight
into consumers’ online behavior, preferences and trends to optimize digital marketing
efforts and launch online campaigns to reach the target market.

6.6 Analyzing Market Segmentation

A process of subdividing a market into various subsets of customers that have similar
behavior or needs is defined as market segmentation (Kwak and Lee, 2009). Businesses
perceive the market environment as a reliable indicator of market activity analysis,
allowing for the prioritization of customer taste and need, leading to new product
development. An important aspect of business to reach from the present state into a
desired state is attained through various elements, one of which is market segmentation.
Moreover, organizations view market segmentation as a strategic tool for allocating
sources to increase the likelihood of success. Market segmentation is not a uniform
approach and can be a cluster of multiple approaches to meet market objectives (Assael
and Roscoe, 1976). Defining an overall market that the organization wants to analyze
and segment is critical to leveraging itself in the market. Moreover, dividing the market
into segments based on demographics, psychographics, and behavior involves under-
standing different aspects of consumer behavior and characteristics to create targeted
marketing strategies.

Demographic segmentation involves dividing the market based on demographic vari-
ables such as age, gender, income, education, occupation, marital status, family size, and
ethnicity. The business identifies relevant demographic variables on the basis of the product
or service offered to the target market.
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Psychographic segmentation involves dividing the market on the basis of lifestyle, per-
sonality traits, values, interests, attitudes, opinions, and behavior. These techniques use a
cluster approach to group consumers with similar psychographic profiles reflecting various
consumer preferences and motivations.

Behavioral segmentation involves dividing the market based on consumers’ purchasing
behavior, usage patterns, brand loyalty, benefits sought, and other behavioral variables.
This method allows analysis of customer purchase history, buying frequency, product
usage, loyalty programs, and other behavioral data.

Profile segmentation allows the development of detailed profiles for each segment,
describing their characteristics, preferences, needs, and behaviors. This helps businesses
understand the unique requirements of each segment and tailor marketing strategies
accordingly.

Targeted marketing allows businesses to evaluate the attractiveness of each segment
and select the segments that align with the organization’s objectives and capabilities. For
many companies, target market selection is one of the most important marketing decisions
(Aghdaie, 2015). Business can decide which segments to target based on factors such as
size, growth potential, competition, and compatibility with one’s brand and resources.
Moreover, through market segmentation, businesses can develop a unique positioning
strategy for each targeted segment to differentiate its products or services and create a
compelling value proposition. Decision-making criteria significantly impact the choice of
selecting the target market segment (Aghdaie, 2015). This involves crafting messages and
marketing initiatives that resonate with the specific needs and preferences of each segment.
In addition, businesses must implement marketing strategies and strategies targeted at
each segment and continuously monitor performance and feedback to refine segmentation
approaches and adapt to changing market dynamics.

6.7 Embracing Changes in the Dynamic Business Environment

Environmental scanning is a proactive tool for entrepreneurs to understand the broader
context in which their businesses operate and navigate the complex and ever-changing
business landscape. One of the key resources for fostering competitive advantage is the
creation of new knowledge (Inkpen, 1998). For entrepreneurs, environmental scan-
ning goes beyond the context of identitfying opportunities and threats that may arise
from external shifts. In essence, environmental scanning provides the foundational
data and insights needed to create a realistic, strategic, and adaptive business plan that
aligns with the current and future external business environment. Environmental scan-
ning is one of the critical components of any business plan, enabling entrepreneurs to
acquire the knowledge needed to bridge the gap between available information and its
relevance to the current business environment. An organization’s ability to plan and
act strategically enables it to adapt creatively to changing circumstances (Saah, 2022).
Furthermore, it assists entreprencurs in making informed decisions by leveraging the
most up-to-date information sourced from outside the organization. However, it is
essential to recognize that the ever-evolving business landscape can significantly influ-
ence both environmental scanning processes and the motivation and performance lev-
els of entrepreneurs.

There is a correlation between strategic planning and business success (Weiss,
2014). Mitigating the risk of failure relies on adeptly monitoring the evolving business
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landscape through environmental scanning. Serving as a vital source of external insight,
environmental scanning shapes and enriches every aspect of the business plan, ensuring
its robustness, strategic alignment, and ability to adapt to changing business condi-
tions. Business environmental scanning allows the identification of factors such as task,
external, and internal environmental dynamics that impact business activities as a part of
strategic management (Cheng et al., 2014). Although environmental scanning is valu-
able, it has certain limitations that can hinder organizational direction and impact entre-
preneurial vision. The extensive information acquired through environmental scanning
can lead to indecisiveness in decision-making, resulting in delayed decisions due to a cau-
tious approach. Therefore, it is crucial for businesses to strategically utilize the insights
gained from environmental scanning to develop robust strategies for effective market
navigation.

In addition, the unreliability of environmental scanning in future forecasts and its
inability to eliminate uncertainties leave an organization more volatile to the changing
business landscape. Therefore, environmental scanning is more of a strategic approach that
enables entrepreneurs to strategically plan market navigation and product development.
New opportunities and threats both emerge with increasing uncertainty and increasing
speed of change (Shane and Venkataraman, 2007). Relying solely on the analysis of infor-
mation acquired through environmental scanning without proper data verification can
pose a significant challenge in accurately interpreting data for new business initiatives.
Therefore, environmental scanning should be integrated into the business plan as a delib-
erate tool, enabling a timely approach to identifying emerging trends, market shifts, and
customer needs that present potential business opportunities. Strategic planning ensures
that the business is equipped to respond proactively to change and shape its market pres-
ence accordingly. Furthermore, insights learned from environmental scanning should aid
entrepreneurs in contextualizing business plans, emphasizing effective business strategies
and goals. Effective environmental scanning methods should be applied by an organization
to measure its market strength and positioning. PEST, SWOT, ETOP and QUEST are
significant methods for conducting environmental scanning.

6.7.1 PEST Analysis

PEST analysis assists organizations in gaining insight into external factors by analyzing
political, economic, social, and technological trends. Through this external macro envir-
onment, organizations can determine the factors that shape their operating environment.
PEST analysis allows the entrepreneurial vision to assess political regulatory developments
and anticipate how changes may impact customers, industries, and markets. Businesses
should focus on analyzing trade rules, tax regulations, and environmental legislation.
Economic evaluations facilitate the identification of how customers and suppliers are
impacted by changes in interest rates, currency exchange, economic growth, and infla-
tion. This enables organizations to identify market opportunities and mitigate threats
that may impede growth. Evaluating shifts in social and cultural dynamics can be benefi-
cial in creating customer profiles and observing attitudinal changes in a broader context.
Technological analysis allows us to understand the constant shift in modern technology
and its impact on potential opportunities. Organizations can use technological analysis
to create innovative products, remain competitive through research and development, or
understand potential market threats.
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6.7.2 SWOT

The growing industrialization, urbanization and social legislation have enabled entrepre-
neurs to become a significant part of the global economy. The use of SWOT analysis
allows strategic environmental scanning through the consideration of strengths, oppor-
tunities, weaknesses and threats. The entrepreneurship process assumes risk and combines
necessary resources to pursue profitability in an uncertain and ambiguous environment
(Abdullah et al., 2020).

SWOT analysis allows entrepreneurs and organizations alike to research sectors, evaluate
resources, and assess risks prior to decision making. In addition, SWOT analysis serves as a
valuable tool within a business plan to evaluate the feasibility of advancing in an evolving
business landscape. Nonetheless, the reliance on assumption-based data inherent in SWOT
analysis can yield adverse outcomes. Moreover, the perpetual pace of change presents a
challenge for organizations striving to anticipate future developments accurately within
their business plans.

Conducting a strengths and weaknesses analysis enables businesses to assess external
activities highlighting their distinguishing unique market advantages while identifying
areas for improvement to gain a competitive edge. Moreover, exploring external oppor-
tunities and threats empowers entrepreneurial visionaries to seize innovative ideas amidst
market fluctuations. Recognizing threats aids in understanding a business’s ability to main-
tain competitiveness. However, a vigilant approach must be initiated to avoid the risk of
vast data collection, which may lead to paralysis via the analysis approach.

6.7.3 ETOP

To survive amidst evolving business dynamics, organizations must adapt their strategies
to be aligned with environmental changes and be prepared to make strategic decisions.
Strategic analysis largely comprises making subjective decisions on the basis of objective
information, requiring careful analysis to identify and implement the most suitable choices
within the business plan. One outcome of this strategic analysis is the Environmental
Threat Opportunity Profile (ETOP), which provides entrepreneurs with a comprehensive
understanding of the sector and its various influencing factors. By segmenting the envir-
onment into sectors and subsectors, ETOP offers insight into the relative impact of market
opportunities and threats. This understanding is vital for businesses, as they formulate
strategies to capitalize on opportunities and mitigate environmental threats through pur-
poseful decision-making within their business plans.

The ETOP profile employs forecasting techniques to predict future events that may
impact current organizational plans, leveraging these forecasts to formulate business plans
and strategies. Information is gathered from verbal and written sources such as journals,
articles, newsletters, and media outlets to stay abreast of environmental changes, enab-
ling businesses to incorporate these changes into their plans and strategies. The manage-
ment information system facilitates the timely utilization of this information, empowering
management to make proactive decisions. This systematic approach enables entrepreneurs
to effectively organize, plan, control, and operate functions within their organizations.
However, while ETOP can identify key opportunities and threats to create a profile, it lacks
the ability to demonstrate the interaction between these factors. As a subjective tool, it may
not fully capture the dynamic nature of the business environment.
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6.7.4 QUEST

The Quick Environmental Scanning Technique (Quest) serves as a valuable tool within
the business plan, offering organizations a cost-effective means to analyze the environ-
ment quickly. This tool enables businesses to prioritize critical issues that require imme-
diate attention, ensuring a focused approach within short timeframes. Quest empowers
entreprencurs to distinguish between external and internal factors and assess their impact
on business operations. An interaction matrix is often utilized as part of the QUEST pro-
cess. By utilizing an interaction matrix, organizations can identify initial opportunities and
threats, gaining clarity on their consequences. This matrix helps organizations visualize
the relationships between different environmental factors and their potential impact on
business operations. It encourages careful analysis and prioritization of critical factors for
strategic decision-making. The interaction matrix further facilitates a systematic analysis,
prioritizing critical and high-priority factors for strategic adjustment while allowing for the
observation of other factors.

6.8 Navigating Business Uncertainties

The emergence of the entrepreneurial concept has empowered individuals to leverage
market opportunities through avenues such as corporate organizations, new ventures, or
startup businesses. However, the unique entreprencurial journey is branded by distinct
phases, starting with conceptualization, transitioning into the startup phase, and eventu-
ally reaching a steady operational phase. Throughout each phase, entrepreneurs encounter
evolving requirements and challenges, reflecting the dynamic nature of their journey. For
entrepreneurs, the desire to embrace these shifts and excel in a dynamic environment
comes from the notion of adaptation. Incorporating this adaptive mindset into the business
plan allows entrepreneurs to envision strategies that not only address current challenges
but also anticipate and respond to future shifts in the market landscape, aligning with
their entrepreneurial vision. For entrepreneurs, adaptation is a critical skill in navigating
the journey from conception to success. It reflects the willingness and ability to adjust the
business concept as a venture evolves from an initial idea into a business plan, transitions
into an operational organization, and ultimately achieves success. The ability of entre-
preneurs to leverage market opportunities comes from adapting to and embracing the
changing business environment. The art of entrepreneurship’s rapid increase consists of
mastering chaos and ensuring that dimensional advances are cohesive and timely (Marmer
etal., 2011). Furthermore, the adaptive approach contributes to understanding and filling
market gaps, enabling entrepreneurs to respond effectively to market needs within their
business plan.

There is no doubt that an entreprenecurial feeling of success can be highly rewarding;
however, it does come with its own set of challenges. Therefore, gaining a deep under-
standing of the various elements of market dynamics, risks, and the level of threats they
pose is crucial for a business’ overall success and market sustainability. Integrating this
understanding into the business plan ensures that strategies are formed by market realities,
enhancing the organization’s ability to thrive amidst challenges and capitalize on oppor-
tunities. Embracing uncertainties requires a significant mindset and operational shift.
This requires a core focus on business functions while strategically altering and devel-
oping business plans, defining timelines and goals and setting up metrics for measuring
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business success. Moreover, strategic investment in marketing, personal and technological
investment is needed to remain competitive and focus on core business functions. The
existence of external environmental opportunities is defined by demographics, new know-
ledge, and changes in industry structure. Entrepreneurial ventures come to life in uncer-
tain and altering environments. Entrepreneurs viewing challenges as opportunities tend
to highlight growth and learning. The experience of successes and failures in the business
landscape contributes to the resilience, creativity, and adaptability necessary for entrepre-
neurial success. Incorporating this understanding into the business plan fosters a mindset
of continuous improvement and innovation, enabling the organization to navigate uncer-
tainties effectively and capitalize on opportunities for growth. Entreprencurship inherently
involves understanding that taking calculated risks is necessary for growth and innovation.
In addition, adaptation to an evolving business environment is key to staying relevant and
competitive in the long run. However, embracing market uncertainties can be a game
changer for a venture’s success and growth. Embracing market uncertainties embodies the
entrepreneurial vision of seizing opportunities and challenging the status quo to achieve
transformative outcomes.

6.9 Entrepreneurial Triumph - Integration into the Business Plan

The incorporation of entrepreneurial triumphs into business plans demonstrates the
achievements and success of entrepreneurs, highlighting their business credibility and
appeal. Sections of business plans, such as executive summaries, company descriptions, and
management teams, allow us to showcase quantifiable achievements, such as revenue mil-
lions, awards, and percentage growth. To increase business plan reliability and utility, the
integration of triumphs will support direct relevance to business culture while avoiding the
risk of overshadowing core business plan details.

6.9.1 Executive Summary

Should highlight key accomplishments or begin with a compelling story to set the tone
for the rest of the business plan. This could consist of prior successful ventures, major
milestones, or recognition. For example, the executive summary for ABC Corporation is
as follows:

6.9.1.1 Who

OOREF Corporation, founded by Oluchi E. Oti and Riffat Faizan, is a leading provider of
renewable energy solutions headquartered in Toronto City.

6.9.1.2 What

The OOREF Corporation specializes in developing and implementing innovative renewable
energy technologies, including solar panels, wind turbines, and energy storage systems, to
address climate change and promote sustainability.
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6.9.1.3 When

Since its establishment in 2003, OORF Corporation has been at the forefront of the
renewable energy industry, pioneering new technologies and solutions.

6.9.1.4 Where

Operating globally, OORF Corporation has offices and projects in major cities worldwide,
facilitating the transition to clean energy on a global scale.

6.9.1.5 Why

OORF Corporation is committed to combating climate change, promoting environmental
sustainability, driving innovation in the renewable energy sector, and contributing to a
greener future for generations to come.

6.9.1.6 How

OORF Corporation achieves its goals through strategic partnerships, research and devel-
opment, investment in cutting-edge technologies, and a dedicated team of experts who are
passionate about making a positive impact on the planet.

6.9.2 Company Description

This section highlights the entrepreneurial journey through the narrative of entrepreneurs’
previous experiences and successes with the current business idea. It should demonstrate
how past achievements have equipped the entrepreneur with unique insights and skills. For
example, the company summary for OORF Corporation is as follows:

6.9.2.1 Company Overview

OOREF is a pioneering renewable energy company focused on providing sustainable energy
solutions through innovative technologies and services. In 2003, OORF Corporation
aimed to reduce the carbon footprint and promote environmental sustainability by offer-
ing a range of products and services, including solar panel installations, wind turbine sys-
tems, and energy-efficient consulting.

Table 6.1 Company Summary

Business Type: Limited Liability Company (LLC)
Location: Toronto, Ontario

Founders: Oluchi E. Oti and Riffat Faizan
Industry: Renewable Energy

Source: Own illustration
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6.9.2.2 Mission Statement

Our mission is to revolutionize the energy sector by delivering clean, affordable, and reli-
able renewable energy solutions, empowering communities and businesses to achieve
energy independence and sustainability.

6.9.2.3 Vision Statement

To become a global leader in renewable energy, driving the transition to a greener, more
sustainable future through cutting-edge technology and unparalleled customer service.

6.9.2.4 Core Values

e Sustainability — Committed to reducing environmental impact and promoting green
practices.

e Innovation — Continuously developing and implementing the latest renewable energy
technologies.

e Integrity — Upholding the highest standards of transparency, honesty, and ethical
practices.

e Customer Focus — Providing exceptional service and tailored solutions to meet our
customers’ unique energy needs.

e Collaboration — Fostering partnerships with stakeholders, communities, and industry
leaders to drive collective progress.

Products and Services

e Solar Panel Installation: Customized solar solutions for residential, commercial, and
industrial properties.

e Wind turbine systems — Design and installation of wind energy systems for various
applications.

e Energy Storage Solutions — Advanced battery storage systems to ensure a reliable and
uninterrupted power supply.

e Consulting Services — Energy audits, efficiency assessments, and sustainability planning
for businesses and communities.

e Maintenance and Support — Comprehensive maintenance services to ensure the optimal
performance and longevity of renewable energy systems.

6.9.2.5 Management Team

Elaborates on the detailed individual achievements of each key team member, including
specific accomplishments, awards, and recognitions that highlight their ability to drive the
business to success.

6.9.2.6 Market Analysis

Integrating past successes leverages credibility, significantly reassuring stakeholders and
investors that the business plan is supported by proven experience. For example:
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Table 6.2 Market Analysis

Market Analysis

The demand for renewable energy is rapidly increasing as governments, businesses, and individuals
seek sustainable alternatives to traditional energy sources. With favorable regulatory policies and
technological advancements, the renewable energy market presents significant growth opportunities.
OOREF is well-positioned to capitalize on these trends, offering innovative solutions that meet the
evolving needs of the market.

Competitive Advantage

» Expert Team: A highly skilled and experienced team of engineers, technicians, and sustainability
experts.

* Innovative Technology: Utilizing the latest advancements in renewable energy to deliver efficient
and cost-effective solutions.

» Customer-Centric Approach: Tailored solutions and exceptional customer service to build long-term
relationships and ensure customer satisfaction.

* Strong Partnerships: Collaborations with leading technology providers and industry stakeholders to
enhance service offerings and expand market reach.

Source: Own illustration

Table 6.3 Financial Projection

Financial Projections

OOREF Corporation anticipates steady growth in revenue and profitability over the next five years,
driven by increasing demand for renewable energy solutions and strategic market expansion.
Detailed financial projections, including sales forecasts, expense estimates, and profitability
analysis, are provided in the financial plan section.

Source: Own illustration

6.9.2.7 Strategy and Implementation

In this segment, incorporating the detailed lessons learned assists in revealing how past
experiences have shaped the current strategy and implementation plans. This demonstrates
a pragmatic and informed approach to business planning.

6.9.2.8 Financial Plan

To demonstrate financial insight, past financial achievements that highlight the entrepre-
neur’s ability to manage and grow financial resources effectively should be shared. These
include financial milestones such as fundraising successes or profitable exits. For example,
the financial projection of a company is as follows:

6.10 Conclusion

In the continuously transforming market, it is important for entrepreneurs to ensure that
the strategic responsiveness and adaptation of strategies are carried out through adequate
environmental scanning. Moreover, market segmentation helps businesses reach potential
customers and develop products by assessing their buying patterns, demographic analysis,
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and psychographic dimensions. The fundamentals of business plans play an important role
in achieving scalability and sustainability. It helps with strategic planning, risk mitigation,
and capitalizing on market opportunities.
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Case Study: Seniorpreneur’s SMART Plan for an Aging-In-Place
Services

Diya Nitinbhai Patel

Background

An individual whose preference is to live independently at home rather than in a
senior housing facility, 60-year-old retired executive Jack decided to pursue his entre-
preneurial plan only after witnessing a brief stay in aging-in-place services. He started
his venture by focusing on aging-in-place services. He immediately recognized a
business opportunity in the aging-in-place market due to the growing elderly popu-
lation and increasing demand for in- home care.

SMART Objectives for Business Plan Development

Understanding that actionable and clear goals would help Jack respond effectively to
evolving market demands, he used SMART objectives that would guide his business
planning process. Below are the SMART objectives he set:

Specific

Tailored to the elderly client’s needs, His business provided home modification ser-
vices such as handrails, wheelchair ramps, and monitoring systems through tech sup-
port to ensure there were medical alerts and fall detection. Within a year, his target
was to provide 100 home modifications in his vicinity, which was the target he set
for himself.

Measurable

Jack tracked customer satisfaction using surveys, striving for a 90% satisfaction rate,
and set a milestone to obtain 50 new customers within the first six months in order
to gauge success. This reflects the component of measurability.

Achievable

With his support network and experience, Jack knew he could accomplish his
objective. He collaborated with neighborhood contractors to modify homes and
health tech firms to install monitoring systems. Jack ensured that his venture could
fulfil its commitments on time by establishing strategic alliances.

Relevant

Due to demographic shifts like the aging population and rising in-home care prefer-
ences, the market demand for aging-in-place services was expanding. These trends
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aligned with Jack’s business, so his plan was extremely pertinent to the demands of
the market today. Thus, this reflects the element of relevance.

Time-bound

Within three months after availing funds, Jack’s plan was supposed to be completely
functional. By this deadline, he wanted to finish all the fundamental business setup
tasks such as establishing strategic alliances, launching a website, and reaching out to
customers so the company could react quickly to cater to market demands.

Comprehensive Business Plan

SMART goals enabled Jack to develop his comprehensive business plan:

Executive Summary

A simplistic overview of his experience along with the rising need for aging-in-place
services, and the solutions his company would provide.

Market Research and Analysis

To validate market gaps and identify competitors, he carried out market research on
the care industry, focusing on senior care. He identified the limited regional home
modification services.

Marketing Strategy

He intended to target adult children of elderly people through digital marketing,
senior living community advertising, and market himself to form partnerships with
healthcare providers.

Operations Plan

Jack laid out the procedures his team followed, including giving tech assistance for
monitoring systems and outsourcing home modifications contracts to professional
certified contractors.

Financial Projections

By the end of the first year, Jack projected a break-even point and expected his rev-
enue to rise steadily in the upcoming year, as anticipated increases in clients.

Customer Discovery Process

Interviewing senior citizens and their families to learn about their needs was the first
step in Jack’s customer discovery process. His service offerings were improved as a
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result of these discussions; responding to feedback, he introduced optional monthly
monitoring subscriptions and customizable safety packages.

Outcome

Jack created a business plan that addressed the increasing demands of senior care in
a practical and comprehensive manner by employing SMART objectives. His meth-
odical strategy enabled him to gain capital, launch successtully, and attain his market
objectives on schedule.

Reflection Questions

In what ways did Jack employ SMART goals to ensure the business plan remains
realistic, feasible, and flexible enough to cater to changing market demands?
How did Jack’s entrepreneurial venture meet the rising need for aging-in-place
services?

How was Jack’s service offering improved by the customer discovery process?
Explain how the customer discovery process enabled Jack in improving his service
offering?

Reflect on key features of the business plan that helped Jack in addressing effect-
ively customer demands and market trends?



Chapter 7

Essential Considerations

Controllable and Uncontrollable Factors

Negar Sohaee and Rokhsareh Farsad

7.0 Introduction

Entrepreneurship is a complex and dynamic endeavor that involves navigating several factors
that affect the success or failure of new businesses. There is a thin line between the success or
failure of a startup business due to controllable or uncontrollable factors (Pan et al., 2022).
To build resilient businesses, entrepreneurs need to understand and manage these elements
effectively. Some essential factors, such as entrepreneurs’ personal motivation, learning ability
in the face of failure, and family and peer support, encourage entrepreneurs to perform better
and be willing to keep trying even though they might face some challenges (Pan et al., 2022).

The controllable factors include business planning, management, leadership, marketing
strategies, financial management, human resources, operational efficiency, technological
utilization, and customer relations. On the one hand, a business’s success depends on
managing these factors strategically and optimizing production (Guerola-Navarro et al.,
2022). As a result of these factors, startup ventures can increase their success probability
in the market (Sevilla-Bernardo et al., 2022). On the other hand, other factors outside
of a company’s control, known as uncontrollable factors, can also impact a business.
These factors include market conditions, the regulatory environment, competitors, global
events, legal and political conditions, and societal trends. Consequently, entrepreneurs can
develop strategies to mitigate risks and adopt changes by considering these influential fac-
tors (Popescu, 2014).

The success rate for SMEs in the first few years is low. Many startup businesses fail in
their first few years of operation due to specific challenges that they faced, and they have
not been ready for those challenges (McCartan-Quinn et al., 2003). Most of these chal-
lenges are predictable and prohibitable. In fact, ventures’ failure can be minimized by
developing accurate market research and designing a business. Entrepreneurs must maxi-
mize their business potential by leveraging controllable factors while preparing for and
adapting to uncontrollable factors. By combining these two approaches, entrepreneurs can
develop businesses that can thrive in diverse environments.

7.1 Controllable Factors

7.1.1 Business Plan

A business plan is the most controllable factor in businesses; a business plan shows what
you intend to do with your business and how it will be done. The process of writing
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a business plan involves bringing your idea to reality, which requires dealing with why,
where, when, and how much your venture is (Botha and Robertson, 2014). Additionally,
it provides structure to your thoughts and helps you create a step-by-step plan to reach
your goals. The business plan typically includes the following:

7.1.1.1 Business Description

Entrepreneurs form their business plans because doing so helps them provide direction
by discussing where they want to take the venture and what they want out of it. Ghezzi
and Cavallo (2020) emphasized the importance of the business plan for the objectives
of the venture and its identification of the target market through comprehensive market
analysis.

7.1.1.2 Market Analysis

Who will be your end users, and what do they want from your business? Understanding
market needs and demands is crucial for adjusting the final products and services that meet
market demands (Ghezzi and Cavallo, 2020).

7.1.1.3 Competitor Assessment

Who will be your competitors, and how can you compete with them? Assessing com-
petitors’ strengths and weaknesses enables entrepreneurs to establish and develop com-
petitive strategies that distinguish their competitive advantages in the market (Bortolini
etal., 2018).

7.1.1.4 Marketing Plan

How will you approach your customers? A detailed marketing plan focuses more on brand
awareness and consumer loyalty, and these elements position the business position in the
market (Bortolini et al., 2018).

7.1.1.5 Operation Plan

How do you plan to implement your idea? Brinckmann et al. (2010) argue that a business
plan provides a step-by-step blueprint for implementing new ideas in the market, oper-
ation processes, resources (financial, human and technological resources) and timelines
that should be considered in this process.

7.1.1.6 Financial Plan

How much does it cost to establish and run the business, and what are the financial sources?
The financial plan outlines the cost of expenditure for establishing a business and running
and performing the business in the market. Financial forecasting helps anticipate crises and
challenges, and it considers budget planning for establishing and growing the venture in
the market (Brinckmann et al., 2010).
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7.1.1.7 Executive Summary

What is the fundamental aspect of the venture that stakeholders should know? Executive
summaries communicate entrepreneurs’ mission and vision along with strategic goals
to stakeholders ( financiers, employees, potential employees, suppliers and customers)
(Richbell et al., 2006; Scarborough, and Cornwall, 2016). Entrepreneurs must tailor
their business plans based on whether they are seeking funding from a bank, venture cap-
ital funds, or business angles. A business plan will help founders have greater chances of
obtaining equity investors. An effective business plan not only provides a road map for
decision-making but also enhances credibility among stakeholders, including investors,
partners, and customers (Mason and Stark, 2004).

7.1.2 Management and Leadership

According to Utoyo et al. (2020), if entrepreneurs want to succeed in delivering the great-
est value, they should be effectively innovative. The purpose of a supportive leader in
a business is to hunt for opportunities by taking risks and implementing creativity and
innovation (Suriawaty Bahkia et al., 2020). This important addition to a team in a business
can lead employees and stakeholders to progress and be actively productive by considering
the business’s development conditions. To indicate the importance of supportive leader-
ship in the success of entrepreneurs, Hussein et al. (2023) proved that for construction-
based renewable energy projects in Pakistan, supportive leadership intervenes between the
entreprencurial success and critical success factors that cause an entrepreneur to succeed.
In fact, the results showed that supportive leadership has both a direct and considerable
positive effect on the success of entrepreneurs (Hussein et al., 2023).

7.1.2.1 Marketing Strategy

Marketing strategies are patterns of managerial initiatives and actions that relate an organ-
ization to its customers and markets. Entreprencurs should develop their marketing
strategy as their first step before allocating funds or committing time to marketing. In
their industry, they need to know who their target audience is, what their business is about,
and how they differ from other businesses (Cham et al., 2022). For entrepreneurs to suc-
ceed, they must develop a proper marketing strategy that provides them with the necessary
tools for understanding their target market, building brand awareness, driving long-term
growth and revenue, creating a successful marketing strategy, building customer loyalty,
adapting to market changes, and utilizing digital marketing channels (Khandare et al.,
2022). Although designing a flawless marketing strategy for entrepreneurs is essential, cre-
ative ideas always revitalize a business in addition to the marketing strategy.

7.1.2.2 Technology Utilization

In this fast-paced, changing environment, the integration of artificial intelligence (AI) has
already merged and transformed businesses. Al can be used by entrepreneurs to increase
customer reactions and establish a strong competitive advantage over competitors in the
market. Al also has a considerable impact on market analysis, and it can analyze advanced
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data and predict modeling to contribute to decision making and market forecasting
(Usman, 2024).

7.1.2.3 Financial Management

Effective financial planning, innovative funding mechanisms such as cash flow manage-
ment, crowdfunding, and accurate financial and cost forecasting are essential to start a ven-
ture’s growth and stability. Optimal resource allocation, budgeting, and capital structuring
reduce financial risk. Using crowdfunding to raise capital and validate markets facilitates
community engagement and economic stabilization. Liquidity and operational continuity
depend on effective cash flow management. Furthermore, advanced financial forecast-
ing enables startups to adapt to volatile market conditions. Startups benefit from tailored
financial management (Idris, 2024).

7.1.3 Innovation and Product Development

The term “entrepreneur” was first used by an economist called Richard Cantillon in the
18th century. It was attributed to a person who is a risk taker and innovator (Cantillon,
1755). Schumpeter (1934) focuses on how innovation can cause economic advancement
by implementing the process of “creative destruction”. This process replaces existing tech-
nology and resources with new technologies and resources. Schumpeter (1934) also called
this replacement the “innovative function”, which is associated with entrepreneurship. All
these coined terms and their relationships show how closely entrepreneurship and innov-
ation are interrelated and are considered motives for economic growth and competitive-
ness. Entrepreneurs can create value by introducing new products or processes, which are
called product innovation or process innovation.

Researchers have shown the multidisciplinarity and diversity of entrepreneurship and
innovation (Faizan and Haque, 2016; Haq et al., 2024; Haq et al., 2024; Haque, 2024).
New entrepreneurship opportunities create solutions and possibilities for innovation, such
as artificial intelligence, through digitalization and technology. Collaborative consump-
tion, which allows millions of people to have access to products without ownership, and
co-creation, which creates values in which several stakeholders obtain mutual benefits,
are new trends and opportunities for entrepreneurship (Cohen and Kietzmann, 2014).
Therefore, entrepreneurs can consider innovation as a controllable factor that can improve
both their own business and the country’s economy.

7.1.4 Human Resource Practices and Organizational Performance

In “The relationship between HR practices and firm performance” and “The impact of
HR practices on the performance of business units” Wright et al. (2004, 2003) high-
lighted that employees are rare and valuable blessings who are considered sources of com-
petitive advantage for organizations. This is what Barney (1991) called the resource-based
view. Human resource management is in charge of employees’ motivation, acquisition and
development. If HRM practices positively affect the performance of employees, organiza-
tional performance will also improve considerably. HRM, by recruiting the right people
who have appropriate experience and skills, can have a significant influence on organiza-
tional performance (Ogunyomi and Bruning, 2016).
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Various models, such as Michigan, Harvard and Warwick, categorize the relationships
between HR practices and how an organization performs. Each model analyses the effect
of practices on performance and outcomes. They also provide different variations to check
how the performance and outcomes have changed. Factors such as employee selection,
training, and their appraisals are considered in the Michigan Model, whereas more criteria
such as manpower flow, socialization, work systems and employee relations and well-being
are examined in other models such as Guest’s Model (2002) and the Warwick Model
(Henry and Pettigrew, 1992). The greater the use of these practices is, the greater the
organization’s productivity and profitability. After implementing different practices in hos-
pitality industries, researchers have realized that some practices can have a tremendous
impact on the financial performance of organizations as well as reduce employees’ rate of
replacement. These practices include incentive plans, preemployment tests and labor man-
agement participation.

Although all previous scholars have indicated the significance of HRM for organiza-
tional outcomes in large firms, the SME sector has been ignored. Therefore, these results
might not be exact and identical for SMEs (Huselid, 2003; Purcell and Kinnie, 2007);
however, according to Wapshott and Mallett (2015), a lack of formal HRM and experts
is clearly observable. In SMEs, founders and proprietors manage human resources, and
they are not experts in this regard; mostly SMEs encounter the issue of employee turnover
(Pingle, 2014). What can be concluded is that wherever effective human resources do not
control employee performance, regardless of the size of the enterprise, the organization is
entitled to failure. Thus, this problem in organizational performance can be avoided and
controlled by human resource practices.

7.1.5 Customer Relations

Relationship marketing has always been clearly associated with customer loyalty. Enterprises
have always been obliged to first know the market, product and their customers to attain
a great customer—company bond. This bond can cause positive word-of-mouth (WOM)
that, in return, can not only retain customers but also bring new customers (Sarioglu,
2023). Viral marketing is a popular strategy to encourage customers to talk about their
shopping experience to other potential customers; in fact, it is e-WOM (Sarioglu, 2023).
The advancement of technology has increased the use of viral marketing tools such as social
networking sites, blogs and company websites (Choshaly and Mirabolghasemi, 2022).
Although online branding studies indicate customers’ decision to purchase a product,
the effect of WOM seems more significant than that of e-WOM (Baker et al., 2016).
People prefer to discuss their satistaction with their purchases face-to-face in traditional
ways rather than writing reviews on social networking sites or shopping websites; they
might face social risks by conveying their marketing experiences. Conversely, the fast pace
and broad size area of viral marketing have led to rapid expansion in brand awareness and
improved measurability at minimum cost (Kaplan and Haelein, 2011; Baker et al., 2016).

7.1.6 Operational Efficiency

Advanced digital solutions such as automation software, cloud computing, big data, block-
chain technology, and Al can simplify operations, reduce costs, and increase the prod-
uctivity of startups. Modern technology has made data management, customer service
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management (CRM), and other administrative chores more precise and effective. Startups
can easily adapt to market demands using modular and scalable technology. Adaptability
enables them to maintain competitiveness despite constantly changing market conditions.
Modern technologies allow business owners to reach a broader audience and maximize
their growth potential. It allows them to interact with clients, access global markets, and
work more efficiently with partners (Muley et al., 2024).

Davenport and Ronanki (2018) examine AI’s practical applications in the business world.
On the basis of their research, Al can support three important needs of businesses: process
automation, cognitive insight, and cognitive engagement. They emphasize the import-
ance of a clear Al strategy, substantial data management investments, and a commitment
to change management. Although intelligent machines are likely to replace some jobs,
Al should enhance human capabilities rather than replace them. Davenport and Ronanki
(2018) recommend that businesses start small, build expertise, and scale Al initiatives
thoughtfully.

7.2 Uncontrollable Factors

7.2.1 Market Conditions

In today’s fast-paced competitive environment, market conditions are crucial, and busi-
nesses should be extremely adaptive (Ireland and Webb, 2007). Market demand, customer
behavior, and economic trends all have significant effects on firms, although they are largely
unpredictable. Inflation, unemployment, economic growth, and demographic changes are
some of the economic factors that affect consumer behavior, purchasing power, and overall
businesses. Since these patterns can offer predictions about the future and insights into
how the economy is going, entrepreneurs should be aware of them. The decline in con-
sumer spending during financial downturns may have a negative effect on revenues and
sales. However, economic booms may present opportunities for market expansion and
growth. To successfully predict market changes, business owners must examine these pat-
terns (Blanchard and Johnson, 2013; Mankiw, 2020).

Entrepreneurs must conduct extensive market research to assess consumer demand and
understand how the market can be used to bring about upcoming products or services in
the future (Venkataraman, 2019). Perloff (2016) says that companies may be constantly
forced to adapt and innovate to satisfy customer demands as demand for sustainable prod-
ucts grows. As these trends evolve, entrepreneurs must continue collecting data from
customers and evaluating them. Entrepreneurs have a great advantage through market
research, strategic planning, and flexible business models, which can lessen the impact of
these unpredictable elements (Solomon, 2017; Hoyer et al., 2018).

7.2.2 Regulatory Environment

National governments often establish complex and broad regulatory frameworks to pro-
tect their goals. Several methods can be used to achieve this, including legislative changes,
administrative reporting requirements, and financial incentives such as subsidies and fines.
The regulatory environment has a significant effect on entrepreneurship (Saltman and
Busse, 2002). Respecting legal and ethical requirements is necessary to act morally and law-
fully. Canada’s federal, provincial, and local laws govern many aspects of an entrepreneur’s
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business operations. These include tax regulations, health and safety standards, environ-
mental limitations, and employment legislation. To ensure transparency, accountability,
and equity, the Canadian Business Corporations Act (CBCA) established legal standards
for forming and operating corporations in Canada in 1985. The Canadian Environmental
Protection Act (CEPA) also imposes strict environmental regulations on companies to
safeguard the environment and public health (Canadian Environmental Protection
Act, 1999).

Globalization places business owners in an even more challenging regulatory envir-
onment. In 2016, the European Union’s General Data Protection Regulation (GDPR)
required businesses that handle the personal data of EU residents to adhere to strict data
protection and privacy standards. A violation of international standards can lead to severe
fines and adverse legal consequences; thus, understanding and adhering to them are essen-
tial. A trade agreement also affects market access, tariffs, and trade regulations, allowing
businesses operating in multiple countries to compete smoothly, such as the United States-
Mexico-Canada Agreement or USMCA and NAFTA (United States-Mexico-Canada
Agreement, 2020). Being aware of these restrictions will prevent legal problems and pre-
serve their reputation in the international market. Complying with the law requires pro-
active measures.

Entrepreneurs can overcome regulatory obstacles by investing in legal skills and com-
pliance methods. Maintaining a regular auditing schedule, providing employee training,
and keeping up with new laws can help businesses navigate the regulatory landscape more
effectively. A high level of compliance can reduce risks, build confidence among stakehold-
ers, and prepare entrepreneurs for long-term, sustainable growth.

7.2.3 Competition

The business world is rife with competition, and it is imperative to learn and adapt to the
strategies of competitors to stay ahead and prosper. There are many types of competitive
strategies, such as pricing, innovation, marketing, distribution, and customer service, that
aim to satisfy financial objectives, increase market share, and retain customers.

The business world is filled with competition, and it is imperative to learn and adapt to
the strategies of competitors to stay ahead and prosper. There are many types of competi-
tive strategies, such as pricing, innovation, marketing, distribution, and customer service,
that aim to satisfy financial objectives, increase market share, and retain customers.

Three analytical methods should be used to identify, appraise, and place entrepreneurs
in the market to compete effectively:

e SWOT analysis (strengths, weaknesses, opportunities, and threats)
e Porter’s Five Forces
e DPEST model (political, economic, social, and technological)

SWOT analysis enables entrepreneurs to identify internal strengths and weaknesses and
external opportunities and threats in the organization’s environment. Porter’s five forces
framework provides insight into the competitive aspect of businesses by evaluating com-
petition in an industry by considering industry dynamics and structure. Based on the five
forces determined in this model, the shape of the industry will be formed: competitive
rivalry, supplier power, buyer power, threat of substitution, and threat of new entry. The
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last framework, the PEST model, is used to analyze the general environment. On the basis
of the results of these three analyses, the organization’s vision, mission, and strategic plans
are determined (Sammut-Bonnici and Galea, 2015; Waworuntu et al., 2024).

Innovative companies can gain a significant market share and set higher quality and
functionality standards if they consistently introduce new and improved products.
Entrepreneurs need to stay updated on industry trends and invest in research and devel-
opment (R&D). As a result, not only are customers satisfied, but the business also stands
out from its competitors. In today’s highly competitive environment, organizations aim to
overcome competition and win new or innovative products or services (Schilling, 2020).

To build awareness and attract customers, competitors may use a variety of marketing
channels, such as digital marketing, social media, traditional advertising, and public rela-
tions. The development of responsive marketing strategies that highlight their unique
selling proposition is crucial for entrepreneurs. Engaging customers through personal-
ized marketing efforts and maintaining a strong online presence can counteract competi-
tors’ marketing strategies (Kotler and Keller, 2016). In addition, competitors may use
e-commerce platforms, partnerships with retailers, or direct-to-consumer channels to
reach a broader audience. Entrepreneurs need to assess their distribution strategies so that
they can reach their target customers efficiently and effectively. As consumers and market
conditions change, businesses can adapt to distribution flexibility.

Finally, outstanding customer service can control competition in the market.
Competitors, who provide superior customer service, set high standards for others to strive
to meet, leading to retaining customers and generating positive word-of-mouth refer-
rals. To compete effectively, entrepreneurs should develop strong customer relationships,
resolve issues promptly, respect service quality and continuously improve customer satis-
faction (Zeithaml et al., 2018).

By comprehensively analyzing their competitors’ actions and strategies, entrepreneurs
can improve their competitive position. This involves reacting to competitors’ moves,
anticipating market trends, and setting industry standards. Entrepreneurs must remain
agile during intense competition, maintain innovative business models, and adapt to the
demanding environment, as Ghezzi and Cavallo (2020) noted. Implementing an agile
methodology allows organizations to respond quickly to market changes, and it can
shorten the development time of products and services and reduce costs (Nurdiani et al.,
2019; Xu and Koivumiki, 2019).

7.2.4 Technological Changes

Brynjolfsson and McAfee claim that rapid advances in computer power, artificial intelli-
gence, and the internet are causing a second industrial revolution. This latest revolution has
transformed cognitive work and human—machine interactions compared with the previous
industrial revolution, which mechanized manual labor. Technology rapidly transforms
businesses, economies, and society. Automation and Al are likely to replace occupations,
causing labor market shifts. Indeed, they believe that these technologies will boost innov-
ation, productivity, and economic growth. The organization promotes innovation, entre-
preneurship, technological advancements, and equity (Brynjolfsson and McAfee, 2014).
Blockchain technology is a significant development for entrepreneurs since it provides
secure, transparent data management and transactions that are appealing to both cus-
tomers and investors (Zheng et al., 2018). The use of these technologies reduces fraud,
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improves traceability and enhances security in finance, supply chain management, and
healthcare. Additionally, the Internet of Things (IoT) is changing business operations.
Real-time data collection and exchange from IoT devices improves operational efficiency
and product innovation (Agarwal et al., 2022).

Smart devices can optimize supply chain logistics, equipment health, and energy effi-
ciency. With the help of the 10T, entrepreneurs can create new business models and value-
added services to meet the growing demand for connected solutions. Augmented reality
(AR) and virtual reality (VR), which are used in different industries, such as retail, real
estate, education, health care and entertainment, immerse consumers. AR and VR allow
entrepreneurs to differentiate their businesses with virtual try-ons in fashion retail and
real estate tours (Flavian et al., 2021). Rapid technological advances include improving
decision-making, securing transactions, optimizing operations, creating immersive cus-
tomer experiences, and reshaping the entrepreneurial landscape. In an increasingly digital
world, entrepreneurs who adopt these technologies can innovate, increase productivity,
and grow sustainably (Fleming et al., 2019).

7.2.5 Global Events

Economic recessions, pandemics, and geopolitical crises present business challenges and
possibilities. The external variables affect companies, supply networks, and customer
behavior. Understanding and adapting to these events help entrepreneurs decrease risks
and take advantage of opportunities.

When revenues and profitability decrease, credit tightens, consumer spending decreases,
uncertainty increases during recessions, and businesses struggle to survive. Despite
decreasing purchasing power, businesses must maintain positive cash flow, lower expen-
ditures, and engage customers. Flexible pricing, focusing on key goods and services, and
diversifying income sources can help companies weather economic storms. Companies can
gain an edge by recovering quickly (Mankiw and Taylor, 2020).

Pandemics such as the COVID-19 pandemic affect all industries. Businesses must be
flexible in response to remote work, consumer behavior shifts, and global supply chain
interruptions. Entrepreneurs should modify business structures, improve their digital
skills, and find new distribution methods to attract customers. Retailers need e-commerce
and contactless delivery during pandemics such as the COVID-19 pandemic (Donthu and
Gustafsson, 2020).

The impact of global events can be felt by businesses, trade policy changes, currency
exchange rate fluctuations, and political instability. Entrepreneurs can reduce global prob-
lems through diverse supply chains, local contacts, and risk management, as diverse supply
chains keep operations stable during the US—China trade war (Hanson, 2020).

7.3 Balancing Controllable and Uncontrollable Factors

Entrepreneurs need to control risk to reduce uncontrollable circumstances, including
market swings, regulatory changes, and global events. When business conditions change,
entrepreneurs need to have a strong financial plan as well as liquidity to cope with eco-
nomic downturns. Regular market research helps entrepreneurs anticipate and plan for
changes (Ghezzi and Cavallo, 2020; Mankiw, 2020).
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In unpredictable environments, firms need flexibility and resilience to survive. Resilience
can be created by encouraging employees to accept change and seek improvement. In
addition, by investing in technology and digital transformation, corporations can adapt
more quickly to market changes and consumer needs. The structure and procedures of an
organization can make it easier to recover faster from recessions or global events such as
pandemics (Donthu and Gustafsson, 2020; Pan et al., 2022).

Business owners can prepare for future opportunities by using strategic scenario plan-
ning; identifying and planning events that could affect the firm; simulating recessions,
regulatory changes, and technological revolutions; and identifying and preparing for alter-
native outcomes. Scenario planning enables firms to take advantage of new market cir-
cumstances by identifying transformational opportunities (Blanchard and Johnson, 2013;
Schilling, 2017).

It is important to reduce uncertainty through controllable factors, such as strong leader-
ship, business planning, and unique marketing strategies. IoT and Al facilitate operations
and decision-making. To maintain financial stability and attract investors, forecasting and
budget preparation are critical. A focus on controllable elements can help entrepreneurs
achieve long-term success (Kotler et al., 2016; Guerola-Navarro et al., 2022).

A business succeeds when it balances controlled and uncontrollable circumstances and
uses risk management techniques, encourages flexibility and resilience, develops scenario
plans, and utilizes controllable factors to succeed in varied and demanding situations. An
entrepreneur needs to learn and plan constantly.

7.4 Conclusion

Establishing a new business is a marathon and not a sprint. The entrepreneurial journey
of establishing a successful and thriving business is not easy, and this process requires
understanding both controlled and uncontrollable aspects of the market. The purpose
of this chapter is to demonstrate how entrepreneurs should design and develop business
planning, leadership and marketing strategies; financial management; human resources;
operational efficiency; technological identification and implementation; and customer
interactions. These characteristics can increase an entrepreneur’s success and market com-
petitiveness. However, uncontrollable factors such as market conditions, the regulatory
environment, competition, technological advancements, and global events require adapt-
ability and resilience.

An entrepreneur who uses controllable aspects and adapts to unpredictable condi-
tions may build a strong and resilient company. By taking advantage of global events
and market and regulatory changes, entrepreneurs can survive and grow in volatile
circumstances.

Entrepreneurship will continue to develop through innovation improvements, market
adjustments, and societal changes. To remain competitive, entrepreneurs must innovate
and follow trends. Artificial intelligence, blockchain, augmented reality, and virtual reality
will continue to be important technological advancements. These technologies allow
entrepreneurs to improve their consumer experience, manage operations, and create
new business models. If entrepreneurs would like to remain successful in the competitive
market, investment in technology and digital transformation is necessary.

Globalization and market expansion create new opportunities for businesses to increase
profit by expanding their market and allowing them to gain access to wider resources.
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Additionally, it requires entrepreneurs to negotiate complex and challenging markets.
Growing a business requires understanding foreign legal frameworks, adjusting to cultural
norms, and using global supply networks.

Entrepreneurs must also consider environmental and social factors when developing
models for sustainability and ethical business practices. This strategy can help entrepreneurs
differentiate themselves from competitors in the market and increase their market share by
being innovative and creative. Companies are often caught unprepared and unable to react
rapidly and effectively to global disruptions such as recessions and pandemics. Businesses
that are more resilient and adaptable react quicker to those changes, survive in the market
and have a greater chance of success.

To conclude, the future of entrepreneurship depends on the strategic management of
controllable elements, adaptive reactions to uncontrollable effects, and resilience to adapt
to uncontrollable forces. Entreprenecurs can expand sustainable business practices if they
follow these guidelines. Constant learning and development in start-up companies are
essential. Entrepreneurs should maintain this aspect by monitoring industry development,
personal development, and innovation.
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Case Study: Navigating VUCA Challenges in Franchise
Entrepreneurship

Anuraj Sangha, Adnan ul Haque and Negar Sohace

A modern-day entrepreneur — Alwin wants to start his own entreprencurial venture
in the food industry. He has substantial ideas about the VUCA - volatile, uncertain,
complex, and ambiguous — environments, where various challenges emerge due to
unpredictable economic situations (aka economic fluctuations), consumer prefer-
ences shift, and quickly changing market conditions. After detailed and compre-
hensive analysis of the environment, he opted for a strategic approach: the franchise
business model. This model allows him to tackle the challenges emerging in the
VUCA environment.

Financing Considerations

Alwin’s decision-making in a VUCA environment heavily relies on securing adequate
funding, making financing a pivotal role in his decision-making. He carefully weighs
his options between debt financing and equity financing.

Debt Financing

The biggest advantage of debt financing is that no profit sharing thus retains full
ownership and control in decision-making. Moreover, higher potential of tax bene-
fits due to interest payments subject to tax deduction. However, the drawback is that
in volatile and uncertain markets, there is a higher risk due to cash flow repayments
being made on a regular mode. The mode of payment is consistent while the market
is uncertain. Additionally, possibility of higher stress in recession as the financial obli-
gation burden increases.

Equity Financing

The absence of repayment obligations eases financial strain in economically con-
straining times is the biggest advantage of equity financing. Furthermore, investors
offer networks and expertise that might increase business growth and opportunities.
However, the disadvantage is that sharing equity may lead to reduction in business
ownership and control. In addition to that, individual proprietors might lose invalu-
able profits due to sharing money with investors.

After detailed consideration, Alwin decides to use a hybrid financing strategy
that combines both debt and equity financing. His strategy entails securing a small
business loan to finance the preliminary costs related to the enterprise. At the same
time, he is seeking investors to endorse his franchise. This strategy allows him to miti-
gate risks while utilizing external support to expand his business.
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Labour Market and Globalization Impact

Challenges as well as opportunities are presented by the labour market. Alwin
observes that the food service sector exhibits trends of employability rates rising,
indicating substantial potential for attracting skilful workers. Nonetheless, globaliza-
tion exposes the food industry to a stiff competition from multinational franchises
that can adversely impact the dynamics of the local market.

Alwin has opted to leverage the franchise model to thrive in this competitive envir-
onment. This approach offers him recognized brand identity, a solid and constructive
business framework, and access to extensive training programs for his workforce. He
strategically positions himself to compete efficiently and effectively with big global
brands while also attracting a local workforce keen to join a reputable franchise.

Conclusion

The approach of Alwin regarding the franchise model is a tactical response to the
challenges the VUCA environment posed. He assesses carefully his financing alterna-
tives as well as understands the globalization and labour market’s overall impact. This
deliberate consideration enables him to strategically position himself for success in a
fiercely competitive environment. In other words, to stay resilient and flexible in the
face of change, Alwin uses the franchise model not only to navigate uncertainty, but
also seize opportunities.

Reflection Questions

e Which franchise financing factors should Alwin highly focus on when deciding
between debt and equity financing?

e What distinct types of risks are involved while operating in a VUCA environment?

e How can the franchise model help in dealing with those risks?

e Explain the approaches Alwin should consider in attracting and retaining talented
workers while operating in the competitive food service industry?

e How does globalization impact the abilities of Alwin’s to launch a profitable fran-
chise in his domestic market?

e Explain how franchise leveraging resources can help Alwin to tackle the VUCA
environment posed challenges?



Chapter 8

Operations Management and
Entrepreneurship

Adnan ul Haque, Pavlos Gkasis and Harmandeep Kaur

8.0 Introduction

This chapter aims to analyze operations management from the perspective of both manu-
facturing and service industries in the context of entrepreneurship. It explores how the
principles of operations management and entrepreneurial strategies can reduce costs,
increase workflows, and increase profitability. One key focus of the chapter is the process
of choosing customers in the service industry. The following sections delve into detail into
how interactions with other external stakeholders, such as operations employees, suppliers,
the government, and the public, impact the success of entrepreneurs.

8.1 Understanding Operations Management in Entrepreneurship

The term “operations management” describes the process by which companies that
produce and distribute goods and services create value for customers. According to Heizer,
Render and Munson (2016), operations management refers to a systematic process that
formulates, designs, coordinates, and controls the operations involved in the production
of goods and services; it secks to do this at the optimal possible levels of efficiency and
effectiveness. Operations management serves as the backbone for the growth, develop-
ment, and expansion of successful companies. To better address this, the present analysis
distinguishes between operations management in the manufacturing sector and that in the
services sector.

8.1.1 Manufacturing Sector

In manufacturing, operations management generally focuses on issues such as production
planning, inventory control, quality control, and efficiency in supply chain activities. This
focus is necessary because manufacturing is one of the most competitive sectors and a sig-
nificant driver of growth. The most important goal, therefore, is to attain the highest pos-
sible manufacturing quality at the lowest reasonable cost. For example, Toyota was able to
innovate and transform the automotive manufacturing industry through the implementa-
tion of the Toyota Production System (TPS), which began with the notion of total quality
control (TQCQC), then transformed to total quality management (TQM), and paved the
way for lean manufacturing techniques that reduce waste, maximize resources, minimize
defects, and result in quality products (Ohno, 1988).
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8.1.2 Services Sector

However, considerable attention is given to engaging clients so that the delivered quality
is unparalleled and client expectations are fully realized (Fitzsimmons and Fitzsimmons,
2013). This is not what characterizes manufacturing operations management. Usually, the
services created are consumed simultaneously. In such cases, the holistic experience that
a consumer enjoys should be the primary focus. Starbucks has sustained quality across its
store chain around the world and pays close attention to how consumers interact by train-
ing their staft on the overall customer service experience to create a brand to which people
will remain loyal. Although Starbucks has been franchising as a strategy for many years,
each of its stores must ensure specific levels of quality (Michelli, 2007).

8.2 Strategic Management for Entrepreneurs in Operations

Through the process of aligning operational procedures with future objectives, strategic
management acts as the basis for attaining sustainable growth. For many company owners,
this typically comprises employing innovative and flexible schemes and strategies to keep
their businesses competitive. According to the work of David and David (2017), strategic
management provides the basis on which resources can be allocated, risks managed, and
products or services differentiated, either in the industrial or the services sectors.

8.2.1 Manufacturing Strategy

Lean production and agile procedures are two popular strategies that manufacturers
employ to retain their agility and responsiveness to the needs of their customers. In this
context, Tesla has been able to apply its strategic management capability to achieve rapid
growth through a focus on internal production and high-technology automation to sus-
tain quality. In this way, Tesla not only meets but also satisfies the rising demand for
electric automobiles (Mangram, 2012). Tesla desires to accelerate the world’s transition
to sustainable energy sources, and its strategy clearly reflects its coherent strategic intent
toward this end.

8.2.2 Services Strategy

In service sectors, strategic management may also involve developing and sustaining rela-
tionships with customers. One prominent example is Airbnb, whose strategic management
has disrupted the traditional hotel and hospitality industry with the competitive advan-
tage it created toward offering affordable and high-quality experiences to its clientele.
According to Guttentag (2015), a competitive advantage has been maintained by Airbnb
through the careful control of a host network and the leveraging of technology such that
a scalable compatible business model has been created.

8.3 The Role of External Stakeholders in Entrepreneurial
Operations

Entrepreneurs are supposed to handle different external stakeholders by influencing their
operations. These external stakeholders include customers, investors, regulators, and
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suppliers. According to the work of Freeman et al. (2010), effective stakeholder manage-
ment in operations management can improve not only resources but also brand reputation
and operational effectiveness.

8.3.1 Suppliers

The competitive advantage an entrepreneur has in the industry depends on the suppliers
they deal with, as suppliers have a say in delivery schedules, quality issues, and pricing strat-
egies. In other words, relationships with suppliers play a vital role in gaining a competi-
tive advantage. Walmart’s just-in-time (JIT) inventory system, which is highly effective in
trimming down warehousing costs and can supply inventories on a routine basis to meet
customers’ demands in a timely manner, has been made possible largely by the strong con-
nections that the company maintains with its suppliers (Chopra and Meindl, 2016).

8.3.2 Investors

Investors usually expect efficient and profitable business operations in return for the invest-
ment (capital) they have provided. Venture capitalists and business angels provide funds
to online businesses such as Uber and Airbnb and demand high and fast growth and thrift
in business operations so that the return of their investment can be maximized. A require-
ment of this type affects the goals of operations and the choice of strategies undertaken
(Davila, Foster, and Gupta, 2003).

8.3.3 Regulators

Regulatory bodies that have an impact on operations through the assurance of safety,
environmental, and ethical standards also play a key role in how entrepreneurs manage
their operations. Tesla has been able to reap benefits by adhering to government clean
energy regulations, a factor that is in line with regulatory compliance and the environ-
mental objectives of businesses (Mangram, 2012). Following standards set by regulators
in various countries and markets around the world can be significantly challenging for
firms, especially multinational enterprises (MNEs). MNEs need to adjust and customize
their operations strategies on the basis of the intricacies of each regulatory setting in the
respective countries in which they operate.

8.4 Client Selection in Service Industry

The strategic selection and management of clients are likely to provide even more long-
term growth with lower or minimal expenditure and greater profitability for entreprencurs
within the service industry. According to Zeithaml, Bitner, and Gremler (2017), key pro-
cesses include identifying invaluable consumers, meeting expectations set forth by those
clients, and fostering loyalty.

8.4.1 Targeting Niche Markets

Firms operating in the service sector have a significant advantage since their focus is usu-
ally on areas in which they are likely to establish their presence, exhibit their potential, and
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demonstrate expertise as well as professionalism. In this context, Square targeted small
businesses since the financial technology startup company provided them with an easy and
accessible method of processing payments. According to Kim and Mauborgne (2014),
Square was able to achieve this rapid growth in its target market because of the unmatched
strategy it employed in customer selection.

8.4.2 Client Relationship

In addition, the long-term development of customer relationships can increase profit-
ability further by encouraging repeat business and referrals. Payne and Frow (2013) have
argued that consulting firms typically target high-budget customers whose needs are com-
plex. This, they explain, is because such partnerships provide service development oppor-
tunities as well as reliable streams of revenue.

8.4.3 Customer Lifetime Value (CLV)

Customer lifetime value (CLV) is an important indicator that aids business owners in
carefully assessing their customers regarding the revenue they will generate during the
time they will be with them. Analytics is a tool utilized by companies such as Netflix to
gain an understanding of their customer tastes and preferences to effectively maximize
CLV through offering personalized recommendations of content, thus increasing cus-
tomer satisfaction and loyalty. Zhang, Watson, and Palmatier (2017) support this notion
through their research on personalized content. Their study shows that companies enrich
customer experiences and cater to their demands by offering and recommending personal-
ized content.

Indeed, enterprise operations management fills the gap between vision and execution;
it is an essential element of successful entrepreneurship. Waste should be minimized, and
the maximization of resources should be realized for owners to manage their companies
in the manufacturing or services sectors so that their output meets the expectations of
consumers. Strategic management enables companies to cope with crises and maintain
their adaptiveness in uncertain and turbulent times by organizing their operational process
while remaining focused on their long-term goals.

Through prudent customer selection and the effective and efficient management of
external stakeholders, companies can retain long-term relationships, increase financing,
and stay within the rules and regulations. Real-life examples of a differentiated service
proposition by Airbnb and a game-changing manufacturing strategy by Tesla showcase
how effective operations management can trigger growth and build a sustainable competi-
tive advantage. By mastering these operational strategies, entrepreneurs can create highly
lucrative businesses that also benefit customers, investors, and society in general. Operations
management is constantly changing due to ever-changing technological advancements and
market trends. Therefore, a flexible, customer-oriented strategy can lead to long-term suc-
cess in entrepreneurship.

8.5 Conclusion

The main conclusion drawn from the above discussion is that effective and efficient opera-
tions management plays a vital role in bridging the strategic vision of an organization with
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its operational execution. Entreprenecurial success relies heavily on an alignment between
strategic vision and operational execution, which results from effective and efficient opera-
tions management. In both the manufacturing and service sectors, operations manage-
ment efficiency and effectiveness are measured through the optimal utilization of resources,
reduction in waste, and the degree to which consumers’ needs and demands are met. In
other words, entrepreneurs use operations management to strategize their approach to
meet and exceed the expectations of customers, reduce waste, and achieve optimal utiliza-
tion of resources. The ability of companies to adapt according to the constantly changing
market, as well as deal with future contingencies or crises in an adequate manner, depends
on the degree of alignment between strategic vision and on-going operational processes.

Finally, effective stakeholder management, especially that of external stakeholders,
helps entrepreneurs keep operations on track. Thus, proactive management of external
stakeholders is an important aspect of effective operations management. Moreover, the
selection of potential customers in a detailed and thorough manner also helps entrepre-
neurs achieve operational excellence. It helps entrepreneurs strengthen relationships,
ensure funds, secure investments, and adhere to compliance and regulatory standards.
The innovative manufacturing strategies of Tesla and the differentiated service prop-
osition of Airbnb are prime examples of operations management transforming indus-
tries and helping businesses attain a sustainable competitive advantage in a constantly
changing business environment. Entrepreneurs who exhibit flexibility and are able
to develop operational strategies that are customer-centric are likely to sustain long-
term success, especially in an era of rapidly changing market trends and technological
advancements. Flexibility and customer-centric approaches help businesses as well as
investors, customers, and communities.
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Case Study: Strategic Operations Management in a Growing Service
Startup

Pardeep Singh Malhi and Adnan ul Hagque

Background

Crystal-Clean Spark was recently launched by Zoe. The focus of the cleaning service
company was to ensure cleaning solutions are non-toxic and eco-friendly. With the
expansion of her venture, she encountered many different operations management
challenges, which are common in the service industry. Handling client relationships
in a strategic manner, effective and efficient supply chain management, and main-
taining a balance between cost-efficiency and quality were some of the notable chal-
lenges. Zoe was quick to recognize that to maintain not only profitability but also
stay competitive in the market, she must need efficient operational management, as
it was the key to success.

Challenges interlinked with Operations Management

By using a customer booking app, she schedules her team based on peak demand
periods, thus maximizing resource utilization.

Timeline and quality are both critical aspects closely linked to the service industry.
Zoe decided to invest aggressively into a training program for her team because this
not only provides the best services to the customers but also maintains the high-
quality standards. Additionally, to differentiate her brand from others, she needed
to adopt non-toxic cleaning supplies, however, it could increase overhead costs.
Moreover, lean management techniques were adopted by Zoe to utilize time effi-
ciently, reduce waste, and lower overall expenses. In pursuit of maximizing resource
utilization, she also uses the customer booking app to schedule her team during peak
seasons.

Stakeholder Management

Various external stakeholders influence operational decisions of Zoe.

Suppliers and distributors play a vital role. A difficult task for Zoe was finding
authentic and reliable distributors for eco-friendly solutions. For this purpose, she
negotiates and builds contracts with suppliers who are committed to providing sus-
tainable products without sacrificing quality while ensuring timely deliveries.

Zoe’s target audience includes both commercial and residential customers. Her
strategic move was to target the consumers who are more conscious about the
environment and prefer green cleaning solutions. Interestingly, they are willing to
pay extra for eco-friendly products. Her niche market remained focused on high-
end consumers, who are willing to spend more for her premium services, further
increasing profitability.
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Green Organisations and communities represent another stakeholder group affect-
ing her operations. Sustainable practices are part of Crystal-CleanSpark’s operations.
She frequently engages with ecological societies on a regular basis to seek their sup-
port for not only promoting her brand, but also targeting new customers whose
preferences were in line with the values of the company.

Strategic Decision-Making

Zoe needed to follow a balanced approach to maintain both quality and cost effi-
ciency, which would help sustain profitability. She determines that her services pack-
ages range from basic to premium services, allowing customers to choose services
according to their budget. Furthermore, she could maintain a supply chain for green
cleaning products by stabilizing and working closely with suppliers.

Overall, operational management decisions played an imperative role in the suc-
cess of Zoe’s business. Additionally, she strategically managed each process in her
business, ensuring her plans were implemented in a sustainable manner, allowing her
growth to reach new heights.

Reflection Questions

e Explain Zoe’s approach to incorporating operations management practices to
ensure her brand can sustain and thrive in the competitive service sector?

e Explain the roles of customers and suppliers in Zoe’s operations and how her stra-
tegic decisions are influenced by these roles?

e In your view, how can Zoe achieve cost-efficiency while ensuring the quality and
timelines are not compromised?

e Explain how Zoe’s focus on environmentally friendly practices affected her rela-
tionship with clients and suppliers?

* Recommend additional strategies that could help Zoe improve operational effi-
ciency and increase profitability?



Chapter 9

Marketing Strategies, Tools, and
Entrepreneurship

Tahmina Akhter, Harmandeep Kaur and Adnan ul Haque

9.0 Introduction

The process of developing, promoting, providing, and trading offerings that are valuable
to partners, consumers, clients, and society is known as marketing. It involves recognizing
the needs of the consumer, creating goods or services to satisfy those requirements, and
skillfully marketing those goods or services to increase sales and promote customer loyalty
(Mariadoss, 2015). An essential component of entrepreneurship is a marketing strategy,
which acts as a road map for how a company will accomplish its objectives and engage with
its target market. A strong marketing plan can mean the difference between an entrepre-
neur’s success and failure since it offers a defined course for expansion, client acquisition,
and brand building (Laverty and Littel, 2020). A company’s plan for promoting its goods
or services to draw in and keep consumers is called a marketing strategy. It includes the
following: brand positioning, target audience identification, market research, and the mar-
keting mix (product, price, place, and promotion). This is a crucial approach for entrepre-
neurs for several reasons (Mariadoss, 2015).

9.0.1 Market Understanding

Gaining a detailed understanding of the market is the first step in developing a comprehen-
sive marketing plan. By doing so, business owners can better grasp market trends, client
demands, and rivalry dynamics. To find chances for distinction and to make well-informed
business decisions, this knowledge is key (Kaur, 2023).

9.0.2 Target Audience Identification

For any organization, understanding the target audience is essential. On the basis of
behavior, psychographics, and demographics, a marketing plan helps business owners
identify their target clientele (Sarkheil and Hosseini, 2024). As a result, engagement and
communication are improved.

9.0.3 Brand Positioning

A company can set itself out from the competition with strong brand positioning. A mar-
keting plan helps business owners define their own value offer and distribute it consistently
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through all channels. As a result, customers become more loyal to the brand (Rane, Achari,
and Choudhary, 2023).

9.0.4 Resource Allocation

New businesses frequently have a small budget. By concentrating on high-impact initiatives
that spur growth, a marketing strategy ensures that these resources are used effectively. This
involves deciding on appropriate marketing strategies and channels (Mariadoss, 2015).

9.1 Entrepreneurship and Marketing

The marketing function is not only a department within the context of entrepreneurship
but also an activity that is necessary to establish, develop, and maintain an enterprise. For
entrepreneurship to successfully address the difficulties it is usually confronted with, such
as scarce resources, uncontrollable market fluctuations, and tough competition, it needs to
have a successful marketing strategy. For business proprietors, in terms of advertising, the
following are the highlights of the most important highlights:

9.1.1 Knowledge of the Market in Terms of Entrepreneurship

Organizations must gain deep insight into industry so that opportunities can be grasped
and critical mistakes in the field can be avoided. Through market research, an entrepre-
neur can also determine where consumer wants are not being satisfied or when the com-
petition is weak. For example, during Airbnb’s early days, its founders perceived a market
niche: guests needed unique, moderately priced accommodations that were not supplied
by traditional hotels (Guttentag, 2015). By identifying this specific target market segment,
Airbnb was able to create a business model that turned out to be tremendously successful.

9.1.2 Locating the Right Customers for Start-ups

Because they usually operate with limited resources, entreprencurs must select and focus
their marketing efforts. By using tools such as demographic data and psychographic seg-
mentation, enterprises can position their products in a way that specifically appeals to the
most relevant customers. According to Matzler, Friedrich von den Eichen, Anschober, and
Kohler (2018), Dollar Shave Club constructed an entire brand around its target market,
comprising men who were concerned with shaving expenses and were looking for uncom-
plicated grooming solutions. The company also used focused web-based marketing strat-
egies to scale up fast but required only a minimal amount of initial investment.

9.1.3 Brand Positioning for New Businesses

Brand positioning, which is important in immensely competitive markets, is used to enable
a businessperson to differentiate his or her ventures from those of competitors. The iden-
tity of a strong brand can help a new business be both distinct and different from its direct
and indirect competitors. For example, Warby Parker entered the eyewear industry with
unique differentiation from traditional brick-and-mortar firms, which are positioned as
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firms that can provide stylish glasses at affordable prices directly to clients via the internet.
Although the resources were minimal, the strategic positioning of the brand in the market
led to the ability of the company to spread quickly and attract customers.

9.1.4 The Distribution of Resources Within the Projects of Entrepreneurs

Profit-based businesses are often forced to exercise extra prudence in the way they
make use of the few finances that are available to them for marketing purposes. A mar-
keting plan ensures that every dollar spent increases the probability of growth. For
instance, startups commonly invest in digital marketing strategies, such as SEO and
social media, rather than putting a large portion into commercials on television or print.
Business owners can generate the highest return on investment by funneling efforts and
resources into low-cost, high-impact channels. Nevertheless, in its infancy, Dropbox
created a referral marketing campaign in which clients were rewarded with increased
storage space to refer people to utilize their services. For Dropbox, this allowed them
to amass a customer base quickly and at a relatively low financial cost of acquisition
(Reichheld, 2003).

9.1.5 The Role of Innovation in the Entrepreneurial Marketing

As innate innovators, entrepreneurs must have their marketing strategies customized
accordingly. It’s not about playing by the rules and regulations of marketing; rather, it’s
about creating new avenues to communicate with the customers. For example, Tesla has
been able to prosper without relying on conventional advertising campaigns because the
power of word-of-mouth marketing has been amplified through the personal branding of
its founder, Elon Musk, on social media outlets (Li, 2023). This has given Tesla the ability
to reach success without relying on traditional forms of advertising.

9.2 Marketing Strategies and Types of Marketing Strategies
(Entrepreneurship Perspective)

Marketing strategies are structured plans of action designed to promote and sell a product
or service. They focus on identifying target audiences, understanding their needs, and
delivering value through tailored messaging and channels (Camps, 2023). The aim is to
achieve specific business objectives, such as increasing sales, building brand awareness,
or entering new markets. Creative marketing is an effective way for firms to make long-
lasting impacts with minimal financial resources. From the viewpoint of an entrepreneur,
different market techniques relevant for business development are used. Because they lay
a sound foundation for development, customer acquisition, and competitive advantage,
marketing strategies play an important role for business owners when starting their own
ventures. These strategies are planned courses of action designed to promote and sell a
product and /or service. They are realized through the identification of target consumers,
determination of their needs, and delivery of value through personalized messaging and
channels. Such marketing strategies are implemented by an entreprencur in pursuit of spe-
cific objectives, such as generating and increasing revenue, spreading brand awareness, or
entering new markets.
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9.2.1 Product Differentiation and Evaluation

Product differentiation, which involves creating distinctive features, qualities, designs, or
services to stand out in the market, is a crucial entrepreneurship tactic (Kopp, 2024).
Difterentiation is a tool used by entrepreneurs to craft a unique value proposition that
appeals to clientele and gives them a competitive advantage. Entrepreneurs may better
address client demands, foster brand loyalty, and support premium pricing by providing
something exceptional or distinctive (Griva, Bardak, Pramatari, and Doukidis, 2022). To
sustain the product’s distinctive position, effective differentiation necessitates comprehen-
sion of market expectations, creative thinking, and ongoing improvement. This tactic aids
in the establishment of a solid market presence and promotes long-term expansion for
startups (Mabilard, Pasquier, and Vuignier, 2023).

Product differentiation is one of the major strategies for entrepreneurs, and it refers to
a process of developing unique traits, designs, features, or services that help distinguish
themselves from their competitors in the market. For any new business, it is crucial to have
differentiation attributes that create a unique value proposition to attract customers and
give them an edge over their competitors. By using creativity and invention, entrepreneurs
aim to utilize opportunities emerging from identified gaps in the market. For example, a
new company producing green packaging has an advantage in a competitive packaging
market by attracting ecologically aware consumers, building brand loyalty, and justifying
higher prices.

9.2.2 Digital Marketing

Since digital marketing offers scalable and affordable ways to connect and interact with
target audiences, it is crucial for entrepreneurs (Zahay, 2021). To market their goods and
services, entrepreneurs use digital platforms, including email, social media, search engines,
and content marketing. This strategy improves client acquisition and retention by enabling
accurate targeting and tailored communication (Desai, 2019). Entreprencurs can analyze
the efficacy of campaigns and optimize real-time strategies with the use of tools such as
analytics and A/B testing (Zahay, 2021). The development of a strong online presence
and brand identity is another benefit of digital marketing, which is essential for drawing in
clients and earning trust (Desai, 2019). By using digital marketing, business owners may
effectively reach a wider audience, adjust to changing market conditions, and see steady
growth in their company.

In recent years, digital marketing has become increasingly important for businesses
because of the growing importance of e-commerce. This growth is attributed to digital
marketing’s scalable and affordable options for both reaching and engaging target audi-
ences. Comparatively, large businesses that spend millions of money on marketing can be
outperformed by startups in terms of brand awareness and customer acquisition through
leveraging digital channels such as email, social media, and content marketing at a fraction
of the cost of traditional marketing. In addition, entreprencurs can also introduce real-
time changes in their marketing, on the basis of the data and feedback from customers.

Thus, ensuring that every dollar spent by the marketing department is utilized to its
fullest potential. One classic example of this might be an online fashion company that uses
influencer partnerships and Instagram marketing to achieve exponential followership.
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9.2.3 Content Marketing

Content marketing is an inexpensive way for businesses to build credibility and earn trust
in industry. Startups can create and publish content that is not only useful to their audience
but also relevant and consistent, enabling them to build and maintain a clearly defined
audience for their brand. This leads, in the words of Desai (2019), “profitable ways of
behaving” by customers. Content marketing allows companies with fewer resources to
build strong, lasting relationships with their customers, increase brand awareness, and
build organic traffic. To attract and keep a clearly defined audience and ultimately drive
profitable consumer action, content marketing is a strategic approach that focuses on pro-
ducing and delivering valuable, relevant, and consistent information (Desai, 2019). The
material created for their target market includes bloggers, filmmakers, infographic creators,
social media marketers, and other content creators. Strong brand awareness, authority
and trust establishment, and consumer engagement are all facilitated by effective content
marketing (Bhargava and Ojha, 2019). For example, a technology company might release
regular blog posts or video lectures that educate its customers on the benefits of using its
platform to better nurture leads over time.

9.2.4 Influencer Marketing

Influencer marketing is an effective approach for business owners working toward rapid
brand awareness (Mathews, 2018). This approach draws on the trust and influence that
social media stars command. In other words, influencer marketing promotes goods and
services by teaming up with well-liked online celebrities. This tactic helps business owners
increase their brand’s visibility and reputation by taking advantage of the audience’s faith
in influencers (Desai, 2019). Entreprencurs can attain targeted reach and increased con-
version rates by carefully choosing influencers whose followers are similar to their target
market. Identifying proper influencers, developing sincere connections, and coordinating
content with company values are all necessary for successtul influencer marketing (Beichert,
Bayerl, Goldenberg, and Lanz, 2024). By leveraging established, active communities, this
strategy enables business owners to swiftly increase their influence, broaden their sphere
of influence, and stimulate economic expansion (Bhargava and Ojha, 2019). Hence, a
business in its early phase can reach new markets and earn a reputation without neces-
sarily using many funds for advertisements. Businesses may nurture leaders, assist them in
the buyer’s journey, and establish enduring partnerships by giving them insightful infor-
mation. In addition to increasing organic traffic and visibility, this strategy also increases
search engine ranks (Desai, 2019). Understanding the target audience, establishing spe-
cific objectives, producing excellent content, and utilizing analytics to gauge progress and
improve tactics are all crucial components. In addition to setting themselves apart from
rivals, businesses may create a devoted clientele and foster long-term business growth by
regularly producing insightful content (Haan, 2024). Businesses may choose to partner
with such influencers who relate well to the target market to maximize reach and con-
version. For example, a beauty company might want to partner with a prominent beauty
influencer so that it is able to promote its product. This would involve taking advantage of
the influencer’s preset list of followers and using it to promote the brand. In other words,
it increases brand visibility by reaching the fanbase of the beauty influencer.
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9.2.5 Experiential Marketing

According to Gomez (2024), a marketing toolkit is one of the most important addi-
tions that business owners must have in their plans and operations. Customers are fully
immersed in interactive brand encounters through experiential marketing, which forges
deep, emotional ties. Offering distinctive, hands-on experiences that connect with their
target audience helps entrepreneurs stand out in a crowded market, increasing engage-
ment, fostering brand loyalty, and promoting their business through word-of-mouth (Li,
2023). With the help of experiential marketing, which is characterized by the creation of
interactive brand experiences, entrepreneurs can distinguish themselves in highly competi-
tive markets. Startups provide unique, hands-on experiences and build emotional connec-
tions with their customers. This will not only help in customer engagement but also in
developing customer loyalty. For example, a food company might organize cooking events
either in person or pop-up that allow consumers to experience products firsthand. Later,
they share it on social media or through word-of-mouth, enhancing engagement as well
as brand visibility.

9.2.6 Direct Marketing

Direct marketing involves contacting potential clients by telemarketing, direct mail, or
email that is tailored to their needs. Directly addressing the requirements and prefer-
ences of each individual client fosters relationships, facilitates customized messaging, and
increases conversion rates and marketing efficiency for business owners (Kenton, 2024). It
allows business owners to reach out and communicate with prospective customers directly
through various communication channels, including telemarketing, direct mail, or person-
alized emails. According to Kenton (2024 ), it can offer businesses with minimal marketing
resources more focused and measurable responses at lower costs. This is illustrated by a
new subscription box service that uses email marketing to reach out to potential subscrib-
ers, providing personalized offers to encourage them to subscribe to the service.

9.2.7 Guerrilla Marketing

To create memorable and lasting brand experiences, guerilla marketing depends on low-
cost activities and unconventional approaches. This makes guerilla marketing an ideal
strategy for entrepreneurs. Start-ups can emerge in a highly competitive enterprise through
creative and bold activities that generate buzz (Hall, 2023). For example, a small city cof-
fee shop uses flash mobs or sidewalk chalk art to attract the attention of pedestrians and
promote their business (Hall, 2023).

9.3 Relationships in Marketing

The success of businesses depends on the nourishment of long-term relationships with
customers through the provision of excellent service and personal contact (Rosario and
Casaca, 2024). Relationship marketing moves business from one-time sales to promote
repeat business and customer satisfaction. According to Rosario and Casaca (2024), this
method is vital for businesses that intend to sustain their growth and increase positive
image through word-of-mouth. For example, a small e-commerce firm may prioritize
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excellent customer service and follow-up emails tailored to each consumer as a strategy to
build trust and ensure repeat purchases.

9.3.1 B2B (Business-to-Business) Marketing

Business-to-business, or B2B, marketing involves advertising goods and services to other
companies as opposed to individual customers. This approach necessitates that business
owners concentrate on developing connections, proving their worth, and attending to
the requirements of corporate clients (Chen, 2024). Targeted content, networking, and
customized sales techniques are frequently used in effective B2B marketing to build trust,
provide leads, and create enduring relationships. Crafting attractive value offers and pro-
moting effective business growth in the B2B sector require a thorough understanding
of the decision-making processes and pain areas of business clients (Rane, Achari, and
Choudhary, 2023). Entrepreneurs have a greater focus on building trust with corporate
clients and ensuring that solutions are provided to the specific problems that arise from
their interaction. Compared with business-to-consumer marketing, business-to-business
marketing involves deeper relationship-building activities, developing customized value
propositions for targeted segments (Panday et al., 2020). Moreover, it helps in under-
standing a complex organizational decision-making process (Panday et al., 2020). For
example, a software company that specializes in providing services to businesses may
attend industry events or use LinkedIn to network and connect with decision-makers so
they can generate leads.

9.3.2 Consumers-Directed Advertising (B2C)

Business-to-consumer, or B2C, marketing focuses on appealing to the requirements and
preferences of specific customers. To increase brand awareness and increase sales, busi-
nesses should create interesting content, make use of social media, and use direct promo-
tion (Mazhar, 2024). Good business-to-consumer (B2C) marketing improves customer
satisfaction and builds brand loyalty. Finally, effective marketing strategies often involve a
combination of these approaches to maximize reach and impact. Entrepreneurs engaged
in business-to-consumer (B2C) marketing concentrate on communicating with potential
customers by gauging their preferences, needs, and purchase habits. As Mazhar (2024)
explains, startups employ strategies such as social media engagement or providing person-
alized offers to rapidly increase brand awareness and loyalty. For example, a gym business
can utilize Instagram to share training tip posts and customer testimonials to increase
interaction and sales.

9.4 Multi-Channel Marketing

For any successful launch of goods or services, entrepreneurs must strategize and care-
fully plan the marketing channels they will use. A distribution channel, also known as a
marketing channel, refers to the route or path that products and services undertake from
manufacturing or vending to the end consumer. This travel path constitutes a distribution
channel. Sometimes, businesses must analyze the best distribution techniques that ensure
that goods reach their intended market. Middlemen, such as wholesalers, retailers, distribu-
tors, and even online channels, can play a significant role in this process (Stoyanov, 2021).
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As Mabilard et al. (2023) noted, the major functions of marketing channels are increasing
the availability of products and services to target customers, assisting in the transfer of
ownership, and providing relevant logistical support. The chosen marketing channel often
determines whether entrepreneurs’ enterprises will succeed or fail. Additionally, Jehanne
(2024) indicates that there are four primary types of marketing channels available for phys-
ical products that are outlined as follows:

9.4.1 Direct selling

It is a method involving the promotion and sale of items directly to consumers without
requiring a physical storefront. Business owners can build personal relationships with their
clients through direct sales tactics and by leveraging social media platforms and online
platforms (Jenanne, 2024).

9.4.2 Selling Through Middlemen

The products manufactured at their site of production are then sold to customers through
intermediaries, such as wholesalers, retailers, brokers, and agents. All these intermediaries
act as middlemen selling products and /or services (Jenanne, 2024 ). This can be helpful
for the owners of the firm when they want quick expansion in terms of the distribution of
their products, as it does not require a large infrastructure (Jenanne, 2024).

9.4.3 Dual Distribution

In dual distribution, manufacturers sell directly to the clients and, at the same time,
through wholesalers and retailers. Hybrid approaches such as these allow firms to reach
larger markets and expand their distribution channels (Jenanne, 2024).

9.4.4 Reverse Marketing

It refers to the process of returning products from the consumer back to the manufacturer,
frequently seen in product recalls and recycling initiatives. Businesses can gain customer
loyalty and even display their concern about environmental sustainability by adopting this
strategy (Jenanne, 2024).

9.5 STP - Segmentation, targeting, and positioning

Abdullah and Ampauleng (2024) argued that STP or segmentation, targeting, and posi-
tioning are regarded as critical for companies aiming to be differentiated in a competitive
market by building a relationship with an intended audience.

9.5.1 Market Segmentation

Segmentation involves the division of a large market into smaller and more manageable
subgroups based on common characteristics among members. Entrepreneurs can use
psychographics (such as lifestyle and values), geography (such as a place of residence),
behavior (such as buying patterns), and demographics (such as age, gender, and income)
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to segment their market (Hanlon, 2024). For instance, manufacturers of green products
may segment the market based on urban dwellers, young working professionals, and envir-
onmentally conscious consumers (Mabilard et al., 2023). Segmentation involves tailoring
products or services according to the identified groups’ needs and preferences.

Being able to identify and target customer groups improves product relevance and mar-
keting efficiency, which is why market segmentation is so important to entrepreneurs.
Market segmentation is a strategy approach that involves breaking down a large, diverse
population into smaller, more comparable groups based on some shared observable fea-
tures. Businesses can customize their offers to match the unique demands of each sector
of the market by segmenting the market based on behavioral, psychographic, geographic,
and demographic variables (Sawtooth Software, 2024).

Based on factors such as age, gender, income, education, and occupation, demo-
graphic segmentation separates the market. This strategy increases customer satisfac-
tion and boosts marketing effectiveness by enabling firms to customize their offerings
and marketing campaigns to meet the unique requirements and preferences of various
demographic groups (Camps, 2023). Geographic segmentation, as the name implies,
is the process of splitting the market according to geographical limits. This could apply
to entire nations, regions, or even individual cities or neighborhoods. Businesses whose
goods or services are impacted by regional variables such as climate, customs, or laws
profit from geographic segmentation. For example, a clothing company may specialize
in swimwear in coastal areas and sell bulkier coats and jackets in colder climates (Griva,
Bardak, Pramatari, and Doukidis, 2022). The focus of psychographic segmentation is
on the psychographic profiles of the clients, which comprise their values, beliefs, atti-
tudes, interests, and lifestyle choices in addition to personality features. By using this
type of segmentation, organizations can comprehend the underlying goals and motives
that influence consumer behavior (Camps, 2023). Customers’ actions or behaviors,
such as their purchasing patterns, brand loyalty, and frequency of product usage, are the
main emphasis of behavioral segmentation (Griva et al., 2022). In regard to custom-
izing marketing tactics such as loyalty programs or customer retention initiatives, this
type of segmentation can be very useful. For example, to increase user engagement and
lower attrition, a streaming service may provide exclusive deals to loyal subscribers or
binge watchers (Sawtooth Software, 2024).

9.5.2 Targeting

Targeting begins once segments are identified, the attractiveness of each segment is
assessed, and one or more focused segments are selected. An entrepreneur would con-
sider factors such as the size of the market, growth potential, competition, and alignment
with the competencies of his organization. For example, a technology-based organiza-
tion might only target the millennial generation, who are more engaged in technology
and eager to explore new technologies, even those willing to adopt newer technologies.
Here, concentrating on this target market (tech-savvy millennials), businesses can optimize
resource utilization and even develop marketing strategies that effectively appeal to their
audience (Carpenter, 2024).
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9.5.3 Positioning

The reason behind positioning any product or service is to create a unique image and
identity for a product or service in the minds of the targeted market. The aim is to satisty
them, and thus, the objective is to position the product in such a way that key character-
istics of the product or service are highlighted as distinct from those of the other com-
petitors. According to Abdullah and Ampauleng (2024 ), it is necessary that entrepreneurs
develop a value proposition that communicates the competitive advantage of their offering.
Consistent messaging across all marketing channels is necessary for effective positioning
because it guarantees that the brand image is upheld at every point of contact with the cus-
tomer (Hanlon, 2024). For example, a coffee shop might position itself as the finest coffee
in terms of quality and offer organic coffee because the beans are sourced through ethical
practices and fair-trade policies. The position will be a sustainable product in the market,
and it will use all marketing channels to convey consistently the same message. Interestingly,
this also creates emotional appeal among consumers because they perceive the brand as an
ethical brand.

By putting the STP marketing approach into practice, entrepreneurs may optimize their
marketing efforts, more effectively target their desired consumer base, and create a strong,
distinctive brand in the market (Zahay, 2021). In other words, businesspersons executing
an STP marketing strategy will ensure that one realizes the full benefits of their marketing
efforts, effectively reaches the targeted consumer segment, and builds a strong, unique
brand in the marketplace.

9.6 SEO - Search Engine Optimization

SEO refers to the process of improving an organization’s online visibility through meth-
ods other than paid advertisements, such as organic visits. An effective SEO can have a
massive effect on the growth and development of a successful startup. Entreprencurship
requires SEO for firms to become more visible online, draw in organic traffic, and build a
solid online presence. The development and success of a startup can be greatly impacted
by effective SEO tactics and resources (Desjardins, 2024). The SEO strategies for entre-
prencurs are as follows:

9.6.1 Keywords Selection

Selecting the appropriate keywords is essential. Entrepreneurs should concentrate on key-
words that are pertinent to their target market and business. Long-tail keywords might
draw in more targeted traffic because they frequently face less competition (Verschueren,
2024). This must be done through careful research to ensure that the best keywords are
chosen. In other words, entrepreneurs should focus their attention on the keywords asso-
ciated with their firm and the market they are trying to reach. Owing to lower competi-
tion, long-tail keywords have the potential to yield more targeted traffic.

9.6.2 Content Creation

High-quality and relevant content must be created for engaging audiences and achieving
positive and favorable results in search engines. Coleman (2024) stated that web content
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such as blogs, articles, and multimedia needs more than keyword optimization does; it
should provide genuine value to users.

9.6.3 On-page Optimization

This refers to the process of making certain web pages more search-friendlier to search
engines. This includes optimizing meta tags, header tags, all text for images, and URL
structures, which are essential components (Sahani, 2024). In addition, it should also
include website loading speed and mobile responsiveness (Nicholson, 2024 ).

9.6.4 Off-page Optimization

It refers to the ability to acquire backlinks from reputable websites to increase the authority
of a website. Entreprencurs can improve the backlink profile through social media market-
ing, collaboration with influencers, and guest blogging (Silva, 2024).

9.6.5 Local SEO

It is crucial for companies that either serve a specific geographic region or have a type
of brick-and-mortar model. The most important tasks include setting up a Google My
business listing, increasing customer review counts, and maintaining consistent names,
addresses, and phones (NADPs) across multiple directories and listings (Siebert, 2024).

9.7 Important SEO Tools for Entrepreneurs

The following are some of the important SEO tools for entrepreneurs:

9.7.1 Google Keyword Planner

Itis a free and helpful tool for determining potential keywords, assessing competition, and
evaluating search traffic. This tool is in high demand when entrepreneurs carry out key-
word research and planning marketing (Greene, 2019).

9.7.2 SEMrush

Cachon (2014) described SEMrush as an all-rounded SEO tool that empowers organiza-
tions to capitalize on SEMrush offerings, such as backlink analysis, site audits, rival apprais-
als, and keyword research, to help them create and refine their SEO strategy.

9.7.3 Ahrefs

It has gained considerable popularity because of'its in-depth backlink analysis and because
it provides content and keyword research insights. These insights enable entrepreneurs to
find link-building opportunities and analyze competitors’ backlink profiles.
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9.7.4 Moz Pro

Reyes-Lillo et al. (2023) explained that Moz Pro contributes to rank monitoring, site
audits, keyword analysis, and link-building opportunities. In addition, it offers an exten-
sion in Chrome to review mobile websites and pages.

9.7.5 Yoast SEO Plugin

It is one of the most popular WordPress plugins for making on-page SEO easier and sim-
pler. It analyzes the content in real time and provides suggestions on how to improve the
performance of SEO.

9.7.6 SimpleLearn Reports (Google Analytics)

Google Analytics is the perfect tool used in tracking the behavior of visitors on a website.
This tool provides insight into the level of user engagement, the sources of traffic, and the
conversion rates.

9.7.7 Google Search Console

A free service that keeps track and maintains the appearance of a website in Google search
results. It provides information about data on search traffic and indexing status and ensures
that website visibility remains in search results.

9.8 Conclusion

In conclusion, entreprencurs benefit from effective marketing strategies, as they help in the
efficient use of limited resources, building customer engagement, and differentiating and
promoting their brands in competitive environments. Entrepreneurs increase their reach
and create positive impacts through the adoption of multiple channels and marketing
approaches. Moreover, the STP framework is highly useful for reaching out to target audi-
ences in an adequate manner. In the modern era, SEO offers leverage to entrepreneurs to
operate in a digital environment. An innovative approach, strengthened relationships, and
strong brand positioning help in attaining long-term success. Undoubtedly, a well-crafted
marketing strategy helps businesses attain competitive advantage.
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Case Study: Crafting Success — Modern Marketing Strategies for
Entrepreneurs

Manjot Kaur Brar, Adnan ul Haque and Tabmina Akbter

Distinguishing a unique brand identity from an established brand while meeting cus-
tomers’ preferences and expectations is one of the most significant challenges faced
by entrepreneurs in today’s constantly changing marketplace.

Celine, the owner of a small-scale entrepreneurial venture, launched an eco-
friendly and sustainable skincare line named “EcoGlobeGlow.” Her entrepreneurial
journey demonstrates that modern-day businesspersons can benefit from establishing
unique marketing strategies — such as digital platforms and data-driven information —
to excel in the competitive business environment.

At the time of EcoGlobeGlow launch, Celine realized that connecting with her
eco-conscious consumers required more than conventional methods. She opted for
a purpose-driven marketing style over traditional product-based advertisement. As
an entrepreneur, she immediately realised the significance of building trust with
customers by being transparent, using environmentally friendly methods, sustain-
able, and sourcing materials ethically. These elements were essential for her not only
the brand’s message but also for her brand image. With this approach, the custom-
ers seeking genuine products and organic processes, endorsed EcoGlobeGlow that
helped in establishing and strengthening its unique position in a highly competitive
market.

Social media played a significantly important role in connecting her with a large
number of audiences and enhancing her brand’s presence in the market. In other
words, social media acted as an essential factor in increasing the visibility of her
brand. Platforms like Instagram and TikTok provided an opportunity to not only
to promote sustainable and eco-friendly image of EcoGlobeGlow but also exhibited
transparency by showing contextual content to consumers. Celine effectively trans-
formed her audience into enthusiastic brand advocates, by concentrating on content
marketing and utilized user-generated content, including tips for an eco-friendly
lifestyle and customer testimonial. This approach enabled in building trust as well as
increased her organic visibility via word-of-mouth (WoM).

In addition to that, by leveraging big data analytics, Celine acquired invaluable
understanding about buying behaviour and preferences of the consumers, their hab-
its and purchasing trends. Data-driven analysis empowered her to further refine the
features of her products based on customer’s preferences and feedback. Data-driven
strategy enabled her to customize advertising and marketing campaigns to meet the
individual consumer’s preferences and expectations. Additionally, she improved her
product line according to the actual demand of the customers. For instance, after
observing the trends and patterns of purchases, she launched a new collection of
sustainable and eco-friendly travel kits because she identified growing awareness and
interest in eco-friendly travel products.

Celine further improved her marketing strategy through adopting segmenta-
tion, targeting, and positioning (STP). She segmented her target audience based on
interests, identifying groups such as health-conscious, millennials, and eco-friendly
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individuals. The product offerings and messaging were customized according to the
target consumers, reflecting the targeting approach. Finally, the brand was positioned
as a sustainable alternative at an affordable price. This strategy helped in forming a
loyal customer base while leading the competitive race in a dynamic environment.

The story of Celine showed how modern-day entrepreneurship excels by com-
bining different marketing strategies including social media engagement, purpose-
driven messaging, data-driven analysis, and STP. Additionally, the right marketing
tools enable businesses, irrespective of their size, to target their potential customers
effectively and refine their products or services to align with the needs and values of
customers.

Reflection Questions

e Explain how the user-generated content and social media usage contributed
towards Celine’s entrepreneurial venture’s growth?

e Explain the ways in which Celine used big data analytics to improve her product
offerings and marketing strategy?

e Why segmentation, targeting, and positioning (STP) model is critical for busi-
nesses in competitive landscape?



Chapter 10

Risk Management and the Future
of Evolving Entrepreneurship

Adnan ul Haque, Harmandeep Kaur and Abdul Naveed Tariq

10.0 Introduction

For entrepreneurial success and business growth, managing risk in an effective and efficient
manner is essential. It is one of the most important and decisive factors considered when
starting and managing entrepreneurship. Throughout the course of business, entrepre-
neurs face several distinct types of risk, ranging from the development of new products
to the expansion of existing products. Strategic, operational, market, legal, and financial
risks are some of the prominent types of risk commonly associated with entrepreneurship.
This chapter explores the process of identifying and managing these distinct risks faced
by entrepreneurs, with a particular emphasis on the strategic and psychological responses
to such uncertainties. In addition, “futurepreneurs” approaches are taken into consid-
eration to determine how modern entrepreneurs can adapt to a constantly evolving and
complex environment in a smarter manner. Furthermore, the future of entrepreneurship
in a dynamic and uncertain environment has been considered to assess the adaptation of
modern-day entrepreneurs or future entrepreneurs (i.e., futurepreneurs).

10.1 Entrepreneurs Facing Various Risks

Difterent types of risk are taken by entrepreneurs, and these risks have the potential to
influence not only the trajectory but also their firm’s overall success. The ability of an indi-
vidual to adequately recognize, analyze, and address these risks is highly important for the
growth and sustenance of entrepreneurial determination and effort. The following are the
primary types of uncertainties explained with examples:

10.1.1 Market Risk

Market risk occurs when there is a lack of knowledge regarding customer demand and
preferences for a certain product and/or service. Most of the time, business owners mis-
interpret the needs of the market or fail to anticipate changes in the behavior of their
customers. If the market is not accurately evaluated, it might lead a business into making
products that are not sold, services that are not used, and ultimately the failure of the
company.

The collapse of Blockbuster is widely acknowledged as one of the most well-known
examples of market risk. Although Blockbuster was the dominant player in the movie
rental business, the company failed to recognize the changing preferences of its customers
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about digital streaming services. The rigorous business approach of Blockbuster, which
was built on physical stores and DVD rentals, quickly became obsolete as companies such
as Netflix and other online platforms gained prominence. By the time they attempted to
adjust, the market had already changed. Blockbuster’s demise might be attributed to the
company’s inability to accurately forecast the future course of the industry, which shifted
from traditional video rentals to streaming services on the internet. Another example of
this is Segway, a personal transporter that is two-wheeled and is anticipated to revolutionize
transportation in urban areas. The Segway misjudged the demand in the market, despite
the excitement around its introduction, which resulted in sales that were lower than antici-
pated (Tidd and Bessant, 2013). The commercial failure of the device was caused by the
perception that it was expensive and that it was not practical for daily use.

10.1.2 Financial Risk

It is common for startups to operate with limited resources; hence, fundraising, managing
cash flow, and maintaining solvency throughout the various stages of growth all involve a
significant amount of risk. Even when their firm is experiencing a negative cash flow, entre-
preneurs often find it challenging to acquire adequate funds to keep their business afloat.
This is especially true in the early phases of growth.

An excellent example of financial risk may be seen in Tesla’s early years at the com-
pany. Although Tesla is now one of the most successful automobile manufacturers in the
world, the company has faced many financial difficulties. It was necessary for Elon Musk
to continually look for substantial funding to sustain the company’s research, production,
and market development endeavors, in addition to other operations. A few occasions,
throughout the process of ramping up production of Model 3, Tesla came dangerously
close to running out of funding, which put significant pressure on the company’s finances
(Vance, 2015). Musk’s ability to limit financial risk by assuring continuous investment
from private investors to public markets; this investment came from both inside his firm
and from outside sources. This was essential to Tesla’s continued existence.

On the other hand, WeWork is a classic example of poor performance in terms of man-
aging financial risk. Despite the quick expansion of the coworking space company, which
was funded by venture capital, the company did not generate a profit. The attempt of
WeWork to go public resulted in a decline in the company’s valuation, which revealed
unsustainable business methods, an improper allocation of money, and significant financial
losses. Its initial public offering (IPO) tragedy is now regarded as a cautionary tale about
the dangers of overreliance on venture capital without a clear path to profitability.

10.1.3 Operations Risk

When there are issues with internal organizational structures, processes, or human
resources, operational risks are the outcome. The inefficiency of management, mismatched
people, mismatched personnel, and disruptions in supply chains are all factors that have
the potential to destroy even a well-funded and well-positioned organization. The case of
the blood-testing company Theranos is a great example of how operational risk may go
wrong and have disastrous consequences. Under the leadership of its founder, Elizabeth
Holmes, the company boasted of its innovative technology, which could perform a var-
iety of medical tests with only a single drop of blood. Nevertheless, the company was
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constrained by operational errors, the majority of which were consequences of insufficient
core technology. According to Carreyrou (2018), the organization fell apart because of
internal mismanagement, unrealistic timelines, and business practices that were not trans-
parent. At this point, Theranos has become a symbol of how operational inefficiencies,
weak leadership, and overpromising can all contribute to tragic tragedy. A further example
of the difficulty of Boeing is that its 737 MAX is the consequence of operational errors in
testing and quality control. Two terrible incidents occurred because of poor testing of the
new software system—the Maneuvering Characteristics Augmentation System (MCAS),
which was caused by the push to compete with Airbus. According to Schiavo’s research
from 2020, Boeing had devastating financial, legal, and reputational ramifications because
of this operational failure.

10.1.4 Legal and Regulatory Risk

The ever-evolving framework of laws, regulations, and compliance requirements that busi-
nesses must operate within gives rise to the possibility of legal and regulatory hazards.
Among them are regulations pertaining to labor, environmental laws, intellectual property
rights, and regulations that specialize in a particular sector. To avoid financial penalties,
legal action, or damage to reputation, business owners must be aware of these risks from
the beginning and ensure that they comply with regulatory requirements.

To provide just one example, Uber has encountered several legal and regulatory chal-
lenges in a variety of places throughout the globe. The business model of the firm, which
involves hiring drivers as independent contractors rather than employees, has led to legal
problems related to the rights of workers, safety regulations, and local transportation legis-
lation. Owing to concerns surrounding safety regulations, Uber was temporarily unable
to maintain its operating license in London, which put the company’s whole business in
jeopardy (Stone, 2017). Legal threats have also been significant for Facebook, primarily in
relation to data privacy. Facebook’s exploitation of user data was brought to light by the
Cambridge Analytica incident, which resulted in widespread outrage, an inquiry by the
government, and significant legal repercussions. This case highlights the severity of the pen-
alties and reputational harm that may arise from complying with data security regulations
such as the General Data Protection Regulation (GDPR) in Europe (Zuboft, 2019).

10.1.5 Technology Risk

Companies run the danger of technological risk when they fail to keep up with rapidly
advancing technology or when they execute concepts that, in the future, become obsolete.
Entrepreneurs need to be constantly inventive, make investments in research and develop-
ment, and stay ahead of the trends in their sector to prevent technology from becoming
obsolete.

Kodak, which was once a giant in the photography industry, is a well-known example of
a renowned case study of technological risk. Even though it was the company that created
the first digital camera in 1975, Kodak was hesitant to switch its business strategy from
film-based photography to digital photography. According to Lucas and Goh (2009), the
demise of the firm in 2012 was ultimately the consequence of its refusal to embrace the
emerging digital photography sector. The failure of Kodak demonstrates the dangers of
prioritizing outdated technology above current advancements in the industry.
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More recently, BlackBerry achieved a dominant position in the smartphone sector
throughout the early 2000s. However, the company’s rapid decline was due to its failure
to develop innovative solutions and adapt to the touch-screen interface of the iPhone.
According to McNish and Silcoft (2015), BlackBerry’s once-dominant market share van-
ished because of increased competition from Apple and Android devices.

10.1.6 Strategic Risk

The act of making significant decisions on the future path of the company, such as enter-
ing new markets, expanding activities, or forming partnerships, is what constitutes stra-
tegic risk. Because of these options, company owners are required to forecast consumer
trends, assess the dynamics of competition, and allocate resources in an appropriate man-
ner. There is a possibility that strategic errors contributed to the calamity that occurred at
Nokia. The company Nokia, which was once the largest mobile phone manufacturer in the
world, failed to recognize the value of software and applications in the age of smartphones.
Instead of converting to Android, it decided to stick with its Symbian operating system,
which turned out to be a miscalculation that brought about severe consequences. This
purposeful blunder, in conjunction with the introduction of smartphones manufactured
by Apple and Android, was the primary factor that led to Nokia’s precipitous decline in the
market for mobile phones (Vuori and Huy, 2016).

On the other hand, the acquisition of Whole Foods by Amazon in 2017 is a dazzling
illustration of how strategic risk-taking may be executed successfully. Amazon expanded its
operations into the retail industry after seeing the growing demand for organic and health-
conscious food products. According to Stone (2013), the acquisition was a strategic suc-
cess for Amazon since it enabled the company to create a foothold in physical retail and
revolutionize food delivery networks. This was even though it was a significant deviation
from Amazon’s traditional approach to e-commerce.

10.2 Risk Management and Entrepreneurial Mindset
(Entrepreneurial Thinking)

Even though business is characterized by risk and uncertainty, many entrepreneurs often
have a particular mindset that enables them to overcome challenges. This mindset of entre-
preneurship is characterized by a combination of traits, including resilience, risk tolerance,
adaptability, and the ability to make decisions in challenging situations. The ability to limit
risks and exploit opportunities requires entrepreneurs to continuously strike a balance
between rational and intuitive thinking.

10.2.1 The Dual Process of Decision-Making: Intuition Versus Logic

Logic and intuition are often used in the decision-making process by entrepreneurs, who
frequently use dual techniques. This is System 1 thinking, which is based on intuition,
and System 2 thinking, which is based on logic, according to Daniel Kahneman (2011), a
psychologist. Every way of thinking is extremely significant in regard to making choices,
particularly in regard to managing the risks that are associated with being an entrepreneur.

System 1 thinking, often known as intuition, is characterized by speed, automaticity, and
reliance on emotions and previous experiences. It helps company owners move quickly,
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typically led by their gut feelings. This kind of thinking is often effective in situations in
which people are required to make decisions within a limited amount of time or when
there is a shortage of information.

Logic, which is part of System 2 thinking, is analytical, slower, and more deliberate. It
demands critical thinking and a comprehensive study of the facts that are presented, and
because of this, it often results in more balanced judgments. This kind of thinking is used
by entrepreneurs when they are faced with challenging financial decisions, as well as when
they are assessing long-term goals and calculating risks.

Those individuals who can effectively mix both types of thinking are better equipped to
address the significant amounts of uncertainty that are associated with activities related to
entrepreneurship. One of the most well-known examples of an entrepreneur who relied
most heavily on their intuition was Steve Jobs, who was one of the cofounders of Apple.
Jobs listened to his instincts when it came to considering the preferences of customers and
the design of products. His legendary refusal to participate in market research stemmed
from his conviction that consumers did not always know what they wanted until they actu-
ally saw it. According to Isaacson (2011), his innate capacity for decision-making resulted
in the creation of innovative products such as the MacBook, iPod, and iPhone, all of which
have become ubiquitous in popular culture. Although Steve Jobs’ innovative approach was
essential to Apple’s success, his dependence on traditional market research was called into
doubt by several individuals.

During the development of the first iPhone, for example, Steve Jobs made the obvious
decision to skip the use of a physical keyboard, which was the norm for mobile devices such
as smartphones at the time. Instead, he believed that a touch screen would provide a more
inventive and user-friendly interface than is now available. Although it was first met with
skepticism, this decision ultimately proved to be a game changer that completely reworked
the smartphone industry.

On the other hand, Elon Musk is well known for his ability to combine intuition with
precise data analysis, particularly in high-stakes initiatives such as Tesla and SpaceX. The
intuitive vision that Musk has allowed him to establish lofty goals, such as human habita-
tion on Mars or the acceleration of the transition to renewable energy on a global scale.
On the other hand, he does improve this vision by doing extensive research in the fields
of science and technology, which guarantees that these goals have a basis (Vance, 2015).

At first, the decision that Musk made to bet on electric cars with Tesla was seen as risky
because of the prevalence of gasoline-powered automobiles and the fact that electric vehi-
cles had not yet been put through their paces. Although his intuition led him to believe
that electric cars would be the dominant mode of transportation in the future, he backed
his decision with extensive scientific research and data on battery technology, production
scalability, and market potential. Musk has shown a pragmatic approach to risk manage-
ment and has pushed the boundaries of what is possible by combining gut instincts and
rational thought.

10.2.2 Management of Uncertainty Through the Use of
Contingent Strategies

The business environment in which entreprencurs operate is in a state of perpetual change
and is characterized by unpredictability. Business owners who are interested in effect-
ively managing uncertainty may choose to use contingent methods, which emphasize
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adaptability and flexibility rather than rigid planning. Because of this, they are able to
respond quickly to unforeseen occurrences, make adjustments to their plans, and reverse
course if it is needed.

10.3 Effectuation Theory

The effectiveness theory proposed by Sarasvathy (2001) asserts that successful businesses
do not begin with a well-defined and predetermined goal. As an alternative, they begin
with the tools that are available to them and continually adjust their goals in response to
new opportunities and feedback from existing stakeholders. One of the fundamental prin-
ciples of effectuation is the ability to be flexible and experiment with a variety of methods,
therefore acknowledging that failure is an unavoidable component of the process.

Effectiveness encourages company leaders to collaborate with partners in the creation of
opportunities and to make use of whatever resources are available to them, whether they
are financial, human, or social capital. Because of this, there is less of a need for long-term
planning, which allows company leaders to focus on what is within their sphere of control
and develop creative solutions to solve new problems. Consider, for example, the effectu-
ation path of Airbnb.

Airbnb, which is a firm that allows people to share their homes, is a well-known example
of effectuation. In the midst of the financial crisis that occurred in 2008, founders Brian
Chesky and Joe Gebbia started Airbnb. Initially, they rented out air mattresses in their
apartment to clients who were attending a design conference. It was clear from the begin-
ning that they did not have a clear plan for disrupting the hotel operation. Instead, they put
their idea to the test and relied on feedback from customers to make ongoing adjustments
while working with the few resources they had available. According to Stone (2017), they
changed the premise of the firm, initiated several different versions of the website, and
gradually expanded the range of services their platform provided.

Rather than adhering to a rigid timetable, the founders of Airbnb made use of their
resources and adapted their strategy in accordance with the information they gained from
doing trial runs. Because of their adaptability and willingness to try new things, they were
able to overcome early challenges and eventually become multibillion-dollar companies
when they ultimately succeeded.

10.4 Lean Startups Principles

The Lean Start-up methodology used by Eric Ries, which was first introduced in 2011, is
yet another reliable technique for managing uncertainty. The rapid development, testing,
and learning capabilities of this technique are emphasized. In the process of developing
a minimum viable product (MVP), which is the lowest version of a product that can be
placed on the market, entreprencurs iteratively improve the product by leveraging feed-
back from ecarly adopters or customers (Ries, 2011). It is possible for entreprencurs to
lessen the likelihood of making significant investments in a product that does not meet
the needs of the market if they emphasize learning and flexibility. As an example, the Lean
Start-up Method used by Dropbox.

Dropbox, which is a cloud storage provider, is a brilliant illustration of how Lean Startup
principles can be utilized to manage uncertainty. The founder of Dropbox, Drew Houston,
decided against constructing the whole program from the beginning and instead made a
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brief explainer video that demonstrated how the system would function. This minimum
viable product (MVP) allowed him to evaluate the level of interest in the market before he
began writing a single line of code. The proposal was validated by the substantial amount
of positive feedback received from prospective consumers, which gave Houston the assur-
ance it needed to go forward with the development process (Ries, 2011). With this con-
tingent strategy, Dropbox was able to reduce its exposure to market risk and save costly
development cycles that would have otherwise been wasted on a product that did not meet
the requirements of the market.

10.5 Adaptable Strategies and Agility

One of the skills necessary for managing uncertainty is the ability to pivot, which means
altering direction when the current strategy is not producing the desired results. As a result
of discovering that its users were primarily interested in the capabilities of photo-sharing,
Instagram shifted its focus from being location-based social networking software known
as Burbn to focusing only on photo-sharing. By taking this strategic move, Instagram was
able to swiftly develop, which ultimately led to Facebook purchasing the company for a
price of one billion dollars (McNish and Silcoft, 2015).

The capacity to manage environmental hazards will be more readily available to entre-
preneurs who are willing to embrace adaptation, experiment with a variety of tactics, and
respond to feedback from the market. With the help of these backup plans, they can
minimize risks while simultaneously increasing the likelihood of creative and successtul
outcomes.

10.6 An Overview of the Way Forward for Entrepreneurship

Changing societal expectations, advancements in the global economy, and advances in
technology are all contributing factors that are causing the landscape of entrepreneurship
to undergo rapid transformation. Entrepreneurs who are looking to the future must antici-
pate these changes and be prepared to adjust to them to maintain their competitiveness
and sustainability. In the future, the future of entrepreneurship will be defined by new
opportunities as well as obstacles, and a mindset characterized by continuous education,
inventiveness, and flexibility will be needed.

10.6.1 Technological Disruption and Digital Transformation

The ongoing digital revolution is one of the primary causes driving the shift that has
occurred in the realm of entrepreneurship. Artificial intelligence (Al), blockchain tech-
nology, the Internet of Things (IoT), and big data analytics are among the technologies
that are causing industries to undergo transformations and creating whole new markets.
Individuals who are quick enough to adapt to new technologies and make use of them will
be able to provide entrepreneurs with a competitive advantage.

10.6.2 Automation and Artificial Intelligence

Artificial intelligence and automation will continue to bring about changes in the way
businesses operate, including the simplification of industrial processes and the facilitation
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of more individualized connections with customers. The use of Al-driven solutions by
start-ups enables them to automate mundane tasks such as marketing, customer care, and
financial analysis, which in turn enables them to scale their operations more efficiently.
A good example would be Al-driven start-ups.

UiPath, a leading robotic process automation (RPA) business, along with other com-
panies that are based on artificial intelligence, have become major disruptors in the auto-
mation of repetitive labor in industries such as banking, healthcare, and logistics. These
business owners are working on inventing solutions that enable organizations to reduce
their costs and improve their operational efficiency, which in turn enables them to expand
their operations more quickly and into new markets. There is a connection between the
role that artificial intelligence plays in entrepreneurial efforts and the production of prod-
ucts. Companies such as OpenAl, for example, use machine learning to construct genera-
tive artificial intelligence tools that can generate new content, visuals, and software code.
As a result, these tools have the potential to revolutionize several industries, including the
entertainment industry, marketing, and software development.

10.6.3 The Decentralized Finance and Blockchain Technology

The technology known as blockchain is causing a shift in the landscape of entrepreneurship
by enabling new forms of trust and security to be used in digital transactions. Blockchain
technology is used by business owners to construct decentralized platforms that eliminate
the need for intermediaries and provide both security and transparency in several indus-
tries, including the banking, supply chain management, and real estate sectors. An example
of this would be blockchain firms that provide decentralized financing (DeFi).

Established industries are being disrupted by new businesses that are powered by block-
chain technology. Entrepreneurs who are behind websites such as Uniswap and Aave are
leading this change in democratizing access to financial services and questioning established
banking institutions. Decentralized finance (DeFi) companies provide blockchain-based
financial services such as lending, borrowing, and trading. These companies are doing this
without the need for traditional banks. Additionally, blockchain technology is used in areas
such as intellectual property management. In this context, distributed networks have the
potential to provide more secure methods of monitoring ownership and preventing piracy,
which may be of assistance to enterprises operating in creative industries.

10.6.4 Implementation of the Internet of Things (lot) and Intelligent
Infrastructure

The adoption of the Internet of Things in a variety of businesses provides company owners
with new opportunities for innovation. Through the Internet of Things (IoT), physical
items can collect and transmit data in real time, which enables the creation of intelligent
ecosystems that optimize the use of resources and improve the service supply. A growing
number of entrepreneurs are establishing businesses centered on connected healthcare,
smart cities, and smart homes to capitalize on the massive amounts of data generated by
Internet of Things devices.

Companies such as Nest, which Google recently acquired, have been at the forefront of
developing smart home equipment such as thermostats. These devices can learn the prefer-
ences of their users and automatically adjust the temperature settings to maximize energy
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efficiency. These types of business owners continue to innovate by creating solutions that
connect several aspects of day-to-day life and provide clients experiences that are faultless.

10.7 A Purpose-Driven Approach to Entrepreneurship and Its
Development

Because an increasing number of enterprises are now focusing not only on being profit-
able but also on having a positive impact on society and the environment, the future of
entrepreneurship will be increasingly driven by a sense of purpose. This shift is driven by
consumers, investors, and workers, who are increasingly demanding that firms prioritize
sustainability, ethics, and inclusivity the highest priority in their operations.

10.7.1 Sustainability Social Enterprise

One kind of entrepreneurship that is gaining popularity is known as social entrepreneur-
ship, which aims to solve social concerns while maintaining a profitable business model.
Creative solutions are being implemented by entrepreneurs to address pressing global
issues such as poverty, climate change, and access to healthcare globally. One example is
Patagonia’s business strategy, which is environmentally responsible.

This outdoor apparel company, Patagonia, exemplifies what it means to be a purpose-
driven business. Patagonia, which was founded by Yvon Chouinard, has made sustain-
ability a primary emphasis of business operations by using recycled materials, advocating
for the preservation of the environment, and committing to donating a portion of its prof-
its to environmental groups (Chouinard, 2016). These types of models serve as sources
of inspiration for entrepreneurs, who are gradually establishing businesses that prioritize
the triple bottom line, which includes profit, people, and the environment. In addition,
firms that are focused on sustainability are pushing the construction of circular economy
models. These models include the production of items that can be reused, repaired, and
recycled, hence reducing waste and the effect on the environment.

10.7.2 Globalization and the Shift toward Emerging Markets

Measures that consider environmental, social, and governance (ESG) factors, in addition
to impact investment, indicate that a wider society is moving toward more responsible
economic activity. What investors are looking for more than anything else is support for
new businesses and enterprises that demonstrate a strong commitment to social and envir-
onmental causes. Financial availability and customer loyalty are increasing for those that
align their firms with environmental, social, and governance (ESG) goals. As an example,
the plant-based revolution that Beyond Meat launched.

Businesses such as Beyond Meat have successfully capitalized on the widespread demand
among consumers for alternatives to traditional meat that are less harmful to the environ-
ment and derived from plants. In addition, Meat has undergone rapid expansion because
of its efforts to combat the negative impacts of animal husbandry on the environment
and to promote healthier food. The company’s products are presently offered in large
supermarkets and restaurants worldwide (Creswell, 2023). It is clear that businesses that
are focused on the future might benefit from the intersection of innovation, sustainability,
and wellbeing.
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Third, we have globalization and a shift against rising markets. The worldwide environ-
ment for entrepreneurs is undergoing a significant transformation because of the growing
significance of emerging markets. Rapid growth in entrepreneurial activity is driven by
factors such as increasing internet penetration, the rise of the middle class, and the avail-
ability of additional financing in regions such as Africa, Southeast Asia, and Latin America.

10.7.3 Technology Hubs in Emerging Markets

Business owners in developing areas often vent into well-established industries and adopt
cutting-edge technologies such as mobile payments, e-commerce, and fintech. These
entrepreneurs produce innovative solutions that are tailored to meet the needs of the local
community. Mobile payment systems such as M-Pesa in Kenya have revolutionized the
concept of financial inclusion (Jack and Suri, 2014). These systems provide individuals
who do not have bank accounts with the ability to access financial services via their mobile
phones. In addition, the proliferation of global venture capital and incubators that are
centered on emerging markets is beneficial to entrepreneurs in these regions. Increasingly,
investors are focusing their attention on information technology (I'T) hubs such as Lagos
(Nigeria), Bangalore (India), and Sio Paulo (Brazil), which are poised to fuel the subse-
quent wave of innovation around the globe.

10.7.4 The Future of Work and Gig Economy

In addition, the trajectory of entrepreneurship is intricately intertwined with the changing
nature of employment. There is a shift in the way entrepreneurs start and expand their
businesses because of the gig economy and the trend toward remote work. Currently,
business owners may utilize digital platforms to operate organizations that are more com-
pact and flexible, to delegate tasks to independent contractors, and to have access to talent
from all over the globe.

10.7.5 Digital Nomad and Gig economy

It is now much easier for companies to communicate with freelancers from all over the
world because of the proliferation of platforms such as Upwork and Fiverr. These plat-
forms have reduced the necessity for traditional full-time employees. A consequence of this
is the emergence of the gig economy, which is characterized by businesses expanding more
efficiently by employing independent workers for specific tasks (Sundarajan, 2016). At the
same time, the concept of the digital nomad is becoming more widespread, as company
owners who run entirely remote companies can live and work from any location on the
planet. Startups are now able to operate without being constrained by local regulations,
which is a move that is opening new opportunities for entrepreneurs across the globe.

10.7.6 Entrepreneurship in the Age of Resilience

Entrepreneurship will increasingly concentrate on resilience, which is the ability to with-
stand and adapt to shocks, as the world confronts crises that have never been seen before.
Emergencies such as pandemics and climate change are examples of such crises. To thrive
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in uncertain circumstances and survive disruptions, entrepreneurs need to develop robust
and adaptable business models that can survive disruptive events.

10.7.7 Innovation Driven by the Crisis

The COVID-19 outbreak demonstrated how quickly and adaptable company owners may
be to ensure that their customers’ requirements are met. Numerous start-ups in the health
technology industry, for example, hastened the development of telemedicine systems to
offer solutions for healthcare that may be delivered remotely. Similarly, firms in the e-
commerce and logistics industries adapted their operations to accommodate disruptions
in the supply chain by implementing new delivery techniques and increasing their use of
automation. For entrepreneurs to be able to establish businesses that not only survive but
also gain opportunities for growth and innovation as a result of catastrophes, they should
prioritize resilience in their plans for the business world.

10.8 Conclusion

Risk management is an essential aspect of entreprencurship, and it necessitates the
implementation of a proactive and dynamic plan to successfully navigate the unpredict-
ability of the entreprencurial route When it comes to risks, entrepreneurs face a wide
range of challenges, including but not limited to market volatility, operational inefh-
ciencies, regulatory obstacles, and technological advancements. The capacity of entre-
preneurs to adapt to their environments is ensured by their awareness of these risks and
the formulation of strategies to mitigate them via the use of both analytical and intuitive
decision-making processes. At the same time as technological advancements and shift-
ing societal expectations are driving the development of entreprencurship, the entre-
prencurial mindset must also evolve to accommodate the new reality. The dual-process
model of decision-making, which combines intuition with logic, enables entreprencurs
to make rapid yet sensible conclusions. This contrasts with contingency approaches,
which include effectuation, which provides the necessary flexibility to pivot and respond
to environmental uncertainty.

In the future, we can see that the ever-present globalization of markets, social impact
concerns, and technological innovation will continue to have an increasing influence on
entreprencurship. The creation of purpose-driven businesses reflects the growing atten-
tion being given to ethical and environmental concerns. Moreover, emerging technologies
such as artificial intelligence, blockchain, the Internet of Things, and the gig economy
are causing industries to change and creating new opportunities for entreprencurs. The
entreprencurs who are most likely to be successtul in the ever-evolving landscape of entre-
preneurship are those who are resilient, adaptable, and focused on the future. These entre-
prencurs will be able to convert challenges into opportunities for innovation and growth.
It is thus more important to embrace uncertainty with a combination of foresight, agility,
and strategic thinking to effectively manage risk than to avoid ambiguity because of this.
The capacity to continuously innovate, adapt to disruptive forces, and establish sustainable
firms that not only achieve profitability but also address more general needs of society will
be the defining characteristic of entreprencurship in the years to come.
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Case Study: Melanie’s Al Healthcare Start-Up
Siyath Thamuditha Gallage and Adnan ul Hagque

In a successful Information Technology firm, working at the middle level manage-
ment Melanie is considering resigning from her stable corporate to start her own
tech entrepreneurial venture. She is primarily focusing on improving telehealth ser-
vices through developing an Al-powered healthcare solution. Driven by her axi-
ological stance, she aims to operate in rural areas, reflecting her early childhood
experiences of growing up in rural areas, where access to healthcare facilities was lim-
ited. Before pursuing her plan, Melanie must assess the risks inherent to her entre-
preneurial journey. The key risks she identified are as follows:

Strategic Risk

Melanie critically assesses her strategy to enter in the market, contemplating whether
she should invest her resources entirely in the U.S. market or explore international
opportunities as well. To manage this strategic risk, she prototypes a pilot program in
one county. This allows her to assess and check her business model prior to expand-
ing the business scope to serve a larger market.

Financial Risk

Quitting a stable job for an entreprenecurial venture is both overwhelming and
extremely risky, especially given the higher chance of a new startup failure. Instead
of remaining reliant primarily on her personal savings, she opts for a hybrid finan-
cing strategy. Rather than solely relying on her personal savings, she adopts a hybrid
financing strategy, combining capital venture with her savings. This move creates a
‘safety net” and allows her to secure funding for quick development of products and
marketing.

Legal and Regulatory Risk

After recognizing the complex legal framework of the healthcare sector, she consults
professionals and legal experts in the field during the early stages of her business.
This strategically pre- emptive approach enables her to remain compliant with indus-
trial laws and regulations. Moreover, enabling Melanie to acquire patents for her
innovative Al algorithms, thereby safeguarding her intellectual property.

Market Risk

Melanie recognizes immediately that navigating the healthcare sector is difficult
because of its rigid regulatory environment. Additionally, the unique needs of the
target audience further increase challenges. She conducts extensive market research
to deal with these risks and assess an acceptable level of demand for her potential
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product. During her research, Melanie not only identifies a gap in telehealth services
but also explores the potential of how awareness could be enhanced, especially in
the underserved rural communities. This insight reinforces and solidifies her market
position.

Decision-Making Process

Melanie pursues a twin-track method as data-driven analysis with intuitive insights
combined together in her decision-making. The several years of relevant industry
experience she possesses and strongly develops an attitude to maintain faith in her
own instincts. Nonetheless, she also values the meticulous and robust informa-
tion gathered from market research studies and consulting experts. By maintaining
this balanced approach, she enables herself to be flexible and adaptive in a highly
dynamic, challenging and competitive environment so she can meet the market and
consumers’ needs in an effective and eflicient manner.

Future Considerations

Moving forward, Melanie must identify, anticipate, manage, and address emerging
risks, such as changing consumer preferences, buying behaviour, and technological
disruptions. She proceeds by deciding to implement a lean start-up framework,
emphasizing the creation of a minimum viable product (MVP). This approach helps
her to quickly gather the feedback from the consumers and modify her product
through iterative improvements.

Reflection Questions

e According to you, what are some of the most critical risks Melanie encountered
while launching her own entrepreneurial venture? Justify your statements?

e Critically evaluate Melanie’s strategic approach to address strategic, financial,
legal, and market risks. What additional measures should she consider?

e Explain why it is essential for entrepreneurs to balance between intuitive and
logical analysis when making decisions. How can a twin-track approach impact
the entrepreneurial venture’s outcome?

e What other challenges might Melanie encounter in a volatile, uncertain, com-
plex, and ambiguous (VUCA) environment? Suggest strategies to overcome these
challenges.

e As an inspiring entrepreneur, what lessons can you learn from Melanie’s approach
to decision-making and risk management?
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From Margins to Markets

Exploring Barriers and Pathways for
Transgender Entrepreneurs

Harmandeep Kaur, Riffat Faizan and Adnan ul Haque

11.0 Introduction

Entrepreneurship has often been a source of innovation, social mobility, and economic
development (Crenshaw, 1989; Balachandra et al., 2019; Faizan et al., 2019). On the
other hand, it is not guaranteed that all types of entrepreneurs will have equal access to
resources in the entrepreneurial landscape. Distinct and unique challenges are faced by
marginalized groups, including transgender entrepreneurs, who, because of their gender
identity, encounter difficulties not only in starting but also in maintaining their ventures.
Although scholars have shown more interest in entrepreneurial marginalized groups,
gender intersection, and societal exclusion, the study of transgender entrepreneurship is
still understudied (Hughto et al., 2015). Unique barriers are faced by transgender individ-
uals, and the exploration of potential opportunities for them remains largely unexplored in
the mainstream entreprencurship literature (Galloway et al., 2015). Thus, this chapter fills
the gap in the literature by critically evaluating the constraints and opportunities encoun-
tered by transgender entrepreneurs.

Owing to discrimination and social exclusion, transgender entrepreneurs experience dif-
ficulties in securing funding and accessing financial resources, often resulting from cultural
and societal stereotypes. Additionally, their participation in business activities is further
hindered by institutional barriers, such as complex and rigid bureaucratic processes and
recognition of legal gender (Darden et al., 2022; S et al., 2024). Furthermore, the strug-
gles for transgender entrepreneurs are often further intensified by the dominance of the
cisgender and heteronormative norms within the entrepreneurial ecosystem, resulting in
bias and invisibility (Martinez Dy et al., 2014). Conversely, transgender individuals benefit
from digital economies and platforms, as they offer potential opportunities by reducing
reliance on traditional business practices and conventional capital structures (Murad and
Rambley, 2024). A solid foundation for transgender entrepreneurship is provided in the
shape of the digital economy, as it plays a vital role in bypassing gender discrimination
while developing niche markets and nurturing support within the trans community.

11.1 Literature Review

11.1.1 Broadening the Scope of Transgender Entrepreneurship

A systematic review of transgender entreprencurship broadens the scope of the entre-
preneurship literature, especially focusing on marginalized groups’ opportunities and
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challenges. Intersectional factors of identity, such as race, sexual orientation, and class, are
explored through transgender entreprencurs’ real-life experiences. This chapter reflects
on potential opportunities (especially emerging trends in the digital economy) prevailing
within the existing entrepreneurial ecosystem while addressing the specific challenges faced
by transgender individuals. Professional networks and personal connections play vital roles
in the formation of social capital, which is important for the success of entrepreneurship.
Nonetheless, a unique challenge for transgender entrepreneurs is exclusion from networks
that could help them build social capital.

11.1.2 The Limited Focus on Transgender Entrepreneurship in
Existing Literature

The literature on the intersection of gender and entrepreneurship is limited, with an exten-
sive focus remaining on women entrepreneurs and minority groups (Crenshaw, 1989;
Faizan and Haque, 2016; Kaur and Haque, 2024). Nonetheless, transgender entrepre-
neurship still remains understudied to a greater extent. Distinct economic and social con-
straints impact transgender individuals in the entrepreneurial space because of transgenders’
non-conforming gender identity. According to Rietveld and Patel (2022), a higher level
of discrimination is faced by transgender individuals than by other marginalized groups,
which significantly affects their access to essential resources in entrepreneurial ecosystems.
Moreover, transgender entrepreneurs face a double challenge that includes (i) the typical
challenges that all types of entrepreneurs face: setting up a business and additional (ii)
societal and social bias that hinders their access to funding, participation in mentorship
programs, and developing social networks (Murad and Rambley, 2024). However, access
to funding remains the most notable barrier for transgender entrepreneurship (Darden
et al., 2022). In other words, among these challenges, access to capital remains the most
prominent barrier.

11.1.3 Subconscious Biases and Limited Access to Funding

A study by Galloway ct al. (2015) revealed that entreprencurial ventures owned by trans-
gender individuals often receive underfunding because of subconscious biases and nega-
tive perceptions. Hughto et al. (2015) argued that while male entreprencurs benefit from
biased structures and that female entrepreneurs receive a lesser portion of financial assis-
tance, transgender individuals face even greater financial limitations due to heightened
prejudice and societal norms. Interestingly, Galloway et al. (2015) reported that trans-
gender women face greater difficulties than transgender men do because of exclusions
from financial institutions amid societal norms and pressures.

11.1.4 The Role of Social Capital and Network Exclusion

The latest work of Thoroughgood etal. (2020) also confirmed that social capital is relatively
low for transgender entrepreneurs, which is due to limited social network support, result-
ing in slower progress in comparison to that of general entreprencurial ventures. Studies
have shown that personal and professional networks play a critical role in the success of the
entreprencurial venture, as they form the social capital crucial for businesses (Faizan and
Haque, 2016; Rictveld and Patel, 2022). Nonetheless, the study of Thoroughgood et al.
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(2020) revealed that exclusion from social networks is the result of very little understand-
ing of transgender identities and prejudice in social circuits. Heteronormative and cis-
normative standards are dominant in the entrepreneurial ecosystem, which marginalizes
transgender individuals because they struggle to form legitimacy and access mentorship
support (Galloway et al., 2015). Interestingly, transgender individuals are also excluded
from LGBTQ+ business networks (Moser et al., 2022).

11.1.5 Opportunities in the Digital Economy for Transgender
Entrepreneurs

Despite these challenges, the digital economy has opened new opportunities for trans-
gender entrepreneurs, even though barriers remain significantly high (Murad and Rambley,
2024). E-commerce and social media platforms allow transgender entrepreneurs to bypass
traditional channels such as banks and venture capitalists, increasing their independence
(Murad and Rambley, 2024). These digital platforms help transgender entrepreneurs
target niche markets and foster inclusive business environments within the LGBTQ+ com-
munity (Thoroughgood et al., 2020). Digital entrepreneurship also allows transgender
individuals to build personal brands linked to their gender identity, helping them reach
broader audiences in a safe space. Social and geographic barriers are minimized in digital
markets, enabling transgender entrepreneurs to operate in a secure environment (Moser
etal., 2022).

11.1.6 Intersectionality: Understanding Compounded Barriers and
Resilience

A lack of an intersectional approach to exploring transgender entreprencurship has been
identified as a significant gap in the academic literature. Crenshaw’s (1989) concept of
intersectionality provides insights into how distinct identity markers—such as gender, race,
sexual orientation, and class—intersect to shape experiences of privilege and discrimin-
ation. The barriers faced in entreprencurship by transgender individuals are further inten-
sified for those with multiple marginalized identities (Jefferson et al., 2013). For example,
greater discrimination is experienced by transgender entrepreneurs than by their white
counterparts because of the compounded effects of transphobia and racial bias. These
compounded effects restrict business networks and access to financial resources (Jefferson
et al.,, 2013). Additionally, transgender women are rendered particularly vulnerable to
social exclusion and violence, significantly hindering their entrepreneurial ventures and
aspirations (Hughto et al., 2015).

However, intersectionality also presents potential opportunities. Resilient strategies
are often developed by transgender entreprencurs through the adoption of adaptive
approaches and by targeting niche markets (Darden et al., 2022). An intersectional frame-
work is essential for providing a comprehensive view of the various challenges faced by
transgender entrepreneurs and how intersecting identity factors shape their business expe-
riences (Moser et al., 2022).

11.2 Distinct Barriers for Transgender Entrepreneurs

This section discusses different barriers and challenges faced by transgender entrepreneurs.
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11.2.1 Institutional and Legal Barriers in Transgender
Entrepreneurship

A focus on institutional and legal barriers faced by transgender entrepreneurs has been
highlighted by recent studies, such as those conducted by Moser et al. (2022). One of the
critical hurdles identified is the legal recognition of gender identity. In many countries,
the process of changing the gender marker on legal documents is considered lengthy and
complex, making it difficult for transgender entrepreneurs to apply for loans or business
registration (Hughto et al., 2015; Galloway et al., 2015). Legal discrimination is also
faced by transgender entrepreneurs, including exemptions from employment protec-
tions, which deter them from pursuing or starting entrepreneurial ventures (Darden et al.,
2022). Studies suggest that better performance is exhibited by transgender entrepreneurs
in regions with more progressive recognition laws, where stronger support networks and
greater access to entreprencurial resources are available (Moser et al., 2022). Nonetheless,
legal protection and recognition are insuficient if structural inequalities and biased cul-
tural attitudes persist (Martinez Dy et al., 2014).

11.2.2 Social Norms, Biases, and Exclusion in Entrepreneurial Activities

Societal norms, biases, discrimination, and social exclusion negatively affect the partici-
pation of transgender individuals in entrepreneurial activities. In addition, transgender
entrepreneurs struggle to build strong supportive and meaningful networks, as they are
often viewed as outsiders, even within LGBTQ+ communities. As a result, they experience
limited access to financial assistance and restricted opportunities for mentoring programs,
which hinders their ability to develop social capital. The literature reveals that these barriers
are outweighed by opportunities (Kollen, 2016; Galloway et al., 2015; Moser et al., 2022;
Jefterson et al., 2013; Darden et al., 2022; Murad and Rambley, 2024). Interestingly, the
work of Murad and Rambley (2024) also revealed that in emerging economies, trans-
gender entrepreneurs face additional challenges such as bullying and harassment.

11.2.3 Financial Barriers and Institutional Discrimination

Compared with other entrepreneurial groups, transgender entrepreneurs access financial
resources at significantly lower levels. Institutional discrimination and investor biases fur-
ther reduce their access to essential funding for businesses starting and running businesses
(Kollen, 2016; Martinez Dy et al., 2014; Rietveld and Patel, 2018; Balachandra et al.,
2019; Gamarel et al., 2020). A thorough review identified one of the most significant bar-
riers for transgender entrepreneurs as access to financial resources. Negative perceptions
and subconscious biases contribute further to a belief among investors that transgender
individuals represent greater risk, making them reluctant to fund transgender-led entre-
preneurial ventures. Additionally, trans women of color are further excluded from financial
support because of compounded discrimination.

11.2.4 Legal and Structural Barriers to Transgender Entrepreneurship

The literature also identifies systematic discrimination against transgender entrepreneurs
stemming from institutional barriers that negatively impact their businesses. Furthermore,
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reports of harassment and bullying experienced by transgender entrepreneurs are common
(Murad and Rambley, 2024). Despite reforms and evolving legal frameworks aimed at
supporting LGBTQ+ communities, the legal system has remained rigid, hierarchical, and
time-consuming, making it difficult for loans to be applied for or for commercial business
activities to be commenced by transgender individuals (Moser et al., 2022; Jefterson et al.,
2013. The absence of legal recognition for transgender identities further contributes to
these challenges through in-depth analysis (Martinez Dy et al., 2014; Moser et al., 2022).
In regions lacking legal recognition of transgender identities, weak structural support and
exclusion from employment protections are common experiences for these individuals
(Martinez Dy et al., 2014; Moser et al., 2022; Murad and Rambley, 2024).

11.3 Digital Platforms: New Opportunities and Shifting Trends

An in-depth review of the literature has revealed many challenges faced by transgender
individuals, with compounded effects impacting their entrepreneurial ventures. However,
potential opportunities are also presented by the emergence of e-commerce, social media,
and other digital platforms. These platforms enable the bypass of traditional channels,
providing greater independence and opportunities to reach a wider audience. The shift
from traditional entrepreneurship to digital entrepreneurship has facilitated the creation
of personal brands and entry into niche markets that were previously overlooked by main-
stream channels and businesses (Martinez Dy et al., 2014 Galloway et al., 2015; Moser
et al., 2022, Jefterson et al., 2013).

The literature also emphasizes that the barriers faced by transgender entrepreneurs
extend beyond economic constraints to include institutional and social patterns, such as
social exclusion and stigma. The compounded effects on transgender entrepreneurship
are influenced by race, sexual orientation, gender, and class. Additionally, support from
LGBTQ+ communities is often not extended to transgender entrepreneurs within their
networks, further reducing social support. Despite these challenges, trends are changing
that are creating safe spaces for transgender entrepreneurs on digital platforms.

Recent studies related to artificial intelligence (AI) have shown that psychological
responses to Al can vary by gender (Velinov et al., 2024). It has been suggested that
different psychological responses might be experienced by transgender entrepreneurs,
although whether these responses are positive is still unknown. Furthermore, the develop-
ment of strategies related to customer loyalty on digital platforms must be prioritized, as
customer loyalty and recommendations are considered vital to business success (Hughto
et al., 2015). Health and safety considerations must also be emphasized (Dylan, 2024),
as it is known that entrepreneurial activities affect the personal well-being of individuals.
Psychological well-being is linked to adaptability and performance (Velinov et al., 2024),
so ensuring that the psychological well-being of transgender individuals remains intact is
essential.

11.4 Conclusion

In-depth analysis of entreprencurial ecosystems reveals both challenges and opportun-
ities for transgender entreprencurs. However, the challenges and difficulties are rela-
tively greater than the opportunities. The most prevalent difficulties include institutional
investor biases, lack of access to funding, inadequate social capital, discrimination and
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social exclusion, even within the trans community itself, where trans women face more
hurdles than other trans women do.

Although increasing awareness and a culture of inclusivity are being developed in many
countries, the social support network and access to financial resources for transgender indi-
viduals to start and manage businesses remain restricted. Moreover, inclusion and support
for transgender individuals within LGBTQ+ communities are largely absent. Nonetheless,
the emergence of the digital economy and the growth of digital platforms provide safer
spaces for transgender entrepreneurs, offering opportunities to reach wider audiences,
establish themselves in niche markets, bypass traditional barriers, and develop personal
brands. This suggests that the way forward for transgender entrepreneurs is to utilize
digital platforms effectively.
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Case Study: Navigating the Entrepreneurial Landscape:
A Case Study of Transgender Entrepreneur

Harmandeep Kanr

The awareness and recognition by the entreprencurial landscape regarding the
unique difficulties transgender entrepreneurs faced over the course of the last several
decades have significantly increased. The focus of this case is on a transgender entre-
preneur, Alver, a pioneer of gender-inclusive fashion who set up an online boutique.
Alver’s entrepreneurial journey demonstrates the institutional difficulties, social and
societal stigmas, and structural obstacles and barriers that transgender entrepreneurs
face while pursuing their own businesses and small-scale ventures.

At the start, the biggest obstacle for Alver was to secure funding. A trend of preju-
dice, discrimination and bias among investors was evident and reflected in traditional
banks” usual reluctance to lend funds to transgender people running and managing
businesses. Due to limited access to funds, Alver was compelled to start his own
venture through crowdfunding initiatives and bootstrapping (personal saving and
resources). Although these obstacles existed, Alver nevertheless successtully man-
aged and marketed his venture by using digital platforms for specialized audiences,
establishing a significant online presence that conveys the message of the brand’s
inclusivity.

In Alver’s entreprencurial journey, another important factor that played a piv-
otal role was social barriers. The sense and feeling of isolation mounted for Alver
when many LGBTQ+ support groups initially ignored his entreprencurial venture.
Nonetheless, Alver found enormous support once the awareness and recognition
grew widely about the significance of

intersectionality in the business world. The establishment of relationships and stra-
tegic partnership with other LGBTQ+ businesses started to thrive, resulting in the
formation of a supportive network that not only promoted collaboration but also
enhanced the transgender business owners’ visibility worldwide.

The concept of inclusivity grew and was more openly embraced by the cor-
porate world as Alver’s venture continued to grow. Opportunities for Alver further
expanded as he participated in training programs and pitch events that were custom-
ized by major corporations with the intention of helping marginalized groups. This
helped in attaining essential and invaluable resources as well as initiated the process
of removing the prejudices and biases that were hindering for long transgender indi-
viduals’ participation in the entrepreneurial world for so long. Alver did not give up
the hope and continued to make the most of the available opportunities, irrespective
of how small the margin was. Although there are still many difficulties and obstacles
to tackle, the growth and expansion of digital platforms and increasing acceptance
regarding intersectional identities have offered transgender entrepreneurs’ oppor-
tunities to thrive. The story of Alver’s entreprencurial journey is a testament to hope,
adaptability, and resilience against all odds.
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Reflection Questions

e What different systemic difficulties Alver have encountered when attempting to
secure capital for their business?

® Briefly explain how digital platforms played a role in the success of Alver’s entre-
preneurial journey.

e How has the changing business environment affected the resources accessible to
transgender entreprencurs, as reflected in the case of Alver?

e Why is it essential for LGBTQ+ support networks to include transgender entre-
preneurs in their initiatives?



Chapter 12

Entrepreneurial Stress and Structural
Support

Irfan ul Haq and Riffat Faizan

12.0 Behind the Curtain: Stress and Entrepreneurs

Stress can be defined as the imbalance between environmental demands (Lazarus, 1966;
Haque and Aston, 2016; Haque, 2023; Kaur and Haque, 2024 ) and an individual’s ability
to cope with the consequential demands (Contrada and Baum, 2011). However, custress,
also known as good stress or little stress, is useful for focus and performance, as it triggers
the release of adrenaline in the body (Sapolsky, 2004; Faizan and Haque, 2019; Haque,
2020). The brain region that processes emotions is called the amygdala; it sends distress
signals to the hypothalamus, which functions as a command center for the body. The hypo-
thalamus communicates through the nervous system, which triggers a response to either
escape the threat or confront the perceived stress (Sapolsky, 2004; McEwen, 2007). This
phenomenon is described as the “fight-or-flight” reaction (Selye, 1936; Haque, 2023).
While eustress is good for entrepreneurs, as it helps individuals perform in the demanding
field, distress or bad stress must be identified and managed to ensure the mental well-being
of entrepreneurs (Haque and Yamoah, 2021; Haq et al., 2024a).

Entreprencurial stress refers to the physical, emotional, and psychological strain that is
inherent in the uncertainties, demands, and challenges of starting a new venture (Rauch
et al., 2018). In other words, we can argue that entrepreneurial stress can be referred to
as entrepreneurial distress. Contributing factors that worsen stress include vulnerability to
socioeconomic conditions and resource scarcity (Clough et al., 2019). Thus, the potential
impact of entrepreneurial stress affects individuals’ health as well as the success of entre-
preneurial ventures. Furthermore, this stress encompasses a range of pressures, such as
financial instability, extended work hours, market competition, decision-making dilem-
mas and the constant need to adapt to changes. By recognizing these stressors, effective
strategies can be developed and implemented to manage entreprencurial stress (Lerman
et al., 2020).

Prolonged and unmanaged stress can lead to health issues such as insomnia, anx-
iety, depression, and an increased risk of burnout (Hobfoll et al., 2018; Haque, 2022).
A plethora of research confirms that personal relationships may become strained due to
financial pressure and time constraints, which can lead to decreased productivity and hinder
innovation (Freeman, 2015; Thompson, 2019). In other words, professional and personal
well-being are at stake. In the absence of proper coping mechanisms, sustaining long-term
resilience in facing these challenges could be difficult (Freeman, 2015; Bregman, 2019).
Thus, developing a sustainable long-term coping mechanism is imperative to ensure the
long-term physical and mental well-being of entrepreneurs.
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12.1 Dissect and Dismantle: Understanding the Causes of
Entrepreneurial Stress

Several factors contribute to entreprencurial stress, each stemming from the unique
demands and challenges of starting and running a business. Financial pressure is one of
the primary sources of entreprencurial stress, as it directly impacts the viability and success
of the business. Research shows a significant relationship between financial hardship and
impaired well-being among entrepreneurs (Annink, 2016; Haq et al., 2024a). Securing
initial funding is a constant constraint; for entrepreneurs, managing loans, investor expec-
tations, and potential financial losses can be particularly intimidating.

Although entreprencurial stress is often perceived as challenging, recognizing its positive
aspects can transform it into a catalyst for growth and success. For example, entrepreneurs
can use financial stress as motivation to develop effective financial management strategies.
Seeking professional advice, diversifying funding sources, and maintaining a buffer for
unexpected expenses are essential strategies for mitigating financial stress in entrepreneur-
ship. However, since entrepreneurs differ in their personalities, their perceptions of stress
and resilience may vary (Haque, 2024).

High levels of economic uncertainty and significant time and deadline pressure are also
prominent stressors in entrepreneurial ventures (White and Gupta, 2020). Hence, the
viability of a business is often closely linked to financial pressure. As a business grows, the
need for additional support in the form of staff and funding increases to expand market
shares. Furthermore, achieving and maintaining profitability is a constant concern for
entreprencurs, compounded by uncertainties in market demand, economic fluctuations,
and financial instability. Eustress, or “good stress,” encourages entrepreneurs to seek cost-
effective solutions and explore alternative approaches to operational challenges (Haque
et al., 2020). Thus, striking a fine balance is essential to ensure that stress remains man-
ageable and controlled.

Entreprenecurs often put their personal finances on the line (Haq et al., 2024a). The risk
oflosing personal savings, mortgaging homes, or draining retirement funds adds significant
stress, particularly if the business faces difficulties. However, this situation also encourages
the optimization of resources, reduces unnecessary expenses, and promotes efficiency and
sustainability. Managing these financial burdens while ensuring continued growth adds
another layer of pressure. Effectively managing stress enhances leadership capabilities, as
entreprencurs learn to make tough decisions under pressure (Haque, 2024).

In many cases, entrepreneurs use their personal assets and finances—such as savings,
remortgaging, or even retirement funds—to support their ventures. They operate under
the pressure of being responsible for the well-being of their entrepreneurial ventures
(Grant and Ferris, 2012). Therefore, effective and efficient decision-making, organiza-
tional leadership, and precise control over various processes are crucial.

Compared with employees, entrepreneurs experience higher levels of stress (Cardon
and Patel, 2015). When an entrepreneur experiences work-related stress, it can negatively
impact their subordinates. As stress levels rise, work quality tends to decline, leading to
decreased overall productivity and effectiveness, especially as the demand to stay competi-
tive increases. In addition, business growth may present entrepreneurs with challenges in
managing internal team dynamics. Conflicts within the team can also be a source of entre-
prencurial stress (Bentlage, 2017). Role conflicts and unclear job responsibilities within a
team can increase stress and lead to internal tensions.
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Because entrepreneurs serve as role models for their employees, they can harness stress
as fuel ambition and drive them to achieve ambitious goals. The pressure to succeed may
inspire creative problem solving and innovation within the business (Haq et al., 2024b). In
the early business stages, the success of a business relies heavily on the founder’s individual
performance and contribution (Rauch and Frese, 2007; Bentlage, 2017). This heavy reli-
ance on the founder’s input also increases stressors due to ambiguity and undefined roles
and responsibilities, as entrepreneurs often juggle multiple roles, such as being manager,
marketer and accountant. This multitasking can overwhelm entrepreneurs as they balance
conflicting demands.

The ability to self-regulate and cope with stress in the entrepreneurial process can be
hindered by negative emotions (Przepiorka & Blachino, 2016). Additionally, the relation-
ship between stress levels and concerns about business failure can impair an entrepreneur’s
decision-making ability, potentially leading to poor strategic choices and accelerating the
timeline for business failure.

12.2 The Equation: Unravelling the Impact of
Entrepreneurial Stress

The stress experienced by entrepreneurs is a complex issue arising from the distinct demands
and uncertainties associated with entrepreneurship endeavors. The constant pressure for
innovation and growth, market competition, financial uncertainties, and venture setbacks
greatly impact the well-being of entrepreneurs.

Financial uncertainty, often in the form of bootstrapping — relying on limited resources
or self-funding — can be a significant contributor to stress. The stress level can intensify due
to challenges in cash flow management, inconsistent revenue streams, and financial fore-
casting difficulties. Entrepreneurs perform diverse roles across the organization, including
operations, finance, marketing, and, at times, even customer service. Balancing workload
and time management becomes challenging, leading to burn out and reduced product-
ivity. The pressure to stay competitive in the market adds further stress, as entrepreneurs
strive to remain ahead in the competitive landscape. Additionally, persistent fatigue and
fear of failure can lead to the development and worsening of mental health issues. Over
time, these stressors may contribute to chronic stress, which can deteriorate physical and
emotional well-being, leading to depression, isolation and reluctance to seek help due to
perceived stigma.

While stress is an inevitable aspect of the entrepreneurial journey, its impact can be
mitigated through proactive strategies and support systems. The first step is to identify
and recognize the sources of stress, prioritize mental health, and foster resilience so that
entrepreneurs can sustain their mental well-being while navigating the complexities of
business ownership.

12.3 Building Stability: Structural Support for Entrepreneurs

The intrinsic uncertainties and challenges of entrepreneurial endeavors are inherent key
aspects of entrepreneurship, which vary significantly depending on environmental factors
and the operating environment. Therefore, there is an evident need for effective support
systems within the private sector. Allocating time properly, defining work boundaries, and
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maintaining a work-life balance can foster healthy habits and help minimize stress, paving
the way for developing resilience.

In addition, embracing change and learning from setbacks can strengthen resilience
in the face of challenges. Entrepreneurial stress is a significant issue that requires pro-
active management and support. By acknowledging its sources, understanding its impact,
and implementing effective coping strategies, entrepreneurs can enhance their resilience
and well-being. Ultimately, addressing entreprenecurial stress not only benefits individual
entrepreneurs but also contributes to a more sustainable and innovative entrepreneurial
ecosystem.

12.3.1 Mentorship System

The mentorship system plays a crucial role in supporting entrepreneurial well-being by
pairing less experienced entrepreneurs with seasoned mentors who can provide guidance,
share experiences, and offer emotional support as coping mechanisms for stressors. One-
on-one mentoring, peer-group mentoring, and reverse mentoring programs enable goal
alignment through matching programs, where mentors are paired with their mentees based
on shared goals, personalities, and expertise. However, finding the right mentor-mentee
match can be a crucial element in entrepreneurial success. Mentors offer strategic advice on
business planning, market strategies, and operational efficiencies, providing entrepreneurs
with invaluable insights and lessons learned. Moreover, mentorship programs offer emo-
tional support to help entrepreneurs overcome setbacks and challenges, fostering resili-
ence through encouragement and knowledge transfer. However, sustaining a long-term
mentoring relationship can be challenging because of the time commitment required from
both mentees and mentors. Mentors assist mentees in making informed decisions by shar-
ing industry-specific knowledge, trends, and best practices. Additionally, with access to
a broader network of mentors, entrepreneurs can learn to develop critical skills such as
leadership, negotiation, and problem solving. The mentorship system helps entrepreneurs
focus on goals and minimizes stress levels.

12.3.2 Wellness Programs

Wellness programs support business leaders and entrepreneurs by enhancing their mental,
physical, and emotional well-being. The high-stress nature of entrepreneurship can reduce
productivity and lead to burnout. However, the introduction of wellness programs that
focus on mental and physical health can empower entrepreneurs, enabling them to achieve
a clear work-life balance and a proactive approach to managing stress. Good mental and
physical health contributes to improved decision-making through clearer thinking and
better judgment. A well-rounded wellness routine enhances creativity and innovation, fos-
tering healthier entrepreneurs who are more focused, energized, and productive when
addressing challenges. Entrepreneurs can benefit from flexible work hours and environ-
ments that support work-life balance. Tailoring wellness initiatives to meet the specific
needs of entrepreneurs helps address stressors in a proactive manner. Moreover, wellness
programs can help overcome the stigma associated with seeking emotional wellness sup-
port. Trained mental health professionals specializing in stress management, depression,
and anxiety are essential for these programs, and continuous evaluation and feedback are
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necessary to match the programs to entrepreneurs’ evolving needs. Wellness programs are
essential for fostering a thriving and sustainable entrepreneurial ecosystem.

12.3.3 Financial Planning Services

Financial planning services are a powerful tool for entrepreneurs, significantly reducing
stress by providing clarity, stability, and strategic guidance. Access to financial advisors
who assist entrepreneurs in managing financial stress and planning for long-term sta-
bility can be highly effective. Financial education empowers entrepreneurs to manage cash
flow effectively and optimize expenses, allowing them to focus confidently on growing
their businesses. Entrepreneurs often face unique financial challenges due to fluctuating
business environments, which contributes to stress and anxiety; proactive financial plan-
ning addresses these challenges. Knowledge of financial planning provides entrepreneurs
with tools to mitigate financial risk and develop strategies for sustainable growth and
effective decision-making. Financial stability reduces the fear of uncertainty, offering a clear
understanding of cash flow, expenses, and revenue projections. Skills in cash flow manage-
ment, debt consolidation, expense management, and investment planning reduce financial
anxiety, providing clarity and control over financial situations and helping entrepreneurs
navigate uncertainties. With a solid financial foundation, entrepreneurs can concentrate on
strategic growth initiatives without being hindered by financial worries.

12.3.4 Mental Support App — 24/7

A 24/7 mental support app for entrepreneurs would provide easy access to licensed
therapists and counsellors, helping entrepreneurs cope with various stressors (Haq et al.,
2024Db). This app offers a reliable, accessible support system that accommodates entrepre-
neurs’ hectic and often inconsistent schedules (Haque et al., 2024 ), ensuring privacy, ano-
nymity, and quick access. The affordability of mental health support is a significant factor,
as SMEs may struggle to justify higher costs for such services. In the digital age, features
such as reminders and goal-setting options on the app help entrepreneurs remain engaged
and on track with self-care routines.

12.3.5 Awareness Balance Control (ABC) Model

Awareness, balance, and control models (Haque et al., 2018; Haque, 2020) are impera-
tive in ensuring self-understanding for entrepreneurs by developing awareness of their
behavior, emotions and thoughts. This model aids in identifying various stressors and
allows for early intervention (Hagq et al., 2024b). In other words, entrepreneurs become
aware of their mental state, seek balance, and gain control over their actions, enhancing
self-efficacy. Through the ABC model, entrepreneurs can achieve mental clarity, cope with
anxiety, and reduce the impact of stress, improving their resilience in this demanding field.

12.3.6 Educational Workshops

Educational workshops are a critical component of entrepreneurial development, pro-
viding invaluable knowledge, skills, and networking opportunities. These workshops
empower entreprencurs to navigate challenges and seize opportunities for sustainable
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growth. Investing in learning through workshops enhances entrepreneurs’ competitive-
ness in constantly evolving business landscaping. Workshops focused on business planning
and strategy help entrepreneurs outline their mission, vision, objectives, and strategies.
Sessions on goal setting, aligning business activities, and long-term planning introduce
strategic thinking. Education on operational efficiency and technology adoption enables
entrepreneurs to extend their reach, integrate innovative ideas, and implement lean meth-
odologies. In addition, workshops help develop leadership capabilities and effective team
management and foster a positive organizational culture, equipping entrepreneurs to
manage conflicts, negotiate solutions, and maintain a harmonious workplace. Engaging
industry experts as facilitators encourages innovation through practical exercises, simula-
tions, and case studies. Sessions led by successtul entrepreneurs and professional industry
trainers as invaluable insights into these workshops

12.4 Navigating Turbulence: Effective Coping Strategies

Entrepreneurial stress is a common challenge; however, with targeted coping strategies
and effective techniques, its impact can be managed and minimized. Entrepreneurs can
significantly improve their resilience and well-being by establishing work-life balance and
a reliable support system as an initial coping mechanism. Time management, physical and
mental health practices, and organizational strategies all assist in managing stress, which
not only contributes to the success of entrepreneurial ventures but also provides personal
fulfillment. By identifying, prioritizing, and focusing on high-impact responsibilities,
entrepreneurs can distinguish between urgent and important tasks. Creating structured
schedules is an effective tool for managing tasks efficiently and for allocating appropriate
time for both work and personal activities. In addition, effective task delegation frees up
time for essential activities, especially strategic decision-making.

In addition, fostering a positive mindset and organizational culture enables entrepre-
neurs to focus on overcoming setbacks and planning for future growth. Viewing setbacks
as opportunities for learning can be a vital part of an entrepreneurial journey, promoting a
better understanding of the evolving business landscape and revealing growth opportun-
ities. Adaptability in response to unexpected challenges enhances operational efficiency and
supports effective organizational strategies. Automated tools, management software, and
communication technologies reduce workload, whereas realistic goal setting and breaking
large goals into manageable tasks help to avoid overload and burnout. Moreover, keeping
up with industry trends through continuous learning not only enhances knowledge and
skills but also increases confidence and reduces stress by preparing entrepreneurs for the
challenges ahead.

12.5 Embracing the Journey: Empowering Entrepreneurs for
Success

Entrepreneurship is often viewed as a path to freedom, innovation, and financial suc-
cess (Haq et al., 2024b); however, this journey is not without significant challenges,
with stress being a primary obstacle (He et al., 2018). One such example of resilience is
Adolf Dassler, Adidas’ founder, who faced intense competition from other shoemakers in
Bavaria, Germany. Dassler gathered direct feedback from the athletes to understand their
specific needs. This process was highly draining, stressful, and energy consuming; however,
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it helped Dassler to improve designs by focusing on athletes’ requirements and pain points,
leading to the establishment of Adidas as a renowned brand. Entrepreneurs can navigate
similar challenges actively observing areas of improvement and through effective listening.

By developing resilience in the face of challenges and effectively managing various
adversities, entrepreneurs can navigate the challenges of their journey more effect-
ively, ensuring both personal well-being and business growth. Entreprenecurial resili-
ence is defined as the process by which an individual builds and uses his/her capability
endowments to interact with the environment in a way that positively adjusts and main-
tains functioning prior to, during, and following adversity (Sheppard et al., 2020).
Therefore, for entrepreneurs, it is critical to be adaptive and proactive in dealing with
adversity, facilitating both personal and organizational success. Entrepreneurs can over-
come adversity to promote entrepreneurial health and success (Newman et al., 2018).
Entrepreneurs can rely on their psychological resources, such as psychological resili-
ence, for positive adoption. Psychological resources, such as psychological resilience,
are needed for positive adaptation despite adversity (Sutcliffe and Vogus, 2003). Since
entreprenecurial stress can have a profound psychological impact, an entrepreneur’s psy-
chological resilience can be an effective tool to interact with the environment in a way
that leads to a positive outcome.

The term adversity is defined as “an unfortunate event or circumstance or the state of
serious and continued difficulty” (Fan et al., 2014, p. 252). In the context of entrepre-
neurship, the term can translate into losing an important investor (i.e., an acute event)
or facing a high likelihood of venture failure over extended periods (that is, chronic cir-
cumstances). The experience of adversity and significant challenges, along with positive
adaptation despite these obstacles, highlights the resilience and strength of individuals. It
underscores the ability to navigate and overcome obstacles, transforming difficult experi-
ences into opportunities for growth and development.

Moreover, entrepreneurs draw on their individual capability endowments to cope with
adversity. The capability endowments include affective or emotional capabilities, such as
positive emotions such as optimism or hope, and emotional regulation (Hayward et al.,
2010); cognitive endowments, such as knowledge or creativity; and behavioral endow-
ments, such as seeking social support (Sheppard et al., 2020). These capabilities enable
entrepreneurs to overcome various adversities through positive adaptation. Furthermore,
this adaptation stems from an entrepreneur’s ability to recover through resilience.

Entrepreneurs may retain a sense of happiness, optimism, and vitality even during tough
times, which helps them remain motivated and focused on their goals (Sheppard et al.,
2020; Hartmann et al., 2022). Positive attitudes toward entrepreneurship give individuals
the necessary persistence in uncertain environments (Pérez-Lépez et al., 2016; Gonzalez-
Lépez et al., 2019). This resilience can be seen, for example, in their ability to deliver a
compelling pitch that attracts investors or partners, despite earlier setbacks. Moreover,
resilience allows entrepreneurs to bounce back, adapt strategies, and ultimately achieve
success. In other words, resilience also manifests in the new skills and capabilities that
entreprenecurs develop as they navigate challenges. This includes their ability to learn from
failures and apply those lessons to future ventures. For instance, they might gain insights
into market strategies, customer relations, or operational efficiencies that enhance their
ability to successfully launch new ventures in the future.



Entrepreneurial Stress and Structural Support 149

12.6 Conclusion

In conclusion, entreprencurial stress is an unavoidable aspect of the entreprencurial journey.
It can significantly impact personal well-being as well as business success. Nonetheless,
through the adoption of proactive coping strategies, including effective time manage-
ment, support systems, mentorship, and resilience-building practices, entrepreneurs can
efficiently and effectively deal with different types of stressors. Additionally, these adversi-
ties and challenges provide crucial growth opportunities.
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Case Study: The Journey of Mariyah Joseph - Overcoming
Entrepreneurial Stress

Adnan ul Haque and Harmandeep Kanr

Background

EcoAuraCandles is an entrepreneurial venture founded by Mariyah Joseph in her
mid-30s. The company manufactures eco-friendly (sustainable) candles. She started
this venture two years ago, driven by her love for a green earth — her passion for
environmental sustainability. The aim was to promote her philosophy of saving the
earth by creating a positive impact. However, soon she faced the harsh realities of
the entrepreneurial journey, which is not smooth. She was excited, yet overwhelmed,
by several stressors such as finding a balance between professional commitments and
personal responsibilities, financial burdens, and a looming fear of failure.

Identifying and comprehending the Stressors

Mariyah found herself facing increasing demands as EcoAuraCandles gained popu-
larity. Orders began to flood in, exceeding the earlier capacity limit. Being swamped
with orders, she worked late into the night and woke up early in the morning. She
found herself struggling to complete orders and manage inventory in efficient and
effective manner while also trying to balance adequate customer service and execute
marketing initiatives. She was burning out, with visible sign of anxiety due to the
ever-growing pressure.

Establishing Support Systems to Encourage Stability

Mariyah approached a local entrepreneurship network for support, and she received
invaluable mentorship assistance as her business and health suffered from uncon-
trollable stress. Her mentor was a very seasoned business professional who provided
invaluable advice on how to effectively delegate business activities and manage time
efficiently. The mentor’s guidance proved vital in helping her overcome these chal-
lenges and avoid common pitfalls. Furthermore, besides mentorship Mariyah joined
a customized health and wellness program specifically designed for business profes-
sionals. She benefited from stress reduction and mindfulness, which were empha-
sized in the program as techniques for stress management. Additionally, she sought
financial planning services to manage her cash effectively, preparing her for future
growth and development.

Using Technology to Aid

Mariyah opted to use an application specifically designed for entrepreneurs’ mental
health, ensuring her mental health needs were addressed. The application granted
access to guided meditations at any time, day or night — essentially 24 /7. In addition
to that, its community forum allowed her to share her stories and receive support
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from other entrepreneurs. In other words, it served as both a form of ventilation
therapy and a source of community support.

Educational Workshops and Continuing Education

She actively participated in training and educational seminars, especially on effective
business practices and stress management. These training sessions provided her with
a deeper understanding of the business environment as well as practical and relevant
coping strategies.

Results

Mariyah combined financial planning, health and wellness initiatives, mentorship,
and continuous education to develop a more viable and comprehensive business
model. With the passage of time, she mastered organizational skills, learned to set
priorities, balanced work and life by managing her workload, and built a strong
support network. Now EcoAuraCandles has moved out of survival mode and is gear-
ing up for growth and further success. She credits her proactive approach and never-
giving-up attitude in effectively managing stress.

Reflection Questions

e What were the stressors affecting Mariyah, and how were her personal and pro-
fessional life impacted?

e Reflect on how Mariyah benefited from wellness programs and mentorship? What
other techniques could be employed to assist other entrepreneurs?

e How did financial planning enable Mariyah? How could entrepreneurs manage
their stress through financial management?

e Examine how the adoption of technology — such as mental health apps — impacts
the mental health of the entrepreneurs?



Chapter 13

The Impact of Artificial Intelligence
on Modern Entrepreneurship

Adnan ul Haque, Diya Nitinbhai Patel and Pavlos Gkasis

13.0 Introduction

Context, connectedness, and complexity in the rapidly changing global business environ-
ment have significantly increased the competitiveness of various stakeholders in multiple
economic sectors (Haque et al., 2017). Modern-day entrepreneurship is no exception to
dynamic changes in the environment, and several transformations, especially in redefining
and refining business strategies, operational efficiencies, stakeholder engagement, and cus-
tomer interactions in diverse industries, can be attributed to the emergence of artificial
intelligence (AI). This chapter explores the impact of Al on entrepreneurship through
assessing its applications and the advantages, challenges, and future implications that stem
from its use.

13.1 Understanding Al in Entrepreneurship

Al is “a system’s ability to correctly interpret external data, to learn from such data, and
to use those learnings to achieve specific goals and tasks through flexible adaptation”
(Kaplan and Haenlein, 2019). Poole and Mackworth (2010) considered Al as an agent
that studies and acts as an intelligent agent to analyze and synthesize computed informa-
tion. Essentially, it can be described as programming human intelligence in machines to
think, learn, and respond like humans do.

For entrepreneurs, Al offers various solutions, including task customization and auto-
mation, quick synthesis and analysis of large amounts of data, and accurate prediction of
trends and capabilities, all of which were previously limited. Russell and Norvig (2021)
stated that Al has the ability to perform a wide range of activities that require human intel-
ligence, such as translation, speech recognition, visual perception and presentation, and
decision-making. Through the lens of entrepreneurship, these activities could be pivotal
in improving service automation, optimizing resources, enhancing operational efficiency,
customized marketing, and predictive analytics.

13.2 Al for Innovation and Competitiveness

Entrepreneurs benefit from Al to further improve their capabilities by enhancing com-
petitiveness and iterative innovation (Horn et al., 2022). According to the work of
Davenport and Ronanki (2018), businesses can gain invaluable insights from datasets
in real time by using Al-powered and supported analytics, which could then help them
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in their strategic business planning and decision-making processes. In other words,
entrepreneurs could benefit from Al-powered and supported analytics to make more
informed decisions, manage risk, and develop plans with rational strategic directions by
extracting valuable insights from large datasets in real time. Al is an intelligent agent that
takes information from the environment and functions to respond via perceived actions
(i.e., perceived response) (Russell and Norvig, 2021). Thus, entrepreneurs could focus
on more creative endeavors because more routine tasks could be facilitated by Al It
offers a rapid approach, calculated measures, and appropriate actions for routine tasks.
Brynjolfsson and McAfee (2017) argued that to gain a competitive edge in a saturated
market, the introduction of Al could help emerging businesses and startups by offering
quick responses to market demands while ensuring that products and services are novel
and useful.

13.3 Key Al Technologies and Entrepreneurship

13.3.1 Machine Learning (ML)

One of the subfields of Al is machine learning (ML); it creates algorithms to support
systems to learn and use this knowledge to create experiences without being explicitly
programmed. In other words, algorithms use enriched experiences of tasks and feed-
back to improve the functionality of the assigned tasks. Interestingly, patterns are easily
identified, and predictions are made effectively by ML algorithms through the ana-
lysis of large datasets, which indicates that these algorithms are not only able to fore-
cast consumer behavior but also able to detect operational irregularities (Russell and
Norvig, 2021). Hence, entrepreneurs could benefit from ML by using large datasets to
understand consumer behavior, buying patterns, and preferences. Moreover, the supply
chain process could be improved by earlier detection of operational inaccuracies and
irregularities.

13.3.2 Natural Language Processing (NLP)

Natural Language Processing (NLP) focuses on the interactions that take place between
human language and computers. Language translation tools for global communication,
sentiment analysis for social media monitoring, and chatbots for customer satisfaction are
powered by NLP (Jurafsky and Martin, 2019). These tools could help entrepreneurs and
new startups improve their presence on social media platforms and enhance their engage-
ment and interaction with potential target audiences.

13.3.3 Computer Vision

The visual information from the real world that is extracted and interpreted by machines
is described as computer vision (Szeliski, 2010). The wide range of applications, from
autonomous vehicles, which are specifically equipped with vision-based navigation sys-
tems, to facial recognition software, are prominent examples of computer vision (Szeliski,
2010). Entreprencurs could benefit from different types of computer vision to make their
products more appealing and attractive to customers.
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13.4 The Impact of Al on Traditional Sectors

13.4.1 Disruption Across Economic Sectors

Traditional sectors are disrupted by Al through increased productivity, cost reduction,
and process optimization. Kumar (2018) stated that Al-driven innovations are signifi-
cantly transforming the retail, manufacturing, healthcare, and finance sectors. Startups in
traditional sectors could benefit from Al-driven innovations; to support this argument, the
following cases are extracted from more traditional sectors:

13.4.2 Healthcare

Personalized treatment plans, predictive diagnostics, and analyses of medical images can be
generated from Al applications. Jiang et al. (2017) reported that Al is utilized by IBM’s
Watson Health for medical literature analysis as well as for examining patient data, which
helps clinicians make informed and data-driven treatment decisions.

13.4.3 Retail

To a greater extent, the retail sector has been reshaped by Al-driven tools and techniques
to ensure that organizations have personalized marketing campaigns, optimization of
enterprise resources and inventory management, and improved customer experiences. For
example, the browsing history of customers and their preferences, which are the result of
Al usage, have been effectively incorporated by Amazon to drive sales and better target its
audience (Marr, 2024).

13.4.4 Finance

Early detection and prevention of fraudulent activities, personalized investment advice,
and improved trading strategies are supported by Al-powered algorithms in the financial
sector. Davenport and Bean (2021) discussed the case of Wealthfront using Al to offer
automated investment services that are customized according to the profiles of individual

Table 13.1 Al Technologies in Entrepreneurial Ventures

Al Technology Description Example Applications

Machine Learning (ML) Algorithms that learn from data  Predictive analytics, fraud
and improve over time without  detection
explicit programming.

Natural Language Enables machines to understand, Chatbots, sentiment analysis,
Processing (NLP) interpret, and generate human language translation
language.
Computer Vision Real-world visual information Facial recognition, autonomous
interpreted by Al such as vehicles

detection of objects and
recognition of images

Source: Own illustration based on the literature
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investors. Similarly, Al algorithms could be constructively used by entrepreneurs not only
to develop and tailor products and/or services according to everyone’s profile but also to
ensure that fraudulent activities are detected and prevented in a timely manner.

13.5 Opportunities and Challenges

An extensive review of the literature confirms that many different opportunities are pre-
sented by Al specifically for innovation and growth, but it also creates challenges, which
entrepreneurs must navigate to fully capitalize on its potential. Some of these challenges
are as follows:

13.5.1 Ethical Considerations

While there are many advantages to Al its application also presents moral dilemmas that
business owners must resolve to guarantee sustainable and ethical growth. The need for
careful consideration of ethical implications further escalates due to the inherent biases of
Al algorithms. The use of Al has raised significant concerns regarding data privacy and
the adverse social impact that it might trigger. Thus, entrepreneurs need to consider the
adoption of ethical Al frameworks to increase stakeholders’ trust and confidence while
mitigating ethics-related risks (Mittelstadt et al., 2016). The ethical concern regarding
Al algorithms is that there is a tendency for biases in training data that could lead to dis-
criminatory outcomes in decision-making processes. More specifically, the training data
may contain biases that Al algorithms can reinforce or even make worse. Racial or gender
biases, for example, could be inherited by a hiring algorithm that was trained on historical
employee data, resulting in discriminatory hiring practices. To ensure that their AT models
are trained on a variety of representative datasets, entrepreneurs need to be aware of the
quality of their data.

According to the work of Floridi et al. (2018), algorithm transparency, diversified
representation in the dataset, and unbiased (fair) assessments are essential for dealing
with biases. Therefore, algorithmic auditing and continuous monitoring are necessary to
address this problem.

In addition to implementing Al, entrepreneurs should consider how their actions affect
society as a whole and investigate ways to train their employees to enhance their respective
skill sets (Bessen, 2019). These issues must be considered by entrepreneurs while using
Al-powered tools and applications. The ethical application of Al necessitates striking a bal-
ance between social responsibility and innovation, ensuring that technology is utilized to
advance society overall.

13.5.2 Regulatory Compliance

Al applications often involve sensitive data handling and algorithmic transparency require-
ments, necessitating compliance with data protection regulations such as the GDPR in
Europe or the CCPA in California (Floridi et al., 2018). Thus, entrepreneurs are likely to
face the challenge of how to handle sensitive information and transparency requirements
in different geographical locations.

For Al systems to function well, enormous volumes of data are frequently needed,
which raises questions regarding data security and privacy. Laws such as the California
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Consumer Privacy Act (CCPA) and the General Data Protection Regulation (GDPR)
must be followed by entrepreneurs utilizing Al in customer-facing applications. According
to Mittelstadt et al. (2016), compliance not only safeguards user data but also increases
consumer trust.

13.5.3 Skills Gap

Job displacement is another worrisome aspect. There is increasing concern about job dis-
placement as Al automates tasks that have historically been done by humans, particularly
in low-skilled positions. While Al can increase productivity, it can also result in serious
unemployment-related societal problems.

Specialized skills are highly required in fields such as data sciences, ML, and software
engineering (Ng, 2021). Hence, Al technology integration would further increase the
demand for training and developing the required skills. Ng (2021) hinted that startups
may face challenges in recruiting and retaining Al talent amidst high demand and compe-
tition from tech giants (Ng, 2021). For startups and small-scale businesses, Al proposes
numerous applications that are not only impactful but also easily accessible. For example,
Al offers personalized marketing by implementing customer-focused marketing strategies
for small-scale businesses.

According to Davenport and Ronanki (2018), through the effective use of Al algo-
rithms, businesses such as HubSpot or Mailchimp can personalize their email marketing
campaigns based on their customers’ preferences and behavior. The rates of conversion
and customer engagement increase because of these tools, so they help effectively target
potential customers.

Another benefit of Al is that it provides timely support to customers through Al chat-
bots, which are vital for small-scale businesses and startups. Such solutions could help
entrepreneurs, through customer queries in real time, in tracking customer behavior and
enhancing customer engagement (Ng, 2021). In addition, these solutions are afford-
able; thus, small-scale businesses, such as Intercom and Tawk, use them aggressively (Ng,
2021). This allows small businesses to offer better customer service and boost efficiency
with even smaller teams.

Effective inventory management is also a key feature of using Al in businesses. According
to Brynjolfsson and McAfee (2017), small businesses manage inventories more efficiently
by automating orders, predicting demand accurately, and identifying and tracking slow-
moving products through Stitch Labs, an Al tool. For startups that are usually working
on tight budgets with limited resources, such levels of automation can effectively reduce
operational inefficiencies to a greater extent (Brynjolfsson and McAfee, 2017). Lastly, Al
tools enable businesses to compete effectively in the market, reduce costs, and increase the
overall customer experience (Brynjolfsson and McAfee, 2017).

13.6 Innovating Business Models with Al

Entreprencurs can now rethink conventional methods of creating value and providing ser-
vices via Al, which has emerged as a major force behind business model innovation. New
opportunities for product customization, increased operational effectiveness, and improved
customer experience have been made possible with the use of Al. To offer tailored rec-
ommendations on the basis of user preferences and behavior, Al-powered platforms such
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as Netflix and Spotify, for example, have transformed the way that content is delivered
(Kaplan and Haenlein, 2019). Al is used by e-commerce platforms such as Shopify to assist
business owners in managing customer information, optimizing inventory, and custom-
izing marketing campaigns.

Automation tools powered by Al eliminate manual labor, enabling companies to
grow rapidly and concentrate on innovation (Ng, 2021). A great example of the above
is Al as a Service (AlaaS): There is no need to create Al infrastructure from the ground
up since entrepreneurs can integrate scalable Al tools into their business models using
AlaaS$ platforms such as Microsoft Azure and Amazon Web Services (AWS) (Russell
and Norvig, 2021). In addition, on-demand services are another important element.
Real-time supply and demand matching has been made possible by Al allowing com-
panies such as Uber and Lyft to optimize their services by using Al-driven algorithms
that forecast user demand while they can also dynamically modify prices (Brynjolfsson
and McAfee, 2017).

13.7 Strategies for Responsible Al Use

Transparent Al development and inclusive data practices are two strategies for the respon-
sible use of Al. To enable users and stakeholders to comprehend AI’s decision-making
process, entrepreneurs should embrace Al frameworks that incorporate transparency as
a fundamental tenet (Mittelstadt et al., 2016). However, to reduce bias, Al systems are
trained on a variety of datasets. Diversity should be a top priority for entreprencurs, both
in the teams that develop Al and in the data they gather (Floridi et al., 2018).

13.8 Overcoming Challenges in Al Entrepreneurship

The adoption of Al involves a number of difficulties, ranging from workforce concerns to
technical obstacles. However, entrepreneurs can overcome these obstacles by employing
strategic approaches:

13.8.1 Addressing Al Skills Gap

It is imperative for entrepreneurs to invest in their teams’ training in Al-related competen-
cies such as ML and data science. Affordable learning opportunities can be made available
to startups through partnerships with educational institutions or online learning platforms
such as Coursera and Udemy (Ng, 2021).

13.8.2 Navigating Regulations

The laws pertaining to Al should be kept up to date by authorities and regulatory bodies.
On the other hand, by proactively implementing best practices for algorithmic transpar-
ency and data privacy, companies can steer clear legal pitfalls (Floridi et al., 2018).

13.8.3 Building Consumer Trust

By being open to how Al is used and ensuring that ethical practices are followed, entrepre-
neurs can increase the level of trust that people have in Al solutions. Customers’ concerns
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about bias and privacy can be alleviated with a clear communication strategy that high-
lights the advantages and safeguards of AI (Mittelstadt et al., 2016).

13.8.4 Managing Costs of Al Implementation

In regard to implementing cutting-edge Al technologies, startups and small businesses
frequently face financial constraints. By using open-source tools such as Hugging Face or
TensorFlow or scalable Al services such as AlaaS platforms (AWS, Google Cloud Al, etc.),
entrepreneurs can reduce expenses (Russell and Norvig, 2021). These platforms offer pay-
per-use models for Al that are easily accessible and do not require significant investments
in proprietary infrastructure.

13.8.5 Addressing Ethical Dilemmas

The ethical implications of the Al tools that entrepreneurs use must be openly discussed
with all relevant parties, including investors, customers, employees, and regulators. Public
trust can be increased, and accountability can be established by working with Al ethics
boards or outside audits (Floridi et al., 2018).

13.9 Recommendations

Al adoption needs to take place gradually and in a scaffolded manner. Al applications
that are simple to deploy and offer quantifiable, obvious advantages, such as chatbots
powered by Al that automate marketing or customer support, should be incorporated
through a stepwise process. This will make it possible for companies to scale up grad-
ually and experiment with little risk. Additionally, investments should be made in pro-
moting Al literacy. By taking courses and earning certifications in Al, data science,
and ML, entrepreneurs and their teams can improve their Al literacy and skills. Online
learning environments such as edX, Udemy, and Coursera provide flexible and reason-
ably priced learning options. Moreover, it is important to foster and endorse ethical
practices related to Al usage. By creating moral Al guidelines, conducting algorithms
audits, and protecting data privacy in accordance with local laws such as the CCPA or
GDPR, you can guarantee equity and openness in AI models. There is also a need for
frequent and close collaboration between Al experts. To create Al systems that are reli-
able, moral, and in line with corporate objectives, entrepreneurs should not be afraid to
consult with Al specialists or work with organizations and technology partners. Being
constantly updated about regulatory changes is also essential. Given how quickly Al
regulations are changing, it is essential for business owners to remain up to date on legal
requirements, such as data protection laws, to prevent future legal risks and possible
compliance problems.

13.10 Conclusion

By enabling companies to innovate, automate, and scale in previously unexplored ways,
Al is revolutionizing modern entreprencurship. Al gives startups and small businesses the
ability to compete more successfully in the global market through individualized customer
experiences and optimized operations. The adoption of Al is not without its difficulties,



The Impact of Artificial Intelligence on Modern Entrepreneurship 161

however, particularly in regard to ethics, skill shortages, and regulatory compliance. When
creating business models, entrepreneurs must consider the ethical, social, and regulatory
aspects of Al. Through responsible Al integration that prioritizes openness, equity, and
customer confidence, companies can maximize Al benefits while reducing risk. Al in entre-
prencurship has a promising future, with ongoing developments providing chances for
expansion and creativity. Leaders in the developing digital economy are likely entrepre-
neurs who apply Al in a thoughtful and balanced way.
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Case Study: Sandra’s Al-Driven Startup
Harmandeep Kanr

Sandra founded EcoTecSol, a startup that specializes in sustainable consumer goods.
In a quest to transform the world through eco-friendly products, Sandra has incor-
porated several Al technologies into her company operations and customer inter-
action. With a small budget but big vision, Sandra faces both opportunities and
challenges as she works to integrate Al into her business.

Al Technologies Adopted
Machine Learning (ML)

She uses ML algorithms to study customer purchase trends and preferences. With
data as the driver, she customizes her product offerings accordingly, optimizes her
inventory management, and is therefore able to stock up on items that are in demand.

Natural Language Processing (NLP)

In addition to this, Sandra has integrated an Al-powered chatbot into her website
to enhance customer service experience. It uses NLP to handle customer queries,
recommend products, and gather feedback by learning from every conversation to
provide even better answers.

Computer Vision

EcoTecSol utilizes computer vision to streamline its supply chain. Image recognition
monitors product quality at every level of production, allowing Sandra to swiftly
identify defects and waste, ensuring that only the best products reach her clients.

Challenges Faced

The promising application of Al comes with a lot of challenges for Sandra:

Ethical Considerations

She is worried that her Al algorithms could be biased, affecting their fairness toward
customers and undermining their level of satisfaction. To address this, she opts to
embed ethics into her design of Al systems, so it is fair and transparent to customers.

Regulatory Compliance

Operating a business in a global marketplace requires Sandra to address several regu-
lations for data protection, such as GDPR and CCPA, which help protect customer
information and maintain compliance.
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Skills Gap

EcoTecSol, being a small startup, faces challenges in finding and retaining skilled AI
talent. Sandra is looking to build collaborative relationships with local universities to
create internships that would attract fresh talent.

Future Directions

Sandra wants EcoTecSol to spread its wings by developing new Al-powered business
models. These models should incorporate customer feedback more effectively and
enhance personalized marketing efforts. According to Sandra, addressing ethical
concerns and investing in talent development are of paramount importance for any
organization aspiring to become a frontrunner in sustainable entreprencurship.

Reflection Questions

How do the AI technologies implemented by Sandra contribute to her startup’s
operational efficiency and customer satisfaction?

What specific ethical considerations does Sandra need to consider when deploying
Al technologies in her business?

Discuss the implications of data protection regulations on Sandra’s operations.
How can she be able to use AI while ensuring compliance?

What are some strategies Sandra could use to overcome the skills gap regarding
Al in her startup?

Given the opportunities provided by Al, what new business models could Sandra
consider to further increase EcoTecSol’s growth and sustainability?



Chapter 14

Entrepreneurial Leadership and
Decision-making

Adnan ul Haque

14.0 Characteristics of Entrepreneurial Leadership

Traditional leadership and entreprencurial actions and traits have been combined to form
a distinct form of leadership, which is regarded as ‘entreprencurial leadership’. Broadly
defined, entreprenecurial leadership is focused on identifying and seizing new opportun-
ities that would enable innovation and drive others toward a common goal (Renko et al.,
2015). Interestingly, Renko et al. (2015) argued that the shared vision is often evident in
volatile, uncertain, and resource-constrained environments. Additionally, Kuratko (2016)
argued that entreprenecurial leaders, unlike traditional managers, frequently operate in
high-risk situations that demand tenacity and the ability to quickly readjust to changing
circumstances.

14.1 Visionary Thinking

In the context of entrepreneurial leadership, visionary thinking can be defined as a pro-
cessing act reflecting innovation and motivation toward a vision, which offers not only
an organizational purpose but also a direction (Gupta et al., 2004; Haque et al., 2017).
According to Gupta et al. (2004), the ambition of a leader to transform the industry or
develop unique value propositions is often demonstrated through this vision. One of the
most distinctive features of entrepreneurial thinking is visionary thinking because it allows
entrepreneurial leaders to surpass the status quo and develop creative solutions (Renko
et al., 2015). Interestingly, Renko et al. (2015) argued that a clear vision helps the team
maintain a steady focus on collective goals but also provides a clear roadmap in difficult
circumstances. In contrast, it is evident that at times, excessive risk-taking is the result of
overly visionary leaders (Kuratko, 2016). This is because such individuals often become
excited and heavily focus on countless possibilities in the future while ignoring current
realities (Kuratko, 2016). One example of a visionary-thinking leader could be Elon Musk,
who has transformed his vision into reality. For instance, Tesla and SpaceX reflect the per-
fect embodiment of the visionary thinking of an entrepreneurial leader. Space travel and
renewable energy reflect the vision of Musk, which not only distinguished his entrepre-
neurial venture from those of other competitors but also redefined industries with many
possibilities, attracting his workforce and customers (Vance, 2015; Sudjiman, 2024).
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14.2 Resilience and Adaptation

The tendency to bounce back from setbacks while ensuring adaptability—refining and
setting responsive strategies according to the situation—reflects resilience (Luthans and
Youssef, 2007). In other words, resilience is the ability to adjust strategies when circum-
stances change and to quickly return to one’s feet after experiencing adversity. The chal-
lenges in an uncertain environment are frequently unpredictable; therefore, entrepreneurial
leadership heavily relies on adaptability and resilience to sustain operations in such a com-
petitive environment. The flux in the environment applies further pressure on leaders to
operate effectively and address complexities, connectedness, and context within the global
paradigm (Haque et al., 2017). Thus, resilience and adaptability become more essential.

In other words, the ability to adapt easily, as well as being resilient, is highly signifi-
cant within entrepreneurial leadership because unique challenges continually emerge in
the environment. Hayward et al. (2010) explained that resilient leaders are those who
ensure that morale remains high in their teams even in tough times and that consistency
is maintained in pursuit of accomplishing long-term goals. Nonetheless, Shepherd et al.
(2015) argued that leaders need to be cautious because overemphasizing resilience can
have a drastic negative impact on both entrepreneurs and their ventures. At times, adap-
tation requires calculated change, yet some leaders overcome their reluctance in the name
of resilience. As a result, they continue with outdated methods that can ultimately lead to
self-destruction. In other words, continuing certain procedures to demonstrate resilience
might lead entrepreneurs down paths that are not viable and may result in severe negative
consequences (Shepherd et al., 2015).

Nonetheless, there is no doubt that entrepreneurial leaders frequently demonstrate
greater resilience. For example, Spanx’s founder, Sara Blakely, demonstrated a higher level
of exceptional resilience when faced with doubts and initial reluctance from manufacturers
and investors (Kaufman, 2014). However, it did not deter her from pursuing her passion.
Through her persistence, focus, and flexibility ultimately helped her create a billion-dollar
company, disrupting trends and transforming the shapewear market (Kaufman, 2014).

14.3 A Creative Attitude—aka Innovative Mindset

Drucker (1985) defined a creative way of thinking (aka creative mindset) that includes
openness to change, and exploring new approaches and solutions to preexisting problems
demonstrates an innovative mindset. Within entreprencurial leadership, a creative atti-
tude is one of the significant traits (Drucker, 1985). Entrepreneurial leaders are bound to
exhibit innovativeness that enables them to maintain relevance and a competitive advan-
tage. One of the earlier concepts of “creative destruction” was introduced by Schumpeter
in 1942 (Hagq et al., 2024), who highlighted that only innovation could lead firms to dis-
rupt the market and seize new opportunities (Shane and Venkataraman, 2000). In other
words, to seize new opportunities and change the dynamics of the market with the product
and services offering unique propositions, entrepreneurs must continuously innovate.
One example is the founder of Netflix — Reed Hastings. With a highly imaginative and
creative mindset, he decided to disrupt the entertainment industry by transitioning from
renting DVDs to streaming services and, lately, producing original content. This illustrates
that to stay ahead of industry trends and other competitors, new technologies must be
embraced with an open mindset (McCord, 2019). Nonetheless, Shane and Venkataraman
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(2000) argued that burnout could result from excessive focus on innovation because the
relentless efforts to focus on innovation may cause stress. Additionally, recent studies
confirm that innovative work behavior and entreprenecurial capabilities are significantly
impacted by distinct types of stressors (Haq, Haque and Rahim, 2024; Haq et al., 2024;
Haque, 2024). Thus, innovation frequently contributes to stress among team members
because of experimentation and demand for ideation.

14.4 Risk Management and Risk-Taking

Urbanski et al. (2019) defined risk management as a rational and strategic practice aimed at
reducing potential losses. In the context of entrepreneurial leadership, however, the con-
cept of risk-taking involves the attempt to seize opportunities when outcomes are uncer-
tain. Kuratko et al. (2015) indicated that risk-taking is frequently considered the most
important trait of entrepreneurial leadership, capturing the essence of leading operations
in all types of situations. Risk-taking is seen as a hallmark trait because it reveals a leader’s
relentless drive to expand the horizon and operate in underserved markets (Kuratko et al.,
2015; Kuratko, 2016). In other words, the risk-taking ability of entrepreneurial leaders
enables them to explore territories that have not yet been thoroughly explored, as they
stretch and push boundaries to a new level.

However, critics argue that some entrepreneurs may take uncalculated risks without
proper risk assessment and risk analysis, which could lead to a collapse of the business
enterprise (Timmons et al., 2010). Thus, reckless risk-taking is neither an appropriate nor
wise move in business. The ability to take calculated risks, along with the successful man-
agement of those risks, constitutes a defining feature of effective entrepreneurial leader-
ship. The founder of one of the largest online businesses, Amazon, Jeff Bezos, is a master
of calculated risk. He is known for assessing options and employing a balanced approach
to taking risks (Stone, 2013). Bezos took calculated risks when he decided to expand his e-
commerce platform by launching Amazon Web Services (AWS), strategically assessing the
advantages and disadvantages (Stone, 2013). Undoubtedly, his calculated moves contrib-
uted to the growth of the company, eventually transforming it into a global market leader.

14.5 Team Building and Formation

According to Ireland et al. (2003), entrepreneurial leaders place high emphasis on the
importance of forming diverse yet strong teams, encouraging collaboration, and allow-
ing team members autonomy so that they take responsibility for their performed tasks.
This approach aims to create an atmosphere of cooperation that inspires innovation as
well as growth (Ireland et al., 2003). It is also essential for business expansion that an
organization functions openly without any restrictions. In other words, the organization
is free from direct involvement of the founder while functioning in an environment (Chen
and Lai, 2010). It is important for the growth of an organization to empower teams so
that they adapt to dynamic environments. A study by Chen and Lai (2010) revealed that
empowered teams not only enjoy high morale but are also highly productive, which helps
achieve the objectives of enterprises.

Nonetheless, other schools of thought argue that empowerment is not sufficient to
ensure that it will reap rewards and make enterprises successful (Manz and Sims, 2001).
They suggest that the direction, accountability and structure of the organization are more
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important for the growth and success of the organization (Manz and Sims, 2001). The
reason is that empowerment does not have its own true framework or personal account-
ability, which could result in a lack of proper direction (Manz and Sims, 2001). For
example, in the case of Zappos, Tony Hsieh was a company CEO who did not just exem-
plify participatory leadership by empowering his team through creating an environment
that nurtured autonomy and innovation. His move to implement “Holacracy” — an organ-
izational system that operates without conventional managerial hierarchies — reflects his
commitment to employee empowerment and entrepreneurial leadership. In other words,
his practice speaks volumes about his entrepreneurial leadership commitment to fostering
a culture of employee empowerment.

Nonetheless, in highly autonomous settings, operating without structure presents
unique challenges (Hsieh, 2010). Entreprencurial leaders often make decisions in volatile,
uncertain, complex, and ambiguous (VUCA) environments, with imperfect knowledge
and uncertain consequences. Entrepreneurial leaders must make decisions on the basis of
calculated risks. According to Haque et al. (2017), uncertainty refers to situations where
possible outcomes are not fully known, making conventional risk assessment tricky and
difficult. According to Sarasvathy (2001), the ability of entrepreneurial leaders to make
efficient and effective decisions under time pressure results from knowledge that integrates
intuition backed by analytical methodologies.

14.6 Making Intuitive vs. Analytical Decisions

Intuitive decision-making relies on instinct or experience to guide choices, whereas ana-
lytical (logical) decision-making is based on facts, seeking rationality, and systematic ana-
lysis in making choices (Dane and Pratt, 2007). Often, the availability of reliable data is
limited due to uncertainty; hence, entrepreneurs find themselves in a situation to rely
on intuition despite evidence-based decisions being always preferred because of their
rigor and objectivity (Dane and Pratt, 2007). Experienced entrepreneurs usually make
decisions on the basis of intuition, supported by following recognized patterns, which
enables them to respond promptly to new opportunities (Dane and Pratt, 2007). For
example, Howard Schultz used both an analytical and intuitive approach when deciding
to transform Starbucks from a coffee bean retailer into a coffee chain. Without Shultz’s
rational approach and intuition, Starbucks might never have emerged as a global brand,
despite early trends showing that moving away from the original business model was risky
(Schultz and Yang, 1997). Nonetheless, subjective errors and distinct biases can result

from heavy reliance on intuition, especially under conditions of pressure or discomfort
(Kahneman, 2011).

14.7 Adaptability and Scenario Planning

Scenario planning promotes adaptability and agility in responding to shifting circumstances
because it helps in the preparation for several probable potential future events (Schoemaker,
1995). In times of uncertainty, scenario planning is highly useful, as it encourages leaders
to consider various scenarios and ensure that employees have all relevant information and
are adequately prepared. Schoemaker (1995) argued that by creating different scenar-
ios, leaders can remain flexible and adjust according to the situation’s demands. In other
words, leaders keep their options open and redefine their approach as situations unfold.
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For example, Airbnb used scenario planning to accommodate various types of recovery
periods on the basis of public health events during the COVID-19 pandemic. This practice
enabled the company to stay agile when international tourism was negatively impacted and
dropped to new lows across the globe. Airbnb promptly adjusted its policies according to
the situation and shifted its focus to domestic audiences, particularly to travel options that
supported the recovery of business during this period (Yohn, 2020).

Nonetheless, Mintzberg (1994) argued that too much scenario planning can lead to
the development of a situation of “analysis paralysis”—a situation where excessive consid-
eration of options hinders decision-making. In other words, the risk of delayed decision-
making can result from extensive scenario planning.

14.8 Prompt Decisions

Eisenhardt (1989) explained that at times, entrepreneurs do not have sufficient infor-
mation, but they must make immediate decisions, requiring prompt actions so that they
can act quickly to seize opportunities and /or minimize potential risks. Entrepreneurial
leaders must grasp opportunities before they slip away in dynamic environments by
making fast decisions. The ability to “decide and act” immediately and adapt action
plans as required by the situation are key attributes of effective leaders (Eisenhardt,
1989). Nonetheless, hurried decisions are likely to yield poor results, especially when
risks are not properly assessed (Kahneman, 2011). This can lead to severe mistakes that
may prove very costly for the entrepreneur (Kahneman, 2011). For example, the former
CEO of Uber, Travis Kalanick, was known for his fast decisions, which led to large
expansion and rapid growth of the company (Isaac, 2017). However, reputational risks
and regulatory issues emerged that might have been avoided with a more considered
approach.

14.9 Biases in Decision Making

Kahneman (2011) stated that systematic errors in judgment, which are based on either
emotional or cognitive shortcuts, are referred to as biases in decision-making. Anchoring,
confirmation, and overconfidence are a few of the biases to which entrepreneurs, like all
other decision-makers, are vulnerable. Research has shown that entrepreneurs often exhibit
overconfidence bias, as they strongly believe in the success of their entrepreneurial ven-
ture despite having limited data at hand (Busenitz and Barney, 1997). The ability to make
balanced (neither overly logical nor highly emotional) decisions depends on awareness of
all types of biases. In this context, it is important to note that not all biases are harmful,
such as optimism bias (super confidence), which can spark hope and give entrepreneurs
the courage to pursue ambitious goals (Simon et al., 2000). In other words, at times,
entrepreneurs need optimism bias so that they have the confidence to fulfill their ambi-
tions. For instance, Theranos’ founder, Elizabeth Holmes exhibited confirmation bias and
maintained overconfidence, believing her innovation would succeed, whereas extensive
evidence pointed in the opposite direction. Her bias played a significant role in decision-
making, which lacked objective scrutiny. Eventually, it was one of the primary reasons for
the collapse of Theranos Company (Carreyrou, 2018).
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14.10 Team Formation and Management

Hackman and Hackman (2002) argued that team building and leadership are crucial in
entrepreneurship because effective teams are essential for responding quickly and efficiently
to the pressures and challenges of innovation. Effective teams are characterized by good
leadership, clear roles, open communication, trust, and shared goals. Beyond gathering
talented people, the entrepreneurial leader should foster a culture of cooperation where
the collective talent of all team members is maximized.

14.10.1 Define Responsibilities and Rules

Well-defined roles and responsibilities ensure that each member of the team knows their
specific role and how it fits within the larger context of the overall goal. This structure
enhances responsibility, explicitly defines expectations, and decreases misunderstandings
(Katzenbach and Smith, 1993; Kaur et al., 2024 ). With the frequent overlap of roles and
changes prevalent in entreprencurial teams, there is a strong need to clarify assigned roles.
According to Hackman and Hackman (2002), greater role clarity helps reduce duplica-
tion of effort and increases the efficient division of labor among members. For instance,
in the early days of Microsoft, there was a clear division of labor between Paul Allen and
Bill Gates, allowing each to perform to their strengths: Allen oversaw product develop-
ment, whereas Gates handled the actual writing of software. Because the roles were clear,
the team was more efficient and presented foundational attributes that paved the way for
Microsoft’s success years later (Wallace and Erickson, 1993).

On the other hand, excessively rigid role demarcations can also make team members
both unable and unwilling to contribute beyond their narrow sphere, hence discouraging
creativity altogether.

14.10.2 Encouraging Open Communication

Open communication within teams forms trust, fosters the free exchange of ideas, and
ensures that problems are caught at the earliest possible phase. It enables team members
to voice their concerns, share constructive criticism, and collaborate on solutions. Because
open communication allows creative ideas to be shared without fear of backlash, it is cru-
cial for fostering creativity. According to Edmondson (1999), teams characterized by “psy-
chological safety” are more willing to take risks and employ innovative problem-solving
methods. For example, Google’s “20% Time” policy allows employees to work on their
side projects for up to 20% of their time, thus fostering open communication and encour-
aging knowledge sharing among teams (Bock, 2015). Innovative products such as Gmail
and AdSense resulted from this concept and demonstrated that open communication can
positively impact innovation. Critics argue that open communication needs to be balanced
with discretion to avoid information overload, which leads to ineffectiveness in decision
making (Daft and Lengel, 1986; Kaur, 2023; Kaur et al., 2024).

14.10.3 Fostering Unity and Trust

Effective collaboration relies on trust and cohesion, which creates a positive atmosphere,
making members feel committed to their common goals and confident in one another’s
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competencies. Team cohesion and trust are significant elements of any team; their absence
can lead to ineffectiveness, especially when teams are working in challenging environ-
ments. Cohesion provides a sense of direction among team members, whereas trust
reinforces cooperation and decreases events of conflict (Costa et al., 2001). For example,
Pixar Animation Studios has been renowned for its small teams, built through a “brain-
trust” model, which encourages open and frank feedback sessions among team members.
In such a setting, teams were able to work in harmony with movies such as Finding Nemo
and Toy Story, which became instant blockbusters all the time (Catmull and Wallace,
2023). Ciritics, however, argue that high cohesion can foster the “groupthink” phenom-
enon, where the desire for harmony overrides the expression of minority opinions, poten-
tially leading to lower-quality decisions.

14.10.4 Embracing Diversity and Inclusion

Shore et al. (2011) explained that while diversity in teams refers to actively seeking out
different viewpoints and experiences, inclusion involves the assurance of being valued
and included within the dynamics of the team. Diversity and inclusiveness are essential
to creativity because various perspectives introduce a level of complexity that encour-
ages challenging problem-solving and novel insights. Research has shown that diverse
teams are better able to generate fresh ideas and adapt to changing situations (Van
Knippenberg et al., 2004). For example, the success of Johnson & Johnson in different
global markets can be attributed to a company’s commitment to diverse and inclusive
policies. This commitment is evident in their efforts toward diverse recruitment and
team-building practices. At Johnson & Johnson, diverse teams collaborate to produce
healthcare and wellness products customized to different consumer groups (Barton and
Hirsch, 2016).

However, effectively harnessing diversity requires knowledge and skills, as different
points of view may lead to miscommunication and conflict (Jehn et al., 1999; Haq and
Faizan, 2023).

14.10.5 Lead by Example

As suggested by Gandz (2002), leaders who lead by example provide a model for
responsibility and dedication. They demonstrate the values, behaviors, and work habits
expected from others on their team. Leaders who exemplify honesty, hard work, and
flexibility motivate their team to do the same (Haque and Yamoah, 2021). Kouzes and
Posner (2017) explained that leaders who act as models inspire loyalty and commitment
among team members because they are seen as actively involved rather than simply
overseeing it. For example, Indra Nooyi, the former chief executive officer (CEO) of
PepsiCo, has been widely recognized for her interactive leadership style and commit-
ment to social responsibility (Sorkin et al., 2014). She embraced diversity and trans-
parency by staying close to her staff and embodying the values of PepsiCo—a quality
that helped the brand adapt to changing consumer preferences (Sorkin et al., 2014).
Critics, however, point out that leaders who try to take on every role risk becoming
micromanagers, which can limit trust and independence among team members (Pearce
and Conger, 2003).
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14.11 Strategic Decision-making in Entrepreneurship

Strategic entreprencurial decision-making involves determining long-term objectives,
performing informational analysis, and making informed decisions that guide and direct
the company toward long-term success. In industries, the entrepreneur usually operates
in dynamic and high-pressure environments. Strategic entreprencurial decisions made by
entreprencurial firms can significantly impact their profitability and positioning in their
competitive environments (Eisenhardt, 1989).

14.11.1 Characteristics of Entrepreneurial Strategic Decision-Making

Entrepreneurs depend on strategic decision-making to set goals that align with the pur-
pose and vision of their companies, allocate resources effectively, and respond to market
fluctuations. The key difference from ordinary routine decision-making is that strategic
decision-making involves choices that have a significant influence on the organization and
its further direction.

For example, Elon Musk took a well-calculated risk that enabled Tesla to enter the
mass market by opting to focus on affordable electric vehicles instead of luxury models.
Although this strategy involved a considerable number of risks, it cemented Tesla as one of
the influential players in the automobile industry (Vance, 2017).

Complex and sometimes unpredictable strategic decisions can drive innovation but also
carry substantial risks. For time-constrained firms, rapid information processing and fluid
thinking are pivotal dimensions of effective strategic decision-making (Haque and Yamoah,
2021). However, if too much information is evaluated without careful prioritization, this
speed in decision-making can lead to “analysis paralysis” (Langley, 1995).

14.11.2 Strategic Decision-making Techniques

Entreprencurs frequently use intuition or heuristics in making strategic decisions by draw-
ing on prior experiences and industry knowledge (Gigerenzer, 2007). For example, at
Apple, Steve Jobs was renowned for his innovative stance on product development. Since
there were no market precedents, his bold decision to introduce the iPhone represented
strategic management guided by a vision rather than due to any existing demand (Isaacson,
2011). In other words, a decision is based on intuition rather than data. Critics argue that
intuitive decisions can carry the risk of judgment or decisions being compromised by cog-
nitive biases, although such decisions can also be faster and more adaptive (Faizan and
Zehra, 2016).

14.12 Integrity and Ethics in Entrepreneurial Management

Ethics and integrity in entrepreneurship involve the steadfast application of morality and
honesty in all business practices, which inspires confidence among stakeholders and fosters
a healthy corporate culture (Ciulla, 2004 ). In practice, entrepreneurial leaders often play a
vital role in setting moral standards, as they directly influence how an organization thinks
and acts.
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14.12.1 Integrity and Ethics in Entrepreneurship

Integrity is an unwavering commitment to moral principles, especially under challenging
circumstances, whereas ethics are a set of moral values that help guide behaviors (Ciulla,
2004). Ethics and integrity within entreprencurship contexts involve transparency, respect
for stakeholders, and accountability. For instance, Patagonia’s founder, Yvon Chouinard,
built his company on values such as fair wages and respect for natural resources. Owing to
these values, Patagonia has a stronger reputation than many other companies operating in
the same industry. Its commitment to ethical practice further reinforces employee commit-
ment and customer loyalty (Chouinard, 2005).

Additionally, integrity and ethical behavior build trust among customers, employees,
and investors, fostering long-term profitability (Trevino et al., 2003). The evidence sug-
gests that businesses that are perceived as ethical and lead to integrity attract more engaged
employees and loyal customers. Trevino et al. (2003) argues that organizations practicing
ethical behavior have more employee commitment and loyal customers. However, com-
panies may sometimes feel pressure to compromise moral principles to meet earnings
(Faizan and Zehra, 2016).

14.12.2 Challenges in Maintaining Integrity and Ethics

Startups frequently find it difficult to balance moral obligations with financial demands,
especially in their initial phase when there are financial constraints. Labor standards or
product quality may be sacrificed to save costs and expenditures, creating a moral dilemma
for entrepreneurs (Dees, 1998). Compromised ethics displayed by health tech firms —
Theranos, exaggerating the capabilities and features of their products, leading to legal
issues and long-term damage to their reputation. This example shows the risks of priori-
tizing financial goals over moral principles (Carreyrou, 2018). Startups are characterized
by uncertainties, quick changes, and resource limitations, which pose serious challenges for
entrepreneurial leaders. For entrepreneurs, maintaining a balance requires motivating the
team and earning investor trust while navigating these obstacles (Kuratko, 2016).

14.12.2.1 Balancing Pragmatism and Vision

Balancing pragmatism and vision involve managing routine details while maintaining
a forward-thinking approach. This balance requires the ability to adapt flexibly while
remaining on track with long-term enterprise goals (Baum et al., 1998). For instance, the
aim of Jeft Bezos to expand Amazon beyond books initially received skepticism. However,
his adaptive, step-by-step expansion strategy allowed Amazon to thrive and demonstrated
how vision and practicality can work in tandem (Stone, 2013).

While setting a direction requires vision, an excessive focus on long-term goals may
lead management to neglect immediate needs. In support of this, the study by Baron and
Markman (2003) revealed that the executives who practice practical flexibility can accom-
modate necessary modifications without risking the firm’s failure. However, visionary
management may sometimes block pragmatic adjustments, which can hinder operational
improvement and reduce teamwork enthusiasm (Katz and Gartner, 1988).
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14.12.2.2 Scaling and Resource Scarcity Management

One of the most common challenges startups face is the scarcity of resources, which
negatively affects the organization’s operational efficiency (Brush et al., 2001). Strategic
decisions on the scalability and allocation of resources are often guided by cash flow con-
siderations and investment in leadership roles. For example, Sara Blakely, the founder of
Spanx, relied on cost-effective strategies and reinvested revenues for nearly two decades. By
managing resources prudently, Spanx accomplished sustainable growth without needing
external investment (Bankoft, 2016).

The scarcity of resources often forces entrepreneurial leaders to innovate and seek new
partnerships or solutions. While resource scarcity may trigger innovation, it can over-
burden leaders to deliver rapid results, sometimes leading to burnout or overextension
(Greve and Salaff, 2003; Faizan et al., 2022).

14.12.2.3 Managing Uncertainty and Building Resilience

From fluctuating consumer demand to market swings, uncertainty is a constant com-
panion for the entrepreneur. For entrepreneurial leaders to pivot and survive, they must be
resilient, possessing the ability to “stand after being bent”—a quality that enables them to
bounce back quickly from adversity (Shepherd et al., 2015). For example, the founders of
Airbnb showed persistence during the financial crisis in 2008. They managed to stay afloat
in such tough lending conditions by using several creative ways of keeping the business
running. Their flexibility and tenacity eventually helped Airbnb become one of the leading
players in the hospitality industry (Gallagher, 2017).

While resilience is essential, some argue that without the ability to realize when a course
correction is needed, resilience can lead to stubbornness (Sarasvathy, 2001). For example,
highly resilient leaders (aka overly resilient leaders) may hold onto unprofitable ideas or fail
to recognize that the environment calls for a change (Hayward et al., 2010).

14.13 Conclusion

It is concluded that entreprencurial leaders must adopt a balanced approach to ensure
that adaptability remains intact when making decisions in complex business environ-
ments. Ethical decision-making and effective team management enable them to perform
better. The success of entrepreneurial leaders is characterized by prompt yet calcu-
lated decision-making, flexibility in uncertain situations, and adaptation of inclusive
approaches to build teams. Ethical standards help them mitigate biases, strengthen their
reputation, and foster trust. Strategic visions and pragmatic actions enable entrepre-
neurial leaders to address complex challenges, capitalize on opportunities, and achieve
sustainable growth.
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Case Study: G-Inov Technologies — A Journey of Leadership and
Decision-Making

Harmandeep Kanr, Adnan ul Hagque and Riffat Faizan

Background

In 2021, Margareta Hopkins founded “G-Inov Technologies,” a company with the
objective of providing renewable energy solutions. The company specialized in the
installation of solar panels for residential customers. Margareta, who earned her mas-
ter’s in environmental engineering and proposed an eco-friendly mindset, formed
the startup to transform her dream into reality. Through this venture, she sought to
provide each household with the opportunity to attain clean energy at an affordable
price.

The Initial Challenges

Several challenges were faced by G-Inov Technologies in the very first year. These
challenges included scarcity of financial resources and fierce competition from already
established players in the electricity business. Margareta then decided to adopt
value-based pricing, where customers would pay based on the amount of energy
saved. Furthermore, she offered free consultations for first-time customers to build
momentum. This strategic move enabled her to attract consumers while also build-
ing trust within the community.

Strategic Decision-Making

Due to increased demand, Margareta immediately understood the need to change
the company strategy. In other words, the need to evolve the business model was
promptly realized. This was a tough decision because in English there is a common
saying that “If it ain’t broke, don’t fix it.”. The decision before her was whether she
should focus on further growing her installation services and operations or invest
resources into developing a proprietary technique that would yield more efficient
solar panels. However, this choice meant diverting resources away from her installa-
tion business.

Based on a study of current trends in the sector and discussions with her team
members, she decided to invest in technological development. She aimed to position
G-Inov Technologies as a distinct brand among competitors while also adding value
in the long run.

Ethics and Community Engagement

During her success, Margareta equated ethical behavior with community involve-
ment. Through a carefully designed program, she was able to prove her commitment
to social responsibility by providing installation services at low costs for low-income
families. She not only fulfilled her duties as a morally obligated person but also
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contributed significantly to the image of G-Inov Technologies by gaining loyalty
from customers. Exemplary leadership attributes were demonstrated.

Current Situation

By 2024, G-Inov Technologies had proven itself as one of the leading companies
in renewable energy. Nonetheless, Margareta now faces two sensitive issues: on the
one hand, the fast pace of technical change in the sector is a common trend, and on
the other hand, she must balance the firm’s growth with its core values. She is chal-
lenged to decide how to maintain a strong business culture while achieving a balance
between fresh ideas and her continued commitment to environmental responsibility.

Reflection Questions

* How did Margareta manage to overcome the early challenges faced by G-Inov
Technologies?

e What impact did the decision of Margareta to invest money in technical advance-
ment have on the company, in terms of competitive advantage?

e Explain some of the ways in which the brand reputation and customer loyalty
were shaped by G-Inov Technologies’ ethical practices.

e What are the major considerations that Margareta should consider ensuring that
core values are not compromised while facing upscaling?



Chapter 15

Factors Contributing to Failures
in Intrapreneurship

Adnan ul Haque, Harmandeep Kaur and Irfan ul Haq

15.0 Introduction

According to Hernindez-Perlines et al. (2022), intrapreneurship is entrepreneurship
within organizational settings. A plethora of studies have defined the concept of intra-
preneurship in various ways. For instance, it is considered as the demonstration of entre-
preneurial behavior within the existing organization rather than starting a new venture
(Antoncic and Hisrich, 2001). It can also refer to lower-level employees introducing ideas
and techniques to bring innovation within the company (Alt and Craig, 2016) or the cor-
porate renewal process within the well-established organization. The work of Antoncic
and Hisrich (2003) reflects that, instead of taking a new venture within the competitive
market, the individual innovates and contributes to the improvement of structure. Thus,
one could argue that intrapreneurship is a form of entrepreneurship where a competent
individual introduces their innovation within the existing organization.

During the last few decades, entrepreneurship has changed from an emergent area to
an established area of research, with a remarkable number of publications. Several studies
indicate that the origins of entrepreneurship can be traced back to the beginning, which
underlines the growing interest of academia in this field (Valencia et al., 2016). One of
the dimensions is that researchers attempt to analyze how entrepreneurship positively con-
tributes to the development of the economy through job creation (Barber, 2007), either
in new firms or in the renewal of existing firms (Burgelman, 1983; Honig, 2001; Yang
etal., 2009; Parker, 2011; Gawke et al., 2019). Conversely, the innovation that firms must
achieve has also been a point of interest for academics as a source of competitiveness in an
increasingly globalized economy. In this respect, several studies have been conducted by
experts (Kuratko and Audretsch, 2013; Bierwerth et al., 2015). Organizational efficiency
and innovation have become central to the agenda (Naveed et al., 2022). Entrepreneurship
involves both new venture creation and intrapreneurship (Antoncic and Hisrich, 2003).
According to Douglas and Fitzsimmons (2013), entrepreneurship is discussed together
with intrapreneurship. The former refers to taking risks involved in the creation and man-
agement of an independent company. In contrast, intrapreneurship means the identifi-
cation and exploitation of an idea by employees for their company (Bosma et al., 2013).

According to the researchers, intrapreneurship is entrepreneurship within an already
existing organization, which describes emergent behavioral intentions and behaviors of
an organization related to departures from the customary and conventional approach
(Antoncic and Hisrich, 2003). Intrapreneurs are not venturing into a new business in a
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competitive market but are internal entrepreneurs who work within the structures of an
already established company.

Intrapreneurship is the process of generating entrepreneurial behavior within an already
existing organization. This method aims to harness innovative capacity and agility from
entrepreneurship by leveraging the resources and capabilities of the parent company.
Despite the potential benefits associated with intrapreneurship, many efforts often lead
to critical failure for various reasons (Antoncic and Hisrich, 2001). Hence, this chapter
systematically explores the available literature in identitying and analyzing these influential
factors leading to such failures.

15.1 Overview of Intrapreneurship

This concept was popularized by Gifford Pinchot in the 1980s, when intrapreneurship
was utilized to describe the methods entrepreneurs use internally within large organi-
zations to ensure that innovation and growth occur. Accordingly, intrapreneurs can
behave like entrepreneurs while having access to all the internal resources and capabil-
ities of their parent companies. In this way, it is an apparent attempt to combine the
best of both worlds: the dynamism of a start-up combined with the stability of a large
corporation.

15.2 Importance of Intrapreneurship

Intrapreneurship is an essential ingredient that allows organizations to maintain the com-
petitive advantages enjoyed by them for a considerable period of time, since markets evolve
very quickly. It fosters creativity, encourages innovation, and institutionalizes a mindset of
continuous improvement (Kuratko, Montagno, and Hornsby, 1990). Organizations such
as 3M and Google have already gained advantages from intrapreneurial initiatives in their
efforts to develop breakthrough products and services (Carrier, 1994). However, there are
traces in the literature indicating that intrapreneurship could fail (Huang, 2021; Onetti,
2021; Hussain, 2023). Thus, it is essential to examine those factors contributing to intra-
preneurship failure.

15.3 Factors Contributing to Intrapreneurship Failures

The following are various factors that lead to the failure of intrapreneurship within organi-
zations. These challenges are explained below in two broad areas: managerial and techno-
logical challenges.

15.3.1 Managerial Challenges

15.3.1.1 Inadequate Supportive Culture

A company is usually devoid of an intrapreneurial culture within the workplace, which is a
vital component for encouraging innovation. Companies might not build the right climate
for intrapreneurs, even when all resources are available (Lukes and Stephan, 2017; Duncan
et al., 1988).
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15.3.1.2 Poor Work Relationships

Poorly designed compensation systems promote problems of justice /fairness in individual-
based approaches and free riding in team-based approaches. These problems ultimately
affect team performance through intrapreneurial efforts.

15.3.1.3 Low Motivation Among Employees

As paid workers and not entrepreneurs, employees may be unwilling to take the risks
associated with intrapreneurship. Since initiatives often fail to attract participation, many
employees do not engage themselves in generating innovative ideas (Gibbs et al., 2017,
Perry-Smith and Coff, 2011).

15.3.1.4 Poor Incentives

The inability to align rewards properly with intrapreneurial activities introduces motiv-
ational hurdles. Research has shown that relying solely on intrinsic motivation for employee
commitment is not enough (Rigtering et al., 2019).

15.3.1.5 Conflicts Between Employees and Managers

Conflicts between employees and management can lead intrapreneurs to leave and estab-
lish their venture outside the organization since their ideas are not supported by manage-
ment (Klepper, 2001).

15.3.2 Technological Challenges

The following are some of the technological challenges:

15.3.2.1 Inadequate IT Infrastructure

Most organizations lack the technological means and processes to harness and man-
age intrapreneurial ideas properly. Thus, proper IT infrastructure is an important foun-
dation for supporting intrapreneurship (Alsalim, 2020; Huang et al., 2021; Hussain &
Afzal, 2023).

15.3.2.2 Systems Isolation

Most firms create isolated I'T systems that fail to facilitate the required collaboration and
innovation processes. There is a lack of sophisticated digital platforms connecting resources
(Kissimoto et al., 2023).

15.3.2.3 Inaccessibility to Open Platforms

An inability to engage externally with open intrapreneurial platforms makes the firm tend
to lose collaboration and innovation opportunities. These could be due to deficits or
deficiencies in the commercialization and new product development capabilities of firms
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(Hsieh and Wu, 2019). Despite its potential, intrapreneurship often encounters signifi-
cant hurdles. A review of the literature reveals several factors contributing to the failure of
intrapreneurial initiatives.

15.4 Disadvantages Faced by Managers

15.4.1 Lack of Support Culture

A corrective approach involves the establishment of principles that trigger creativity and
risk-taking in addition to commitment from leadership, which is a critical factor for cre-
ating an innovative culture. The argument by Martins and Terblanche (2003) suggests
that it is crucial for leaders to accept the fact that failure is part of the process of innovation
and encourages experimentation with eagerness. Such a culture would also be supported
by consistent feedback systems (Schein, 1992).

15.4.2 Destructive Relations at Work

One of the ways companies can try to improve work relationships is through designing
pay systems that encourage cooperation rather than competition. For example, free riding
could be reduced with the help of team-based awards for group performance (Gibbs et al.,
2017). Additionally, training in conflict resolution and interpersonal skills are other effi-
cient techniques for improving relations inside the office.

15.4.3 Low Motivation Level of Staff

Businesses must create a sense of ownership within the workforce regarding the work
that is being pursued. In the opinion of Kuratko (2016), involving employees in the
goal-setting process and providing autonomy in decision-making functions will increase
employee involvement. With respect to the enhancement of intrinsic motivation, Kisimoto
et al. (2023) add that opportunities for job development could help.

15.4.4 Lack of Rewards

Reward systems should be targeted at activities carried out by the intraprenecurial team.
As suggested by O’Reilly and Tushman (2011), for businesses to truly recognize innova-
tive work, they must develop a holistic approach to pay, including extrinsic and intrinsic
rewards. Incentive systems need to be continuously monitored and adjusted based on
employee response to ensure long-term motivation.

15.4.5 Conflict Between Employees and Managers

It is very important to establish open lines of communication between management and
workers. As indicated by Klepper (2001), feedback sessions and check-ins held regu-
larly may be useful in resolving issues before they escalate. Training managers in conflict
management techniques may provide them with the necessary skills to handle disputes
non-violently.
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15.5 Challenges About Technology

15.5.1 Inability to Build Sufficient Information Technology Infrastructures

The way for organizations to break through this barrier is by investing in a strong infor-
mation technology infrastructure that supports the use of collaboration tools and software
used in project management. Their efficiency may be further enhanced by the incorpor-
ation of training (Alsalim, 2020; Huang et al., 2021; Hussain, 2023). The weaknesses in
information technology are identified.

15.5.2 System Isolation

The solution to the problem of systems separation is for organizations to integrate their
information technology systems with platforms that facilitate information sharing across
departments. According to Kissimoto et al. (2023), the implementation of enterprise-wide
platforms that encourage collaboration and communication may be an effective way to
support innovative projects.

15.5.3 Inability to Access Open Platforms

While innovative platforms are operated by third parties, there is potential to increase the
level of collaboration opportunities. By leveraging external expertise and sources, business
corporations should be active in seeking partnership opportunities with start-up, academic,
and industrial consortia (Hsieh and Wu, 2019). Additionally, investing in open projects
of innovation is yet another added advantage that enhances the capacity to create new
products.

15.6 Organizational Culture of the Company

Therefore, leaders must model the behaviors they wish to see in their employees and cre-
ate a psychologically safe space at work where employees can express views freely without
anxieties about reprisal (Schein, 1992). All this may be encouraged by frequent training to
highlight the need to be flexible and innovative (Martins and Terblanche, 2003).

15.6.1 Lack of Management Support

Management, in turn, should actively endorse intrapreneurial initiatives by giving them
enough resources and prominence. To give legitimacy to these projects and to ensure that
they receive continuous support (Hornsby et al., 2002), a dedicated team or role should
be developed to nurture intrapreneurship.

15.6.2 Lack of Sufficient Resources

The solution lies in the fact that organizations must prioritize intrapreneurial activities
alongside core operations and set aside specific funds for intrapreneurial endeavors to over-
come resource limitations. A flexible mechanism of resource allocation can be put in place
to quickly respond to new ideas (Burgelman, 1983).
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15.6.3 Negative Responses to Change

The solution should be a change management strategy where employees are engaged in the
transformation process. According to Kotter (1996), training and seminars for participants
will reduce resistance by addressing their grievances and educating them about new activities.

15.6.4 Poor Communication

There should be open channels of communication and processes among the parties involved.
In cases where digital technologies are used to facilitate information dissemination and periodic
updates, one can stay in touch with all the stakeholders concerned (Daft and Lengel, 1986).

15.6.5 Lack of Well-Defined Goals and Objectives

It is desirable for business organizations to utilize a goal-setting framework such as the
SMART formula (specific, measurable, achievable, relevant and time bound) to clarify
expectations. As Locke and Latham (2002) mention, employees can be given the attention
and focus required through frequent discussions regarding such goals.

15.6.6 Insufficient Training and Development

The antidote is investing in continuous training programs and seminars that may improve
the competency of employees and create a culture of lifetime learning. Nonaka and
Takeuchi (1995) also claim that collaboration with educational institutions may provide
opportunities for access to advanced technological knowledge and capabilities.

15.6.7 Lack of Patience and Short-term Focus

The solution lies in the fact that businesses need to emphasize the importance of a long-
term perspective by making continuous investments in the field of innovation. During this
process of innovation, leaders must congratulate themselves on even minor achievements
and emphasize the need to be patient (Christensen, 1997).

15.6.8 Limitations Imposed by Bureaucracy

To overcome this, the power of decisions and speed up processes should be delegated to
individuals to minimize bureaucratic obstacles. A decentralized structure can easily pro-
vide quicker responses to opportunities rather than a centralized structure, where decisions
must pass through multiple layers of hierarchy (Mintzberg, 1979).

15.7 Real-Life Examples of Intrapreneurship Failures

15.7.1 Kodak

The failure of Kodak to capitalize on its digital photography technology is among the most
well-documented cases of intrapreneurial mismanagement. Although Kodak managed to
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develop the technology early on, the company focused on protecting its film business
and restricted the intrapreneurial drive toward digital development (Tripsas and Gavetti,
2000). This case illustrates how a culture with limited openness to risk can stifle innov-
ation, even when disruptive technology is at hand.

15.7.2 Nokia

One notable example of how organizational inertia can derail innovation is the failure of
Nokia to penetrate the smartphone market. According to Vuori and Huy (2016), resist-
ance to change and a lack of vision in adapting to new technological landscapes prevented
Nokia from competing effectively with more agile competitors, such as Apple.

15.7.3 Xerox

The Xerox PARC invented new technologies such as GUIL However, Xerox was unable
to gain any benefit from these inventions. To be precise, this example demonstrates the
general failures of a lack of management support and resources for intrapreneurship
(Chesbrough, 2002).

15.7.4 IBM

The failure of IBM’s OS /2 operating system to outcompete Microsoft Windows is a good
example of internal resistance and a lack of focus on the customer. Unless sufficient atten-
tion is given to the demands of the market and internal advocacy, intrapreneurial projects
generally end in fiasco (Ferguson and Morris, 1994).

15.8 Cross-case Analysis and Recommendations for Successful
Intrapreneurship

These themes stand out most across these cases: supportive management, resource avail-
ability, and a good organizational culture. Successful intrapreneurship requires an enabling
environment that empowers employees to innovate and provides time and resources to
bring new ideas to the market. Intrapreneurship can be encouraged in an organization
using the following strategies for success.

15.8.1 Building a Supportive Culture

An innovation-friendly culture embraces risks and values experimentation, notwithstanding
the possibility of failure. As Schein (1992) says, this offers a secure environment in which
employees can pursue seemingly unorthodox ideas.

15.8.2 Gaining Management Buy-in

Top management participation is essential for intrapreneurial success. According to Kanter
(1985), this not only gives legitimacy to intrapreneurship but also helps coordinate
resource allocation and prioritization across the organization.
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15.8.3 Providing Enough Resources

Financial, technological, and human resources are crucial for intrapreneurial projects. As
Burgelman (1983) has shown, without such resources, the ideas of employees cannot be
developed or expanded on an appropriate scale.

15.8.4 Stimulating Open Communication

Clearly defined communications ensure that intrapreneurial efforts are in close coordination
with organizational goals, therefore reducing misunderstandings (Daft and Lengel, 1986).

15.8.5 Setting Clear and Achievable Goals

Well-defined goals focus on and motivate effort (Locke and Latham, 2002). Well-set
objectives may assist in determining guidelines and measuring intrapreneurial efforts.

15.8.6 Providing Ongoing Training and Development

Intrapreneurs need opportunities for learning. As Nonaka and Takeuchi (1995) noted,
knowledge acquisition and the enhancement of skills are integral parts of the process of
innovation.

15.8.7 Taking the Long-term View

This means being realistic about intrapreneurial projects and allowing appropriate time for
their development and maturation. According to Christensen (1997), an expectation of
quick results can hamper the potential to innovate.

15.8.8 Limiting Bureaucratic Obstacles

Reducing bureaucratic processes will accelerate decision-making, which is one of the pri-
mary requisites of an innovative environment. According to Mintzberg (1979), limiting
bureaucracy can facilitate the ability of intrapreneurs to act quickly and bring products to
the market.

15.9 Conclusion

This chapter has identified and analyzed the key factors responsible for the failure of intra-
preneurial initiatives. Understanding such factors will enable organizations to design strat-
egies more appropriately and effectively to support intrapreneurship. Further research is
needed in a variety of contexts, along with the creation of more detailed frameworks that
should be realized to address these challenges.
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Case Study: The Intrapreneurial Journey of Tech Innovations Inc.
Harmandeep Kanr

An ambitious group of employees at Tech Innovations Inc., a medium-sized tech-
nology company including Emily, a software developer with a strong work ethic,
decided to undertake a new project with the goal of improving the options available
for working remotely. Emily thought they could improve the user experience and
speed up operations by integrating artificial intelligence (AI) into the current plat-
form. But very quickly, the process highlighted the difficulties of intrapreneurship
within the organization. Despite this, Emily reacted with enthusiasm.

She put together a crew of like-minded colleagues and shared the ideas with her
superiors, highlighting that the constraints of remote work represented an unsolved
market need and people would benefit from addressing it. However, the executives
were not equally receptive, as they had a greater interest in continuing their product
mixes without investing in a new venture. Weeks of opposition from her colleagues,
who did not want to break their habitual processes, followed for Emily. Many work-
ers were resistant to the new technology because they preferred the established pro-
cesses already in place.

Owing to this resistance, the crew became much more risk-averse, especially when
rumors of layoffs emerged. Emily realized that the culture of the business was damp-
ening her advancement toward her goals. Despite the setbacks, Emily did not give
up. She started unofficial sessions for brainstorming to encourage open discussions
and creative stance among her team members.

They brainstormed ideas, listened to each other, and even celebrated minor
achievements they managed to accomplish. However, the absence of formal admin-
istrative support remained a significant concern. This frustration and disengagement
were the result of not having the resources needed to further develop their prototype.

One fine day, Emily learned about an invention contest being held across the entire
firm, with the purpose of encouraging intrapreneurship. For Emily, that was a golden
opportunity, as the reward for the best project was full financing. She managed to
motivate her team and ensured they covered all the key dimensions of their proposal
with utmost care. In addition to having clearly defined aims and objectives, they also
presented their vision with tremendous amounts of enthusiasm and self-confidence.

They were utterly surprised when their proposal was approved and won in the com-
petition. After the management recognized the team’s persistence and ingenuity, it
finally provided the required resources and support. Soon, the employees immersed
themselves in the development process with fresh eagerness, working collaboratively,
and overcoming challenges collectively.

Emily trained her workers in state-of-the-art Al technologies, and seminars on
lifelong learning played an important role as well. The agile approaches allowed the
team to make quick changes driven by feedback and changes in market needs.

The one-of-a-kind, Al-powered remote work solution developed by Tech
Innovations Inc. finally launched several months later received widespread posi-
tive reviews from customers as well as industry professionals. In addition to
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revolutionizing the product mix of the company, this effort also revived the culture
of the company. Ultimately, Emily’s case demonstrated that intrapreneurship suc-
ceeds only when management support, a healthy work climate, and effective com-
munication are present.

Reflection Questions

e What were some of the most critical issues that Emily faced and had to overcome
during her intrapreneurial days at Tech Innovations Inc.?

e What were the consequences of the lack of support from management toward
Emily’s project in its formative stages, and how did these results become apparent?

e In what ways did Emily create an environment that encouraged collaboration and
creativity among her team members?

e Based on the case, what are some ways businesses can provide more support to
their intrapreneurs and the projects that they work on?



Chapter 16

Modern Era Challenges and Business
Models for Entrepreneurs

Harmandeep Kaur, Anuraj Sangha and Adnan ul Haque

16.0 Introduction

The entrepreneurial landscape has been reshaped by the rapid evolution of sociocultural
shifts, technology, and globalization (Faizan and Haque, 2016). These emerging trends
must be addressed not only by entrepreneurs but also by conventional business mod-
els, which need to be reorganized and refined to remain competitive. In other words,
entrepreneurs need to be proactive and responsive to changes by considering the emer-
ging and latest trends while ensuring that the traditional model is fine-tuned to meet the
needs and demands of the competitive dynamic environment. To respond to the shift in
dynamics, various business models are increasingly being experimented with by entrepre-
neurs to fit the modern environment and respond to shifting consumer preferences. In this
chapter, business models are explained from the lens of entrepreneurship to highlight the
modern challenges and approaches of entrepreneurs to not only survive but also thrive in
the dynamic environment. Furthermore, the challenges faced by entrepreneurs in today’s
marketplace are explored. Additionally, the chapter discusses alternative business models
that can be adopted by entrepreneurs in general to survive and thrive in the modern
era. The challenges are navigated more effectively with the assistance of key frameworks,
such as the customer development model and the product development model. Lastly, the
chapter compares the customer development model and the product development model.

16.1 Understanding Business Models

A strategic blueprint that defines how value is delivered, captured and created by an organ-
ization is regarded as a business model (Osterwalder and Pigneur, 2010). In other words,
a business model is a framework that enables entrepreneurs to focus on three important
areas, namely, (a) creating the value of products and/or services, (b) delivering products
and/or services to the target audience to satisty their needs, and (¢) ensuring that value
is adequately captured. A wide range of business models can be chosen by entrepreneurs
today, with each catering to different market needs and resource constraints (Osterwalder
and Pigneur, 2010). Thus, a comprehensive understanding of these different models is
essential because it helps in the development of sustainable businesses that are not only
responsive and adaptable to external pressures but also relevant to the needs of the target
audience (Osterwalder and Pigneur, 2010).
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16.2 Popular Business Models

A diverse set of business models is available for entrepreneurs today to choose from,
depending on their target market, revenue generation strategy, and product and/or ser-
vice type (Mintzberg, 2015). In other words, depending on the context, entrepreneurs
are able to choose their business model from the wide range of available models; however,
the essential considerations include relevance and responsiveness to the target market,
revenue-generating streams, and types of products and/or services. Some of the most
common models are listed below:

16.2.1 Wholesale Model

Products are sold in bulk to retailers or distributors by businesses in this conventional
model. In other words, businesses often sell wares in large quantities to wholesalers and
retailers under this model. Companies such as Costco are examples of those using the
wholesale model as part of their entreprencurial operations, primarily selling large quan-
tities that are bought, with savings passed on to members (Mintzberg, 2015).

16.2.2 Retail Model

Direct sales to the end consumer are carried out in this retail model. This model is used by
traditional brick-and-mortar stores with an online presence, such as Amazon and Walmart,
which reach mass markets through a wide range of goods offered at competitive prices
(Johnson, 2010).

16.2.3 Franchise Model

In this model, entrepreneurs purchase the right to use a company’s business model and
brand. Franchisees pay fees to run their businesses under a well-known brand and system,
such as McDonald’s and Subway (Rubin, 1978).

16.2.4 Marketplace Model

Buyers and sellers are connected through platforms in the marketplace model, without
inventory being held. Peer-to-peer transactions are facilitated by websites such as Airbnb
and Etsy (Parker et al., 2016).

16.2.5 Pay-as-you-go Model

Customers are charged based on the actual usage of a service in this model. Billing for
cloud computing services, such as storage or data transfer, is handled by Amazon Web
Services (AWS) based on usage (Teece, 2010).

16.2.6 Free-to-Service Model

In the free-to-service model, revenue is generated through advertisements or other
partnerships, while services are offered for free. Revenue is generated through targeted
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ads, whereas Google’s free-to-service model offers free cloud services, email, and search
(Evans, 2003).

16.2.7 Subscription Model

Customers are charged a recurring fee by subscription-based businesses for ongoing
access to a product or service. One well-known example is Netflix, which offers subscrib-
ers unlimited streaming of shows and movies in exchange for a monthly subscription fee
(Teece, 2010).

16.2.8 Freemium Model

This model charges for premium features but ofters basic services for free. The freemium
model is used by companies such as Spotify and LinkedIn, where a restricted version of
the platform is accessed by users for free, and additional features such as ad-free content or
advanced analytics can be unlocked for a fee (Parker et al.; 2016).

16.2.9 Affiliate Model

In this model, revenue is earned by promoting third-party products or services. Influencers
and websites can earn commissions through Amazon’s Affiliate Program by referring cus-
tomers to the company’s marketplace (Laudon and Traver, 2018).

16.2.10 Razor and Blade Model

In this model, a primary product is sold at a low price (or even at a loss) to generate rev-
enue from complementary goods. Profits are generated from razor blades, while razors are
sold at a discount, as demonstrated by Gillette (Cusumano, 2010).

16.2.11 Reverse Razor and Blade Model

Unlike the razor and blade model, this method involves pricing the base product at a pre-
mium while providing complementary services or consumables at a reduced cost. Apple
employs this strategy by marketing premium-priced iPhones while providing relatively
affordable applications via its App Store (Cusumano, 2010).

16.2.12 Brokerage Model

In this model, companies act as intermediaries in transactions between two parties.
Companies such as eBay and Uber connect buyers and sellers or drivers and riders and
charge a fee for the transaction (Rappa, 2004).

16.3 Analyzing Business Models in Current and Proposed
Ventures

Analyzing existing businesses reveals the importance of identifying business models and
evaluating their competitiveness in a rapidly evolving landscape. For example, Netflix’s
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subscription model has been effectively tailored for digital streaming; however, pricing
strategies and content partnerships are continuously assessed to sustain a competitive
advantage (Teece, 2010).

When starting a new business, entreprenecurs need to carefully consider which business
model best fits their product and marketing strategy. A startup offering software solutions
may determine that the freemium or subscription models are the most suitable, as these
models facilitate easy scalability and recurring revenue. In contrast, brokerage or market-
place models may be deemed suitable for a marketplace that targets artisans.

16.4 Alternative Business Models for New Ventures

Entreprencurs in the modern era can experiment with alternative business models that
cater to niche markets and adapt to external forces. Some innovative models include the
following;:

16.4.1 Platform Business Model

According to Moazed (2024), a platform that develops value by assisting various types of
exchanges between several independent groups often involves producers and consumers.
In other words, this business model facilitates the connection between users and provid-
ers without directly offering the service or product that can be utilized by entrepreneurs.
These changes take place with the notion of creating and promoting scalable and extensive
networks that could be accessed on the demands of parties involved. The user benefits
from these networks not only by interacting but also in transactions resulting from the
creation of markets and community-based networks (Moazed, 2024). For instance, Etsy
connects buyers and sellers of handmade goods, whereas Uber connects drivers and riders
without driver ownership.

16.4.2 Circular Business Model

The rationale to formulate, deliver, and capture values to a wide number of audiences (aka
stakeholders) in an attempt to reduce social and ecological costs is regarded as a circular
business model. According to Atasu et al. (2021), there is increased attention among
manufacturing organizations to use a circular business model so that they can develop a
supply chain, which would help in recycling the incorporated resources previously used in
the creation of the product. However, according to Atasu et al’s argument, this could not
be extended to the service industry. Nonetheless, it reflects that reducing the footprints
formed on the environment, minimizing operational waste, and efficiently and effectively
using expensive resources (Atasu et al., 2021). Hence, it is a more attractive option for
entrepreneurs. It is important to note that the incorrect approach could prove highly
costly if the circular model is not developed adequately, thus making a circular business
model more challenging (Atasu et al., 2021). Moreover, the success of a circular business
model heavily relies on the strategic management of top management (Atasu et al., 2021).
This would enable the entrepreneurial venture to find the right balance between resources
and capabilities while addressing operational constraints.

The circular business model helps the entrepreneurial venture attain long-term sustain-
ability and ensures that practices remain ecological, thus improving the scope of business
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in the long term. One of the real-world examples is Patagonia. To reduce their environ-
mental impact, companies such as Patagonia use circular models that prioritize product
recycling, reuse, and refurbishment (Lacy and Rutqvist, 2016). Thus, the circular business
model helped Patagonia attain long-term sustainability.

16.4.3 Peer-to-Peer (P2P) Model

Direct interactions between consumers are the primary focus of the P2P model. Individuals
provide services such as furniture assembly via TaskRabbit, whereas accommodation rent-
als are managed through Airbnb, all within a peer-to-peer framework (Botsman and
Rogers, 2010).

16.5 Customer Development Model vs. Product
Development Model

The understanding of customer requirements and the validation of the business concept
are emphasized by the importance of the Customer Development Model (CDM), pro-
posed by Steve Blank before significant resources are invested in product development. In
the startup ecosystem, its significance is deemed particularly crucial, as uncertainty regard-
ing market fit can lead to the misallocation of time and resources.

16.5.1 Customer Development Model

Steve Blank developed the CDM containing four important phases (Ries, 2011). The
core of this model is to reduce market risk (Blank, 2005). The Lean Startup model is
an expansion of the CDM (Ries, 2011). Interestingly, the lean startups used by entre-
prencurs call for the use of continuous cycles and minimum viable products (MVDPs) — a
testing ground to take into consideration feedback from the customer so that products
and/or services can be refined and improved (Ries, 2011). The model consists of four
key phases:

16.5.1.1 Customer Discovery

In this phase, customer concerns and requirements are identified and comprehended.
Interviews and surveys are conducted by entreprencurs to gather insights regarding pro-
spective users. A startup that creates a new fitness app, for example, might interview fitness
enthusiasts to learn about their preferences and pain points regarding current solutions
(Blank, 2005).

16.5.1.2 Customer Validation

During this phase, hypotheses about the customer and their needs are tested by the entre-
preneur through MVPs. Feedback on the product’s value proposition is gathered through
this approach. For example, a simple video demonstration of its service was initially offered
by a company such as Dropbox to assess interest prior to the full product’s develop-
ment. Dropbox acquired early adopters and refined its offerings based on user feedback
(Ries, 2011).
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16.5.1.3 Customer Creation

After the product-market fit is validated by entrepreneurs, they then shift their attention
to expanding their business. A variety of marketing strategies have been developed to
generate demand for the product or service available. One prominent example is Airbnb,
which initially utilized social media and word-of-mouth marketing to generate demand
among travelers seeking unique lodgings (Zeng, 2016).

16.5.1.4 Company Building

In this concluding phase, the company evolves from a startup to a structured organization.
The emphasis shifts to maximizing the efficiency of business processes and expanding the
scope of operations. In the case of Warby Parker, for example, once the eyewear model
was validated through customer feedback, retail locations were established, and an online
presence was expanded. All of this was done while maintaining a commitment to social
responsibility by donating glasses to those in need (Ries, 2011).

16.5.2 The Product Development Model

In contrast, the initial development of a product is centered on the Product Development
Model (PDM), often based on the entrepreneur’s vision or assumptions about market needs.
According to Raeburn (2024), product development appears to be exciting; however, it is
not free of challenges. It is evident that from the ideation stage to the launching stage, all
products require different strategies to be successful (Raeburn, 2024). Thus, this makes the
process more challenging for entrepreneurs. Nonetheless, the basics of the product devel-
opment model could help entrepreneurs to some extent, such as knowing the breakdown
structure and ensuring ways to develop cross-departmental collaboration (Raeburn, 2024).
This approach is considered riskier since it may lead to products that fall short of the needs
or expectations of the customer. The traditional stages of the PDM include:

16.5.2.1 Idea Generation

New product ideas are generated by entrepreneurs based on their vision, market trends, or
competitive analysis (Raeburn, 2024).

16.5.2.2 Concept Development and Testing

The product idea is further developed, and prototypes are created for testing. Feedback is
often gathered (Raeburn, 2024); however, it frequently occurs after substantial resources
have been allocated to development.

16.5.2.3 Product Development

Following internal validation of the concept, full development is undertaken by the product,
and resources are allocated for manufacturing and launch preparations (Raeburn, 2024).
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Table 16.1 Difference between Customer Development Modeland Product Development Model

Aspect Customer Development Model Product Development Model

Focus Customer needs and validation Product features and specifications

Approach Iterative and feedback-driven Linear and sequential

Risk Management Reduces risk by validating before Higher risk due to assumptions
investing heavily about market needs

Example Dropbox’s MVP testing Microsoft Windows development

Source: Own illustration

16.5.2.4 Market Launch

The product is introduced to the market, often with significant marketing efforts being
made to draw in customers (Raeburn, 2024).

Microsoft’s Windows operating system is a classic example of the PDM. The company
developed the system according to its vision of an ideal operating system, frequently lead-
ing to the launch of versions that garnered mixed user reviews. The risks associated with
assuming market fit without direct customer feedback are highlighted by this approach
(Teece, 2010).

16.5.3 Comparison of Models

Table 16.1 outlined the key differences between the CDM and the PDM:

The comparison shown in Table 16.1 indicates that the CDM focuses primarily on
the needs of customers and their validation, whereas the specifications of the product,
along with features, remain the focus of the product development model. Additionally, the
approach in the product development model is linear and sequential by nature, whereas
a continuous (iterative) and feedback-driven approach is demonstrated in the CDM
(Table 16.1). MVP testing of Dropbox is an example of the use of the CDM. On the
other hand, Microsoft Windows development is based on the product development model
framework, as the specification improves over time (Table 16.1).

16.6 Sustainable Entrepreneurship in the Modern Era

In addition to business objectives, environmental and social goals are integrated into sus-
tainable entrepreneurship. For example, sustainability has been prioritized by companies
such as Tesla and Beyond Meat, which emphasize clean energy and plant-based alter-
natives, respectively (Schaltegger and Wagner, 2011). Through this approach, consumer
demands for environmentally friendly products are met, and these companies are posi-
tioned as leaders in innovation.

On the other hand, challenges such as higher initial costs and the difficulty of reconciling
profitability with environmental objectives are encountered by sustainable entrepreneur-
ship. For sustainable practices to continue to be profitable in the long run, entrepreneurs
must ensure ongoing innovation.
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16.7 Conclusion

The swift evolution of business models defines the contemporary entrepreneurial environ-
ment, encompassing traditional wholesale and retail models as well as digital platforms and
circular economies. As external pressures from globalization, technological advancements,
and changing consumer preferences are addressed, entrepreneurs must be flexible in their
adoption of these models. Through the comprehension and implementation of frame-
works such as the CDM, entrepreneurs can navigate challenges with greater efficiency,
thereby ensuring that they achieve profitability and continue to align themselves with the
requirements of current consumers.

The constantly changing environment will continue to pose challenges, and entrepre-
neurs will respond by reinventing their business models. To survive and thrive, entrepre-
neurship must embrace change.
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Case Study: Post-COVID Innovation — The Rise of EcoUnited and Its
Circular Economy Venture

Diya Nitinbhai Patel, Harmandeep Kanr and Adnan ul Haque

Post COVID-19, worldwide environmental concerns increased significantly, and
consumer preferences shifted, opening the door to opportunities for EcoUnited. As a
small-scale, eco-friendly startup that primarily focused on grocery delivery, EcoUnited
decided to move from a conventional online marketplace model to a dynamic cir-
cular business model. Although the company had always delivered organic produce
to consumers, post COVID-19, it adopted a circular economy business model that
emphasized subscription-based services, local sourcing, and zero-waste packaging.

Alternative Business Model

With an emphasis on sustainability and community integration, EcoUnited’s new
business model ensured that all products were locally sourced to achieve a substantial
reduction in the carbon footprint. This aligned with the company’s zero-waste policy,
which encouraged customers to return used packaging for future use. This change
strengthened EcoUnited’s position as a leader in employing sustainable trends on a
global platform while helping them in cost reduction by eliminating waste.

Critical Success Factors
Sustainable Sourcing

Through local sourcing, all produce was acquired from local farmers, which not only
supported the domestic economy but also reduced transportation emissions.

Zero-Waste Operations

EcoUnited minimized plastic consumption, encouraged packaging return, and
adopted sustainable strategies to inspire customers to adopt eco-friendly practices.

Digital Transformation

To anticipate customer needs and avoid food waste, EcoUnited used Al-driven pre-
dictive analytics on its digital platforms.

By serving the increasing number of environmentally conscious customers, this
sustainable business model enabled EcoUnited to prosper in the post-pandemic era.

Reflection Questions

e Explain the impact of COVID-19 on the initial business model of EcoUnited.
e List the circular economy business model’s key attributes as adopted by EcoUnited.
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Reflect on how increased customer loyalty and engagement resulted from the
adoption of the new business model.

Post COVID-19, what role did sustainability play?

How did EcoUnited’s operational efficiency increase due to adoption of digital
transformation?
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