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ABSTRACT

Entrepreneurship is of fundamental importance é@nemic growth and well-being
around the globe and is intensely promoted in agrey countries with the intention to
fight poverty and unemployment. Various entrepresieip training programs have been
implemented in the developing world within the ldstades. These programs are attended
by tens of thousands of entrepreneurs and woukhtrepreneurs each year. This
dissertation introduces a promising alternativethesse established training interventions: a
training program that aims at increasing persamaéative. Personal initiative is a behavior
that is suggested to be central for successfuéprégneurship. Empirically, personal
initiative has been shown to be highly relatedrityeppreneurial success. Yet, the proposed
causal relationship that Pl leads to entreprenkesuiecess has not been systematically
examined through an experimental design. This dessen tests this causal relationship in
a field experiment by means of the personal invgatraining. If personal initiative is a
central entrepreneurial variable, then our theca#{i derived training intervention should
increase personal initiative in entrepreneurs windirn should lead to higher
entrepreneurial success.

This dissertation includes two studies. The fitatlg (Chapter 2) reviews evaluation
studies of entrepreneurship training programshibae been implemented in developing
countries. This review enables us to compare owgopel initiative training with
established training programs. The second studg@hn 3) describes and evaluates the
personal initiative training.

Chapter 2 summarizes the findings of 27 studietuatiag 10 different training
programs in developing countries (including thespeal initiative training and the
evaluations study presented in Chapter 3). Thisasiéikis work the most extensive review
of entrepreneurship training programs in the erogifiterature (to our knowledge). The
review indicated that all included entrepreneursraming programs positively affected
entrepreneurial success.

We evaluated our theoretically derived persondiative training (Chapter 3) by
means of a long-term field experimental study usiryetest/posttest design (4

measurement waves) with a randomized waiting cbgtoup. The sample consisted of



100 small business owners in Kampala, Uganda. édigted, the theoretically derived
training program increased personal initiative badiness success (4 to 5 months after the
training). These effects were sustained over a @@timperiod posttraining. Testing for
mediation revealed that the increase of persoitatine was responsible for the increase
of success. These results confirmed the core cpugabsition of personal initiative theory
that personal initiative leads to business sucdduss, we suggest that Pl is indeed a

central entrepreneurial variable.
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Chapter 1 Introduction

CHAPTER 1

| NTRODUCTION

There is agreement among scholars that entrepianpus of fundamental
importance for the economy around the globe amittions as a catalyst for innovation,
job creation, and economic well-being. Scientifitcdence for this relationship has been
accumulating (e.g., Autio, 2005; Baumol, 2002; Bjrtt987; van Stel, 2006).
Entrepreneurship is of particular importance foredeping countries because with its
inherent economic potential, entrepreneurship isfeactive means for fighting poverty
and unemployment. Along with the realization of #s®nomic importance of
entrepreneurship, academic interest of the togaawn. Over the last decades, vriables
have been identified that are supportive for em&epurship. Undertakings have been
made to positively influence these variables ireotd promote entrepreneurship and thus,
boost the economy. We put one of these variabldseilcenter of our research because we
propose that it is arguably at the core of whaleisianded of successful entrepreneurs.
This variable is personal initiative (P1).

Pl is behavior characterized by its self-startiature, its proactive approach, and by
being persistent in overcoming barriers (FresendsrSoose, & Zempel, 199@elf-
startingimplies that an entrepreneur starts an action witbeing told, without being
driven by immediate demands, or without an expiigi¢ model. Self-starting is essential
because there are no supervisors who tell entreprenvhat to daProactiveimplies
having a long-term focus. Proactive entreprenentisipate future opportunities and
problems and get prepared for thétersistences necessary for overcoming difficulties
that arise when pursuing a goal.

Empirically, Pl has been shown to be highly relatederformance of employees in a
recent meta-analysis (Tornau & Frese, 2009) wittara@alytic correlations between Pl
and subjective performance of .31 and between dPbajective performance of .19.
Studies in the specific context of entrepreneursksp found a positive linkage between Pl
and business success (Koop, de Reu, & Frese, Ze@ipel, 1999). Proactiveness (one
part of PI) has been highly and relatively consifjdinked to organizational success in a

recent meta-analysis (Rauch, Wiklund, Lumpkin, &g&, in press) and to entrepreneurial
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success in two cross-sectional studies (Koop, de &é&rese, 2000; Krauss, Frese,
Friedrich, & Unger, 2005). A reactive approach, tpposite of Pl (reactive entrepreneurs
do not start an action by themselves but wait dhéy have to react or until somebody
tells them what to do), was shown to contributeatiegly to success (Frese, Brantjes, &
Horn, 2000; Van Gelderen, Frese, & Thurik, 2000).

Now, after both longitudinal and cross-sectionatists have found PI to be related to
entrepreneurial success, a true experimental $teidy is needed to confirm that Pl is
indeed central for entrepreneurship. To test thesdeveloped a theoretically derived
intervention. We implemented this intervention itvie experimental field study. With
this study we aimed to assess the causal relagitwelen Pl and entrepreneurial success. If
Pl is indeed central for entrepreneurship, therwatetion should first change Pl and second
change entrepreneurial success. In addition to Bthishould be a mediator between the
intervention and the increase of economic sucddssfield experiment was a long-term
study with a randomized control group. The samplestituted of 100 Ugandan small
business owners.

Our theoretically derived intervention was a thdag-training program that we
specifically developed for entrepreneurs of anasn country. If Pl is central for
entrepreneurship, and if our training program iases PI, then the training program would
be a promising alternative to already establishcepreneurship training programs in the
developing world.

Before we take a closer look at the PI training émévaluation, it is prudent that an
overview of entrepreneurship training programs #ratalready implemented in
developing countries is presented. Therefore, @n&pbriefly describes these training
programs and reviews the studies that assesseffesits.

Chapter 3 concentrates on our Pl training. It deesrhow we derived the training
program theoretically and presents the long-teatd fexperiment that we used to evaluate

the PI training on 100 business owners in Uganda.

! This review includes the P! training and its ewdilon study that are described in Chapter 3.
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1.1 PERSONAL INITIATIVE AND ENTREPRENEURIAL SUCCESS

The central concept of this dissertation is PisRiehavior characterized by its self-
starting nature, its proactive approach, and bgdpersistent in overcoming barriers
(Frese, Kring, Soose, & Zempel, 1996). We assuraeRhis at the core of what is
demanded of successful business owners.

First, Pl is important for identifying and expl@ig opportunities. Self-starting implies
that entrepreneurs strive to differ from compesitdrhus, they are constantly on the
lookout for opportunities and try to exploit theerdified opportunities before competitors
do. This may lead to first mover advantages (lgaddifined) (Lieberman & Montgomery,
1998) and, thus, help entrepreneurs to stay ahfeheio competitors and to increase
profits. Entrepreneurs who show Pl engage in amnesystematic or unsystematic)
search. Such an active search supports the accasd attainment of appropriate
information for opportunity identification (e.g.a@lio & Katz, 2001; Fiet, 2002; Hills &
Shrader, 1998). Proactive means that this searineisted towards future opportunities.
Being persistent, entrepreneurs do not give ugdlaech for opportunities when this turns
out to be difficult, for example, when the envirommhis complex. Once a future
opportunity is identified, Pl means to actively ense its potential before deciding
whether to exploit it or not. When the decisioreiploit an opportunity is made, the
required resources have to be reassembled. Wheapearieurs show PI, they actively
approach providers of resources and do not givieéthgir initial efforts remain fruitless.

Second, entrepreneurs operate in extremes of anagrtpersonal risk, urgency,
complexity, and resource scarcity (Baum, 2004; lea8dOzer, 1983; Smith & Smith,
2000). These conditions may frequently provokersramd negative emotions; setbacks
are likely to appear. Pl here means that entreprsreetively approach these challenges
(e.g., actively look for information to reduce urtaenty), that they motivate themselves to
keep on going in spite of these negative eventsilzet they use errors as a source of
feedback and learn from errors.

Third, Pl is essential for entrepreneurs to sudadghandle the multiple roles they
have to fill by dealing with managerial, servicaddeadership tasks (e.g., negotiating with
suppliers, establishing customer relationshipseoruiting and retaining employees).

Entrepreneurs who show Pl approach these tasksagiitbe actions (e.g. for recruiting
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employees they post job ads in newspapers, askepetie may know potential
employees, use the internet to look for employéesaal and so forth). They try new ways
if rehearsed routines do not work and they usuddiyot give up until they solve the tasks
in a satisfying way.

1.2 ENTREPRENEURSHIP TRAINING IN DEVELOPING COUNTRIES

We developed our PI training for business ownes dieveloping country, Uganda.
To compare the PI training with already establispexyrams, we reviewed
entrepreneurship courses that have been implemantked developing world. This review
is presented in Chapter 3. The following paragnaq@vides a brief introduction into
entrepreneurship training in developing countries.

Entrepreneurship training has to be distinguisihechfother educational interventions
that are frequently used in the developing worlgramote entrepreneurship. Besides
entrepreneurship training programs, these intetmesiinvolve academic entrepreneurship
programs (e.g. as part of MBA studies), coachimgiseling and advising services) and
hybrid forms that combine entrepreneurship edunatiith providing some form of assets
(e.g. financial support) (Katz, 2007). This disagdn solely focuses on entrepreneurship
training.

The roots of entrepreneurship training in the dewelg world began with the work of
McClelland and his colleagues. In the 1960s indnthey developed a training
intervention that was designed to encourage the figeachievement motive (i.e., an
individual’'s urge to excel, consisting of prefererior moderate risk, initiative, and a
desire for feedback): the Achievement Motivatioailing. McClelland and Winter (1969)
rigorously evaluated this training program and fbpositive effects on achievement
motivation and entrepreneurial success. Encourbgédese positive results, the Indian
Small Industries Extension Training Institute sdrto intensely promote the Achievement
Motivation Training. Step by step, new componentg.( business planning and book-
keeping) were added to the original Achievementitdion Training and the name was

changed into “Entrepreneurship Development Progrdmday there are approximately
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700 institutions in India that provide Entreprersfup Development Programs. Since
McClelland and colleagues’ pioneering work on thehi@vement Motivation Training,
various entrepreneurship training programs have begeloped and implemented in
developing countries. The most widespread of stathihg programs are the CEFE
(“Competency-based Economies through Formatiombérprise”), the SIYB (Start and
Improve your Business”) and the EMPRETEC (“Emprelmtes Technologia”) training
program, all of which are distributed across ddfarcontinents and joined by tens of
thousands of participants each year. The establishgepreneurship training programs
vary in terms of content and duration. The majaaity broadband interventions that, on
average, have a duration of about two weeks. Tbkaglly involve business management
skills (e.qg., business plan development, marketindpook-keeping) and psychological
factors (e.g., motivation, creativity, or proactyyj frequently they employ follow-up
interventions (e.g., personal counseling), and somes provide some form of assets (e.qg.,
financial help, working tools).

Some research has been conducted in the develapihd to assess the impact of
entrepreneurship trainings. Harper and Finnega@8)l&viewed evaluation studies on
three selected training programs that involve pshagfical factors. They concluded that

the training programs seemed to positively affectepreneurial success.

Although this dissertation is a full boofywork, it has been constructed in a
manner to allow independent reading of each chafiteerefore, references are included

at the end of each section.
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CHAPTER 2

A CRITICAL REVIEW OF ENTREPRENEURSHIP

TRAININGS IN DEVELOPING COUNTRIES

Agreement persists amongst scholars that entreymsmp is of fundamental
importance for the economy as it functions as algsttfor innovation, job creation, and
economic well-being. Scientific evidence for the¢ationship has has accumulated over
time (Autio, 2005; Baumol, 2002; Birch, 1987; vaelS2006). Entrepreneurship is of
particular importance for developing countries luseawith its inherent economic
potential, it is an effective means for fightingveaty and unemployment. When realizing
the economic potential inherent in entrepreneurgiopcy makers in developing countries
and international donor agencies started promatirigepreneurship to stimulate the
economy. Therefore, a variety of educational irgations have been developed and
implemented. These interventions involve entrepuestep trainings, academic
entrepreneurship programs (e.g., as part of MBAlisf), coaching (counseling and
advising services), and hybrid forms that combimieepreneurship education with the
provision of some form of assets (e.g., finanaigdport) (Katz, 2007). Empirical evidence
for the effectiveness of academic entrepreneunstigrams has accumulated in the
developed world (e.g., Charney & Liebcap, 2000;u€ctid & Moen, 1997; McMullan &
Gille, 1998; Menzies & Paradi, 2002; Upton, Sexi&mvioore, 1995). But do
entrepreneurship interventions also work in devielpgountries? With the present review,
we attempt to answer this question for entrepresiepitrainings.

We focus on training programs that involve psychalal factors. Psychological
factors have been linked to business successastaamount of studies. For example,
meta-analytic evidence for the positive linkagenssin need for achievement (i.e., an
individual’'s urge to excel, consisting of prefererior moderate risk, initiative, and a
desire for feedback) and entrepreneurial succesdaumd by Rauch and Frese (2007) and
Collins, Hange, and Locke (2004) with a correated.314 and = .260, respectively. A

14
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positive correlation between entrepreneurial oagah (an omnibus variable consisting of
proactiveness, innovativeness, autonomy, risk takand competitive aggressiveness) and
success of micro-businesses was found in a recetat-amalysis (Rauch, Wiklund,
Lumpkin, & Frese, in press) with a corrected .273. If it is possible to strengthen such
psychological factors through training programssthtraining interventions might be
powerful instruments for promoting entrepreneursie included all types of
entrepreneurship training programs that involvechsiogical factors in the present
review: focused training interventions that solecentrate on these factors, broadband
trainings that combine strengthening of psycholalgiactors with training of business
management skills (e.g., business plan developrhenkkeeping, or marketing), and
hybrid forms that facilitate the access to assetldition to training psychological factors.

An extensive review of educational entrepreneursitgrventions was conducted by
Harper and Finnegan (1998). This review includedtiidies conducted in developing
countries that evaluated three widespread traipiograms involving psychological
factors: the Achievement Motivation Training, thetEpreneurship Development
Program, and the Competency-based Economies thfearghation of Enterprise (CEFE)
program. Harper and Finnegan showed that thesergainterventions seemed to have a
positive effect on entrepreneurial success. Howekervarious methodological problems
of the majority of the reviewed studies somewlhattlthe conclusiveness of these results.
During the last decade since Harper and Finnegadumbed their research, the interest in
entrepreneurship has grown immensely and new estreprship training programs have
been developed and implemented. The amount oftf@estudies published in the field of
entrepreneurship research has greatly increasddyrganizations that promote
entrepreneurship trainings have put great effaa pnoviding local training suppliers with
instruments and advice for enablingaphisticated evaluation of training effectiveness.
These developments raise hope that the evaludtidies published within the last decade
may have used stronger methodological designstans, provide better evidence for the
effectiveness of entrepreneurship training.

Our study aims to extend Harper and Finnegan's§L8&view of 10 evaluation
studies of three selected entrepreneurship trapriograms involving psychological
factors. We included all entrepreneurship trairpnggrams involving psychological

factors that were evaluated in the developing warld, of which, had available evaluation
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studies. In all, we reviewed 27 studies on 10 ingiprograms. With the present review,
we attempt to answer the following questions: (daiMypes of entrepreneurship training
programs that involve psychological factors haverbenplemented in developing
countries? (b) Do these training programs stremgthe targeted psychological factors?
(c) Do these training programs promote entrepreaksuccess? (d) Should b and c prove
to be true, does the change in the psychologicabfa contribute to the increase in

success?

2.1 METHODS

Pool of Studies

We focused on studies that evaluated training progrfor entrepreneurs or would-be
entrepreneurs that involve psychological factosb& included in this review, studies had
to meet the following criteria: First, they werendoicted in developing countries. Second,
they were published in English. Third, they repor@antitative data; pure case studies
were excluded.

Studies were identified from database search ieis§-O, EBSCO, SSCI, Econlit,
and ERIC, from internet search via Google and Ge&giholar, from consulting the
reference list of identified studies, and from emting the first authors, colleagues and
consultants who engage in the same field of rekgara organizations that promote
entrepreneurship training in developing countrfesotal of 27 studies were identified that
met the above listed criteria for inclusion in thesiew.

16
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2.2 RESULTS

The identified 27 studies evaluated 10 differeaining programs in developing
countries. The results section describes thesargaprograms and summarizes their
effects on psychological factors, business manageskd@ls and entrepreneurial success.
Finally, a closer look is taken at the causal rehesthip between training related change in
psychological factors and the effect on entrepraaksuccess.

2.2.1 TYPES OFTRAINING PROGRAMS

Table 1 gives an overview of the 10 identifiedrinags programs and provides
information about their origin, distribution, tatggroup, content, design, and the applied
training method The following paragraph summarizes the main dfiees and

similarities of the training programs.

2 The features of one training program may sligtiffer from those reported in Table 1 across evitna
studies. These divergences are shown in Table 2.

17



Table 1. Description of the identified entreprenetship trainings

Training, Origin, Distribution, and Target

Group Content of Training Training Design Training Methods
AMT — Achievement Motivation Training
Developed by David McClelland and collegues in th&heory-based selection of content Length:10 to 14 days Self-reflection, presentation of
early 1960s. Today usually integrated as compoimentsychological factorsOnly content is achievement motivatioPre-selectionNon successful role models, lectures,
the EDPs. that consists of 3 psychological factors: prefeecioc Follow-up: Participants regularly submit discussions, exercises (e.g., thematic
Target group Small business owners. moderate risk, initiative, and a desire for feedtbac written progress reports that are analyzed aagperception test), simulated business

commented by the training supplier in ordersduations, personal counseling.
reinforce achievement thinking.

EDP — Entrepreneurship Development Program

Developed in 1970 in India by the Gujarat Industria Selection of content partly based on empirical istsidNo Length:1 week to 3 months Methods of AMT for increasing
Investment Corporation Ltd. Mainly distributed in  theory-based selection Pre-selectionIndividuals with a certain achievement motivation. Other

Asia. Psychological factorsAchievement motivation degree of achievement motivation methods vary according to training
Target group:Small business owners and would-be Other. Various business management skills, e.g., book-  Follow-up Vary in intensity and content, e.gsupplier and usually contain: lectures,
entrepreneurs with a high degreeaohievement keeping, conducting a feasibility study, developinigusiness financial assistance, personal counseling, opep-talks, information talks, field
motivation. plan. providing premises and raw materials. visits to ex-trainees.

SYB - Start Your Business

Developed in the 90s. Has its roots in the “Improve Selection of content not theory-based. Not cleay this Length:5 days Methods vary according to training
Your Business” (IYB) program developed by content was chosen Pre-selectionNon suppliers. Frequently used are:
SwedeCorp for the International Labor OrganizationPsychological factorsCreativity, social competence, and selFollow-up: Non lectures, role plays, games, real life
(ILO). ILO promotes SYB in more than 20 countries reflection examples, self-reflection.
worldwide. Other. Developing a business plan, conducting a featsibil

Target group:Would-be entrepr. with a business ideatudy, various basic business management skills.

GYB - Generate Your Business Idea

The GYB was developed in the late 90s to suppleme3election of content not theory-based. Not cleay this Length:3 to 5 days Methods vary according to training
the SYB and is, like the SYB, promoted by the ILO. content was chosen Pre-selectionNon suppliers. Frequently used are:
Target group:Would-be entrepreneurs without a Psychological factorsCreativity and active information Follow-up: Non lectures, self-reflection, various
business idea search, self-reflection creativity techniques.

Other. Generating a business idea, feasibility study.

CEFE - Competency-based Economies through Formatioof Enterprise
Developed in the 80s and by now spread worldwide Selection partly on the basis of empirical studist theory-  Different types of CEFE courses for differentAction learning approach with

over more than 80 countries visited by more than  based selection target groups that vary in content and lengthhehavioral exercises like role-plays
100.000 participants a year. CEFE is promoted by tiPsychological factorsMotivation, creativity, self-confidence, Length:On average 4 to 6 weeks and simulations, creativity exercises,
German Agency for Technical Cooperation (GTZ). social competence, self-reflection Pre-selectionIndividuals with high case studies, field trips.

Target group:Small business owners and would-be Other. Business management skills, e.g., marketingnassi motivation and growth potential

entrepreneurs with a high degree of motivation and plan development Follow-up: Vary, provided on an ad-hoc basis.

growth potential Access to assetéccess to credits is facilitated.
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Training, Origin, Distribution, and Target

Group Content of Training Training Design Training Methods
EMPRETEC - “Emprendedores Technologia” (entrepreneus technology)
Developed in the late 80s, EMPRETEC is noBelection of content on the basis of empirical igs.d Length:2 weeks Lectures, discussions, case studies,
established in over 20 countries in Central anlsychological factorsl0 different psychological factors that were Pre-selectionSometimes; individuals with avideo tapes, self-assessment, exercises
Latin America, Africa, and the Middle East  found to be positively related to entrepreneunigicess: opportunity certain degree of psychological factors like role plays or business simulation.
with yet more than 70.000 participants. It is seeking and initiative, risk taking, persistencamdnd for efficiency Follow-up Usually in-house advice and
promoted by the United Nations. and quality, commitment, goal setting, informatsaeking, additional training courses on business
Target group:Small business owners and systematic planning and monitoring, persuasionratdiorking, management skills.
would-be entrepreneurs independence and self-confidence

Other. Business plan development.

Personal Initiative Training

Developed by Glaub & Frese in 2004 and pil&election of content theory-based Length:3 days Action training approach with

tested in two African countries. The training ifsychological factorsPersonal initiative, a behavior syndrome  Pre-selectionNon exercises, case studies, self-reflection
not distributed. characterized by three facets: self-starting, greacand persistent inFollow-up: Non and small parts of lecture.

Target group:Small business owners overcoming barriers.

WEP — Women Entrepreneurship Programme

Pilot tested in 2002 in South Africa and only Selection of content partly on the basis of emplrgtudies. Length:6 days Lectures, role models presented
locally distributed. Psychological factorsRisk propensity, creativity and innovation, Pre-selectionWomen with growth potential through case studies and visits of
Target group:Women who own a small opportunity identification, leadership, motivatiaacial skills Follow-up: Vary; frequently personal successful entrepreneurs, discussions,
business and have growth potential Other: Developing a business plan, various managemeits skil counseling. various exercises.

Access to assetRarticipants present their business plans tonpiate
providers of loans.

CEPE - Création d’Entreprises et Développement dealPetite Entreprise

Pilot tested in 1995 in Senegal. Degree of  Selection of content partly on the basis of emplrgtudies Length:Around 16 days Case studies, role plays, exchange of
distribution not know. Psychological factorsRisk taking, persisting, taking initiative, satli Pre-selectionNon experience, business simulation.
Target group:Small business owners goals, opportunity seeking, seeking informatiommootment, striving Follow-up Supervision and personal

for efficiency counseling.

Other. Conducting a market analysis, technical, econpard
financial studies, legal and administrative aspéuisnan resources.

TechnoServe Business Plan Competition

Developed by TechnoServe in 2002 and Reason for selection of content not reported. Length:10 days Lectures, examples, discussions, self-
promoted in different countries in Central ~ Psychological factorsEntrepreneurial orientation and attitudes (noPre-selectionindividuals with growth reflection, few exercises.

America and Sub-Saharan Africa. specified). potential and a viable business idea.

Target group:Small business owners and  Other. Business plan development, various managemelig ski Follow-up: Non

would-be entrepreneurs with growth potentiaPersonal counsellingOne-to-one assistance in business planning.
and a viable business idea
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Distribution. Concerning their distribution, the training pragrs can be partitioned
into two categories. The first category consistesiiblished training programs that are
intensively promoted by governmental and nongovemtal organizations and distributed
across continents (Achievement Motivation TrainiBgtrepreneurship Development
Program, Start Your Business, Generate Your Busiltesa, CEFE, EMPRETEC,
TechnoServe Business Plan Competition). The secatadjory contains more recently
developed training programs that are implementedllp (Personal Initiative Training,
Women Entrepreneurship Programme, CEPE).

Target group Two training programs were specifically desigf@dwould-be
entrepreneurs whereas four training interventiosusively target entrepreneurs with
businesses in operation. Four interventions addre$soperating and would-be
entrepreneurs. One training program targets womeem@eneurs (the Women
Entrepreneurship Programme) while the others argemder specific.

Content Two of the 10 training programs solely focus sggtological factors: the
Achievement Motivation Training and the Persondldtive Training. The Achievement
Motivation Training aims to strengthen achievenrantivation and the Personal Initiative
Training solely concentrates on personal initiafedehavior syndrome, characterized by
its three facets self-starting and proactive bedraand persistence in overcoming
barriersadditionally, these two entrepreneurstaming programs are the only theory-
based training interventions, meaning, their cantes selected on the basis of its
theoretical linkage to entrepreneurial performaauce the design was derived from the
theory of achievement motivation and personalatite, respectively. The other eight
training programs involve business managementssially., business plan development,
marketing, or bookkeeping) and psychological fastirequently use follow-up
interventions (e.g., personal counseling), and somes provide some form of assets (e.qg.,
financial help, working tools). Psychological fatdor these training programs were
predominantly chosen because of their assumed pirieat linkage to entrepreneurial
success. The amount and type of psychological fmatoolved and their emphasis in
relation to other contents varies across the arghting programs. For example, the Start
Your Business program mainly concentrates on basinenagement skills and devotes

only a very small segment to psychological factatsije EMPRETEC almost exclusively
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Chapter 2 A Critical Review of Entrepreneurshipifings in Developing Countries

trains psychological factors adding business ptarebpment coaching as its single
managerial content.

Design The training programs vary considerably in teohduration. The shortest
programs are the Personal Initiative Training dred@Generate Your Business Idea
program with a length of 3 days each. The intefe@ntvith the most contact hours is the
extended form of the Entrepreneurship Developmergiam that stretches over three
months. The majority of training programs take d@lame to three weeks.

Training methodsThe training programs only differ slightly in tes of the applied
training methods. Generally, they use single andigmwork sessions, present role models
(in form of case studies or guest speakers), irevebime form of self-reflection, and
contain short lectures. In some cases, the sameggrogram varies slightly in its
applied methods, e.g., when local suppliers adepptogram to meet the demand the
demands of a special target group (e.g., more Meathods are applied when the target

group is mostly illiterate).

2.2.2 HEFECTS OF THE TRAINING PROGRAMS

Two tables are presented that provide an overvieiveoeffects of the training
programs. Table 2 displays the results of eachystadarately. Table 3 summarizes the
studies’ results for each training program. Infthlowing, the two tables are described.

Table 2 presents all 27 evaluation studies reviewehlis article. Entries in the table
are arranged according to the evaluated trainingram and according to a rating of the
methodology used in the study. This rating is basethe properness of the methodology
applied in the evaluation studies. The higher gtmg of a study, the more conclusive are
its results (composition of the methodology ratmgresented in Table 4 and explained in
more detail in the last paragraph of the resulti@®). The table covers the following
aspects of each study: First, the author is gi$exaond, the purpose of the evaluation is
reported. Third, the methodology rating is presgénf@urth, specific features of the design
of the evaluated training program are reportedhFgelected methodological aspects of
the study are described (sample, use of contralggonumber of points of measurement,
and applied measures). Finally, the main resulth@&tudy are presented. Thereby we
concentrated on those results that were most ceimeldor the effectiveness of the

evaluated training program, that is, we prefernsgldying results on economic success
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instead of participants’ reaction toward trainiegy(, satisfaction with the training
content). In addition we focused on the economacsss measures that were most
commonly used across the identified studies (ratew job creation, failure rate, and

start-up rate).
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Table 2. Summary of the identified evaluation stugks of entrepreneurship training programs

Training/ ' Metho- Specific.A.spects of] Comparison Points of Instruments
Stud Purpose of Evaluation dology Training Sample G M t and Outcome Central Results
y X : roups easuremen
Rating Intervention Measures
IAMT — Achievement Motivation Training
McClelland |Assessing the impact of Length 10 to 14 daySize 151 entrepreneurs and would-be 1 non- 1% Before Interview, TG showed significant improvement in al
& Winter  |AMT on achievement Follow-up entrepreneurs treatment of |intervention projective  |indicators of economic success, both when
(1969) motivation and Participants regularlypescription Individuals from two different  |same town [2"% Directly a.i. |test. compared with themselves before the colirse
Experiment, leconomic success of submit written towns were invited to take part in AMT. Thosél non- 3% 11 years a.[Economic  |and when compared with controls after the
published |businesses, and the progress reports thawho took part formed the TG (N = 78); those [treatment of success (obj.|course. Start-up rate of TG was 22% and| of
& impact on the economy are analyzed and |who did not take part the (non-random, self- (different town behavior (0bj|CG 8%, rate of new job creation was high
Heckhausen|of the two towns where commented by the |selected) CG (N = 38). A second, matched CG & subj.), neegboth in TG with 5.9 and in CG with 2.7
(1971), the AMT was training supplier in |was formed of entrepreneurs of third town (N|= for employees per participant. Participants
published |conducted. Testing if & order to reinforce  (35). achievement [showed more active behavior and need for
increase of achievement***  lachievement thinkin@ountry India (obj. & subj.),achievement was higher after the course
motivation is reaction before. The increase of achievement
responsible for an motivation was responsible for the increase
increase of success. of economic success of the entrepreneurs.
Heckhausen reanalyzed An effecton the economy of the cities wh
the data to find out the the AMT was conducted was not found.
conditions under which The AMT worked best, when participants
the AMT works best. scored low in hope of success before the
training and had the chance to become &
and actually became active after the trainjing.
Miron & Assessing the impact of Length AMT: 70 Size 186 entrepreneurs and would-be 1 receiving [1%% Before Questionnair{The group receiving only AMT showed hi
McClelland |AMT on business hours, £ combined |entrepreneurs AMT + long |intervention telephone [significant increase in sales (246%), profit
(1979) creation and economig training: 145 hours, |Description Individuals from different towns |business 2% 1-11% interview. (294%) and income (150%), while number
Experiment, |success of the created 2" combined and ethnic backgrounds were invited to take peaining years after Economic  |of employees stayed the same. The othe
published [and existing businesses. training: 210 hours |in the training courses. Those 186 who tookagir‘:ceiving training success (obj.)training groups also predominantly incres
Comparing the Follow-up: Yes, not [formed the (non-random, self-selected) samplMT + short in success measures. Comparing the AMT
effectiveness of AMT **  specified for assessment of training effectiveness. business group with the groups that received
with two training For comparison of the different training training additional business training revealed
programs that combing programs, matched groups were formed (N = contradictory results. The pure AMT group
AMT with business 56). was superior to the group receiving AMT |+
training. Country. USA short business training and less successful

than the group receiving AMT + long

business training.

Note. TG = training group; CG = control group=Number of participants; a.i. = after interventienbj. = subjective; obj. = objective.
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Training/ Metho- | Specific Aspects of Comparison Points of Instruments
Purpose of Evaluation dology Training Sample and Outcome Central Results
Study Rati : Groups Measurement
ating Intervention Measures
EDP — Entrepreneurship Development Program
IAwasthi & |Assessing the impact of Length Not reportedSize 1362 entrepreneurs and would-be |1 non- 1st: 2 - 6 years |Interview.  |Startup rate in the TG was 26%. Failure
Sebastian [EDP on business Follow-up: Not entrepreneurs treatment  [a.i. Economic  |was low (8%). TG achieved significantly
(1998) creation and economig reported Description 1295 participants of EDPs wg¢ success (obj.|higher scores than CG in all measures of
Survey, success of the created randomly selected from 555 EDPs 2 to 6 & subj.), financial performance and had a higher
published |businesses. i years a.i. All 67 of these participants who| reaction growth rate. Rate of new job creation was
had been operating for at least 3 years were around 0.83 per participant.
compared with a matched contgybup (N 3
67).
Country India
Patel (1981)|Comparing the Length Not reportedSize 94 entrepreneurs and would-be 1 non- 1% 1 year a.i. |QuestionnairéEntrepreneurs o received EDP in additid
Survey, effectiveness of two Follow-up: Not entrepreneurs treatment  [2"% 2 years a.i. [Economic fto financial support achieved higher scorés
published [(different financial reported Description Participants were randomly |1 financial success (obj.Jin all economic success measures than
support programs with /Access to asse selected 1 year a.i. 24 were in the EDP |support entrepreneurs who solely received financial
non-treatment group Financial support |group. program for support. They also had a lower failure rate
and analyze theffect of Country. India technicians (13%) than the non-treatment group (24%)
adding EDP on busing  *** 1 financial and one group that only got financial
creation and economig support training without EDP (39%). However,
success. program for entrepreneurs of the non-treatment group
nonspecific had a higher Return of Investment than all
target group other groups two years after the
interventions and were as successful as the
EDP trained entrepreneurs in termgodfit.
Saini & Assessing the impact of Length At least 2  |Size 74 would-be entrepreneurs 1 non- 1%t 1 -9 years |[Interview. [TG scored significantly higher in 2 out of B
Bhatia EDP on the economic weeks Description Participants of EDP were asktreatment  |a.i. Economic  |economic success measures (employeeg and
(1996) success of existing Follow-up: 1to 9 years a.i. to take part in the study. 37 success (obj.)furnover). All other measures did not reveal
Survey, businesses. ** Frequently personallagreed and formed the (sekiected) TG. 3 significant differences. Rate of new job
published counselling non-trained were chosen to form a matched creation in TG was 3.4 per participant (in
Access to asse In  |CG. CG 1.4).
some cases clearanftountry India
Harper & |Assessing the impact of Length 6 weeks Size Around 120, no exact figure reported, non- Not reported |Instrument ndTG was significantly higher in profits,
Mahajan EDP on the economic Follow-up: Not not clear if entrepreneurs or would be  [treatment reported. earnings and number of employees than |CG.
(1995) success of existing reported entrepreneurs Economic  |No significant difference in other economijc
- Study 1 - |businesses. * Description Around 60 participants were success success measures.
Survey, selected a.i. to form TG. A matched CG was
published formed (selection process not reported).

Country India

Note. TG = training group; CG = control group=Number of participants; a.i. = after interventienbj. = subjective; obj. = objective.
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Training/ ' Metho- Specific.A.spects of] Comparison Points of Instruments
Stud Purpose of Evaluation dology Training Sample G M t and Outcome Central Results
y X : roups easuremen
Rating Intervention Measures
Harper & |Assessing the impact of Length 6 weeks Size 246, not clear if entrepreneurs or wgl non- 1% 1 - 9 years [Instrument ndTG reached break-even point after busingss
Mahajan EDP on the economic Follow-up: Not be entrepreneurs treatment  [a.i. reported. creation earlier than CG. However, growth
(1995) success of existing reported Description 126 participants of 29 different Economic |rates of TG and CG were similar.
- Study 2 - |businesses * EDPs were selected 1 to 9 years a.i. to form success (obj.
Survey, the TG (selection process not reported). 120 & subj.)
published non-trained formed a matched CG.
Country India
SYB — Start Your Business
Barwa Assessing the impact of Length 5 days Size 258 entrepreneurs and would-be  |Non T 9 months a.iQuestionnairgNearly all participants stated that
(2003) SYB on economic Follow-up: Not entrepreneurs Economic  |performance of business had improved after
Survey, success of newly reported Description Women who participated in success (obj.ftraining. Around 70% reported an increas
unpublished |created and of existing SYB were randomly selected 9 months ali. & subj.), customers, sales and profits. Job creation
businesses. * Country Vietham behavior rate did increase (0.8 per participant). Mpst
(subj.), participants changed behavior after training
psychologicalin terms of managing their business
factors (subj.]differently (70%). 90% reported a change in
reaction business-related self-confidence.
Pharoah & |Assessing the impact of Length 5 days Size 45 would-be entrepreneurs who hadidon 1% 2 years and|Interview.  |Only participants who actually created a
Burton SYB on business Follow-up: Not business idea more a.i., N0 [Economic  |business after training were studied and in
(2001) creation and economi¢ ,,  |reported Description Participants of SYB who upper limit success (obj.this group failure rate was 28%.
Survey, success of the created operated business for at least 2 years were reaction
unpublished [businesses. randomly selected minimum 2 years a.i.
Country South Africa
Carlsson & |Assessing the impact of Length 5 days Size 648 entrepreneurs and would-be  |Non 1% Directly a.i. [QuestionnairdStart-up rate of would-be entrepreneurs Was
Anh SYB on business Follow-up: entrepreneurs up to 3 years a.fjeconomic  [15%. Only a few (about 15%) of the alregdy
(2001) creation and economig Consultancy Description Participants of the SYB were success (obj.|loperating entrepreneurs reported an increase
Survey, success of the created randomly selected directly a.i. up to 3 years & subj.), in productivity, sales, and profit that was
unpublished [and of existing . a.i. behavior mainly caused by training. Rate of new job
businesses. Country Vietham (subj.), creation was low (0.3 employees per
reaction participant). Only a slight increase in some
trained business activities after training was
reported. Some business activities even had

decreased.

Note. TG = training group; CG = control group=Number of participants; a.i. = after interventienbj. = subjective; obj. = objective.
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Trainina/ Metho- | Specific Aspects of Comparison Points of Instruments
9 Purpose of Evaluation dology Training Sample P and Outcome Central Results
Study X : Groups Measurement
Rating Intervention Measures

IAbeysuriya |Assessing the impact of Length 5 days Size 2 separate samples of would-be Non First sample: |Interview. Results after ¥ to 1% years'dample):
(2005) SYB on business Follow-up: entrepreneurs, first sample: N = 97, secopd Y2 to 1% years [Economic  (Start-up rate was 39%. However, major
Survey, creation and economig Consultancy and/or [sample: size not reported a.i. success (obj.|catalyst for start-up was personal follow-U
unpublished [success of the created training Description First sample: Participants of Second sample& subj.), counselling and not training. There was 3

businesses.

SYB were randomly selected %2 to 1% ye

ars

2% to 3% years|

behavior

low rate of new job creation (0.2 jobs per

pE

nths
t

a.i. to evaluate short-term effects. Second a.i. (subj.), participant).

sample: Participants of SYB were selected reaction Results after 2% to 3years (2 sample):

2Y to 3% years a.i. to evaluate long-term Start-up rate was 48%, failure rate of tho

effects (selection process not reported). who had started 36%.

Country. Sri Lanka
GYB — Generate Your Business Idea
IAbeysuriya |Assessing the impact of Length 3 days Size 2 separate samples of would-be Non First sample: |Interview. Results after ¥ to 1% year{$ample):
(2005) GYB on business Follow-up entrepreneurs, first sample: N = 98, secopd 4 to 1% years [Economic  (Start-up rate was low with 15% although
Survey, creation and economig Consultancy and/or [sample: size not reported a.i. success (0bj.|82% had developed a concrete business
unpublished [success of the created training Description First sample: Participants of Second sample& subj.), Nearly all participants who founded a

businesses. . GYB were randomly selected %2 to 1% yeprs 215 to 3% years|behavior business reported that participating in GY

a.i. to evaluate short-term effects. Second a.i. (subj.), positively influenced their business and t

sample: Participants of SYB were selected reaction business-related behavior.

2Y to 3% years a.i. to evaluate long-term Results after 2¥2 to 3% year§48ample):

effects (selection process not reported). Failure rate was low (13%).

Country. Sri Lanka
CEFE - Competency-based Economies through Formatioof Enterprise
Pham Assessing the impact of Length Not reportedSize 2 separate samples of poor women |Non First sample: |Interview. [2/3 reported an increase in income 7 mo
(2002) CEFE on economic Follow-up entrepreneurs, first sample: N = 784, secpnd Directly a.i. Economic |after the training and nearly all stated thal
Survey, success of existing Workshops sample: N = 336 Second samplefsuccess, they had applied the acquired business
unpublished [businesses. /Access to asse Description 1st sample: Participants of 7 months a.i. |[behavior, management knowledge.

* Loans, working tools$CEFE were randomly selectedetitly a.i. tg learning,

evaluate short-term effects. 2nd sample: reaction (all

Participants of CEFE were randomly subj.)

selected 7 months a.i. for long-term effects.

Country Vietham
Nguyen Assessing the impact of Length 17 days Size 106 entrepreneurs and would-be  |Non 1% 1 to 4 yeardinterview.  [Start-up rate of would-be entrepreneurs
(2001) CEFE on business Follow-up entrepreneurs a.i. Economic  [28%. Turnover: 64% reported an increag
Survey, creation and economig Consultancy, Description Participants of CEFE courses success (obj.Jand 13% a decrease. Employment: 44%
unpublished[success of the created  * workshops, training were randomly selected Y2 to 4 years a.i. & subj.), reportedan increase, 15% a decrease. N¢

businesses. Country Vietham learning all gained the knowledge to develop a
(subj.), business plan.
reaction

vas

(0]

Note. TG = training group; CG = control group=Number of participants; a.i. = after interventienbj. = subjective; obj. = objective.
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Training/ ' Metho- Specific.A.spects of] Comparison Points of Instruments
Stud Purpose of Evaluation dology Training Sample G M t and Outcome Central Results
y . : roups easuremen
Rating Intervention Measures
Reichert et |Assessing the impact of Length 8 to 14 days|Size 207 would-be and operating Non 1% 1 to 1% yealQuestionnairéStart-up rate of would-be entrepreneurs
al. (2000) |CEFE on business Follow-up: Not entrepreneurs a.i. Economic  |40% one year a.i., 4 years a.i., the overal
- Study 1 - [creation and economi¢ reported Description Participants of CEFE were 2" 4 years a.i. [success (obj.[rate of new job creation was 1.4 per
Survey, success of the created selected up to 4 years a.i. (selection progess & subj.), participant and the vast majority of the
unpublished [and of existing not reported) reaction operating entrepreneurs had expanded their
businesses. Country. Sri Lanka business (80%).
Reichert et |Assessing the impact of Length 3 to 15 days|Size 40 entrepreneurs Non 1% Within first |[Questionnair@increase in sales was very high in the firg
al. (2000) |CEFE on economic Follow-up: Not Description Participants of CEFE were yearupto3 |Economic |year after the training (44% compared to
- Study 2 - |success of existing reported selected 1 to 3 years a.i. (selection process years a.i. success (0bj.|GDP of 6%). The rate of new job creation
Survey, businesses. * not reported) & subj.), was 1.4 per participant. The vast majority
unpublished Country: Laos behavior reported an improvement of business
(subj.), management skills (88%).
reaction
Reichert et |Assessing the impact of Length 4 to 22 days|Size 132 entrepreneurs Non 1% 6t09 Questionnair¢Around 30% of the participants reported
al. (2000) |CEFE on economic Follow-up: Not Description participants of CEFE were months a.i. Economic |increase in different success measures. 1
- Study 3 - [success of existing reported selected 6 to 9 months a.i. (selection progess success \vast majority had implemented measures
Survey, businesses. * not reported). (subj.), improving business.
unpublished Country Thailand behavior
(subj.),
reaction
Braun et al. |Assessing the impact of Length Varies, not |Size 320 entrepreneurs and would-be  |Non 1% Directly a.i. |QuestionnairéResults for specific CEFE course for wou
(1995) a specific CEFE coursg reported concretely |entrepreneurs up to two years[Economic  |be entrepreneurs: Start-up rate was 32%
Survey, for would-be Follow-up Description Participants of CEFE who a.i. success (obj.\widely varied across countries (highest in
unpublished [entrepreneurs on Consultancy returned a questionnaire directly a.i. up to 2 & subj.), Philippines with 52%, lowest in Vietnam
business creation and years a.i. formed the non-random, self- behavior with no start-up);
other CEFE courses op selected sample. 122 had participated in (subj.), Other courses: 86% reported a strong or
economic success of * specific CEFE courses for would-be reaction strong increase of turnover and of these,
existing businesses. entrepreneurs and the other 198 had takgn vast majority had changed behavior in

part in CEFE courses for operating
entrepreneurs.

Countries Vietnam, Philippines, Kenya,
Brazil, Chile.

different trained fields of action (on averal
85%). The rate of new job creation was h
(2.1 per participant). The participants

reported a change in the way of managin

ge
igh

0

their businesses (87%)

Note. TG = training group; CG = control group=Number of participants; a.i. = after interventienbj. = subjective; obj. = objective.
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Training/ ' Metho- Specific.A.spects of] Comparison Points of Instruments
Stud Purpose of Evaluation dology Training Sample G M t and Outcome Central Results
y X : roups easuremen
Rating Intervention Measures
EMPRETEC - “Emprendedores Technologia” (entrepreneus technology)
Cooley Assessing the impact of Length 10 days Size 90 entrepreneurs and would-be 1 non- 1% Before Interview andTG showed a highly significant increase i
(1991) EMPRETEC on Follow-up Non entrepreneurs treatment  [intervention questionnairgsales compared to the CG. No significant
Experiment, leconomic success of Description Participants of EMPRETEC 2" 2 years a.i. [Economic  |change was found for number of employse
unpublished [newly created and were randomly assigned to a TG and a CG. success (0bj.|A large part of the change in economic
existing businesses. ok Those of the TG who did not take part in behavior success was due to a change in
Identifying the factors training were re-assigned to the CG (partly (subj.), psychological factors. However, this chan
that are responsible for self-selection of sample) TG and CG reaction in psychological factors was only on a
the increase of success. consisted of 45 individuals each. tenuous significant level.
Country Malawi
Lopez Assessing the impact of Length 10 days Size 64 entrepreneurs and would-be Non 1% Before Interview andThere was no significant increase in sucg
(1999) EMPRETEC on Follow-up Non entrepreneurs intervention questionnairgin the objective success measures Howe
Experiment, leconomic success of Description Individuals who wanted to 2% 6107 Economic  |62% of participants reported that gross s
unpublished [newly created and of participate in EMPRETEC were pselecte months a.i. success (obj.lhad increased in spite of declining
existing businesses. ok in terms of entrepreneurial competencies & subj.), economical indicators. More than 2/3 had
Country. Brazil behavior introduced changes in the way of running
(subj.) business. 5 of 10 trained and measured
Psychological factors had increased
significantly.
Ruffing & |Assessing the impact of Length Not reportedSize 810 entrepreneurs and would-be |1 non- 1: Directly a.i. |Instrument n¢Start-up rate was 56%. Within 4 years,
Fulvia EMPRETEC on Follow-up: Individualentrepreneurs specified up to 10 years [reported. employment increased by 12% whereas t
(1999) business creation and consultancy Description Participants of EMPRETEC a.i. Economic  |CG showed a significant decrease (-28%).
- Study 1 - |economic success of t who were preselected in terms of success (not
Survey, created and of existing entrepreneurial competencies and motiva reported if
unpublished [businesses. * were chosen directly a.i. up to 10 years al.i. obj. or subj.)
(selection process not reported). A non-
randomized CG was formed (size not
reported) and compared with TG in terms of
change in employment.
Country Uruguay
Ruffing & |Assessing the impact of Length 9 days Size 692 entrepreneurs and would-be  |Non 1% 6 months to|Instrument ndStart-up rate was 9%. Failure rate of
Fulvia EMPRETEC on Follow-up Individualentrepreneurs 2 years a.i. reported. participants was 0 whereas average failu
(1999) business creation and consultancy Description Participants of EMPRETEC Economic  |rate of entrepreneurs in Brazil was 75%.
- Study 2 - |economic success of t . who were pre-selected in terms of success (obj.
Survey, created and of existing entrepreneurial competencies and motiva
unpublished [businesses. were randomly chosen 6 to 9 months a.i.

(selection process not reported).

Country. Brazil

Note. TG = training group; CG = control group=Number of participants; a.i. = after interventienbj. = subjective; obj. = objective.
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Training/ ' Metho- Specific.A.spects of] Comparison Points of Instruments
Stud Purpose of Evaluation dology Training Sample G M t and Outcome Central Results
y X : roups easuremen
Rating Intervention Measures
Personal Initiative Training
Glaub et al. |Assessing the impact of Length 3 days Size 100 entrepreneurs 1 non- 1% Before Interview, (TG significantly increased higher in
(2009) Personal Initiative Follow-up Non Description Entrepreneurs who wanted tgtreatment  fintervention questionnairgeconomic success (in all success measu
Experiment, [Training on economic take part in Personal Initiative Training wi 2"% Directly a.i. [Economic  |and personal initiative (all knowledge and
unpublished [success of existing randomly assigned to the TG (N =47) and a 3% 3t04 success (obj.[behavior measures) compared with the G
businesses. waiting CG (N = 53). CG received training months a.i. & subj.), Rate of new job creation was high with 2,
Fkokokk after the last measurement wave. 4" 1 year a.i. |behavior (objlcreated jobs per training participant wherpas
Country Uganda & subj.), the CG showed a decrease (-1.8 per
learning participant). There was no failure in the T|
(obj.), failure rate in the CG was 8%. The increg
reaction of personal initiative was responsible for
increase of economic success.
Glaub et al. |[Assessing the impact of Length 3 days Size 84 entrepreneurs 1 non- 1% Before Interview, [TG was significantly higher than CG in
(2004) Personal Initiative Follow-up Non Description Entrepreneurs were asked toftreatment  fintervention questionnairgsuccess 5 to 7 months after the training.
Experiment, |Training on economic take part in the training. Those who did take 2"% Directly a.i. [Economic  |After 2 years, the effect on economic suc
unpublished [success of existing part formed the TG (N = 27). Those who 3% 5107 success (obj.[(measured in terms of sales) was still
businesses. . not want to take part but agreed to months a.i. & subj.), positive but only marginally significant. T
participate in the study and those who did 4" 2 years a.i. [oehavior (objlincreased in personal initiative (all
not show up in training formed the CG (N = & subj.), knowledge and behavior measures)
57) (self-selected sample). learning compared with the CG. Personal initiative
Country. South Africa (obj.), was partly responsible for the increase of
reaction economic success.
WEP — Women Entrepreneurship Programme
Botha Assessing the impact of Length 6 days Size 180 entrepreneurs and would-be |1 non- 1% Before QuestionnairéComparing TG and CG after the training,
(2006) 'WEP on economic Follow-up: Different,|entrepreneurs treatment  [intervention S. significantly higher percentage of
Experiment, |success of newly frequently individualDescription Women with growth potential 2" Directly a.i. Economic  [individuals of the TG reported an increas
published [created and of existing consultancy were preselected from applicants for the 3" 6 months a.jsuccess (obj.|most success measures than individuals
businesses. **|Access to asse WEP training. 116 were (nonrandomly) & subj.), the CG did. All measures of business
Business plans are |assigned to the TG and 64 formed a partly behavior, knowledge, skills, psychological factors al
presented to potentighatched CG. learning (bothbehavior significantly increased in TG.
providers of loans |Country South Africa subj.),
reaction

U7

of

Note. TG = training group; CG = control group=Number of participants; a.i. = after interventienbj. = subjective; obj. = objective.
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Trainina/ Metho- | Specific Aspects of Comparison Points of Instruments
9 Purpose of Evaluation dology Training Sample P and Outcome Central Results
Study . : Groups Measurement
Rating Intervention Measures
CEPE - Création d’Entreprises et Développement dealPetite Entreprise

Kouessi Assessing the impact of Length 10 days Size 31 entrepreneurs and would-be Non 1% 9 months a.iQuestionnairéStart-up rate was 39%. Nearly all
(1995) CEPE on business Follow-up Varied, |entrepreneurs Economic  |participants reported that behavior had
Survey, creation. mostly personal Description Participants of CEPE who success (obj.Ichanged after the intervention.
published . counseling. agreed to take part in evaluation were & subj.),

Access to asse selected 6 months a.i. (honrandom, self- behavior

Business plans are |selected sample) (subj.),

presented to potentig@ountry. Senegal reaction

providers of loans F]
TechnoServe Business Plan Competition
Klinger & |Assessing the impact of Length 10 days Size 655 entrepreneurs and would-be |1 non- 1% Before QuestionnairéTG showed 25% more business creation
Schindeln [TechnoServe Business Follow-up Non entrepreneurs treatment  (intervention Economic  |activity (start-up of new or expansion of
(2007) Plan Competition on Description Applicants for the training had 2" 1 year a.i. |success (obj.Jexisting business) than CG. Employment
Experiment, |business creation and to submit a business idea and were assigned rate increased slightly more in TG than in
unpublished [economic success of t to TG (N =377) and CG (N = 278) CG. Training in psychological factors had

created and of existing
businesses. Comparin
the effects of the
business plan training
with those of a
behavioral training
focusing on
psychological factros.

according to the quality of their idea:

sample).
Countries Guatemala, Nicaragua, El
Salvador

individuals with ideas of high quality were
assigned to TG (pre-selected, nonrandom

significant effects on expansion but not o
business start-up. Business plan training
revealed the contrary effect.

Note. TG = training group; CG = control group=Number of participants; a.i. = after interventienbj. = subjective; obj. = objective.
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Chapter 2 A Critical Review of Entrepreneurshipifings in Developing Countries

Table 3 summarizes the results of the 27 identstedies for each training program
separately. In addition to rate of new job creatfaitlure rate, and start-up rate, we formed
the category “general economic measures” fromthkoapplied success measures. We
summarized the effects of the training programpsythological factors in one category
and the effects of business management skillsathan one. The numbers provided in
Table 3 are not amenable to easy interpretatioausecof the use of different study
designs (e.g., control group versus no control grudifferent points of measurement)
and various methodological problems of the majaftthe primary studies (cf. Table 4).
Thus, Table 3 does not allow direct comparisorhefimpact of the training programs in
terms of the displayed numbers. In the following, describe the effects of the training
programs as displayed in Table 3 in more detail.

Effects on Psychological Factors and Business Managent Skills

Six of the 10 training programs were assessedimstef the provoked change in the
trained psychological factors. All six training grams positively affected the targeted
psychological factors across all studies. Busimegsagement skills were assessed in five
training programs. Four of these training progrdedsto an improvement in skills. The
Start Your Business program was the only trainimigrivention that resulted in
contradictory effects in one study (Carlsson & AR001). However, in two further
evaluation studies, the effects of the Start YousiBess program on business management
skills were predominantly positive (Barwa, 2003;efduriya, 2005).

Effects on Entrepreneurial Success

We used the following measures to describe theitrgieffects on business success:
rate of job creation, failure rate, rate of busgnst&art-up, and general economic measures.

Rate of Job CreatianThis measure assessed the number of jobs thatoneated in
average per training participant between trainimg) jpoint of posttraining measurement.
Five training programs were evaluated by the r&jelocreation. On average, these
training programs led to 2.0 newly created jobspgaeticipant. Three of these training
programs were evaluated by the use of a nontraioettol group. Nontrained control
groups serve the purpose of controlling for possiiases throughout the development of
the economy: Entrepreneurs operating in a growttk@anay create new jobs whether
they participate in training or not. Using a noimteal control group enables us to calculate

the net increase of jobs due to participation fraening program.
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Table 3. Aggregated results of the identified evahtion studies: Effects of the training programs orthe participants

Start-up Rate

Jobs created per
Training Participant

Failure Rate

Effects on general
Economic Measures

Effects on Business
Psychological Factors*

Effects on Business
Management Skills*

Positive  Contra- Positive Contra- Positive  Contra-

Range Mean Range Mean Range Mean effects  dictory effects dictory effects dictory
Training k in % in % k k in% in % k in%  effectsin %| k In % effects in %| k in%  effectsin %
AMT - Achievement Motivation T - 22 | 2 0-59 29| 0 - - | 2 100 0 1 100 0 o - -
Training
EDP - Entrepreneurship Development 1 ) 26 5 08-34 21 5> g8.13 11 5 20 80 0 i ) 0 i )
Program
SYB - Start Your Business 2 15-48 32 3 02-08 04 2 28-36 32 2 50 50 0 - - 3 67 33
GYB - Generate Your Business Idea 1 - 15 0 - - 1 - 13 1 100 0 0 - - 0 - -
CEFE - Competency-based Economies 3 53 45 33 | 3 14-21 16 | 0 - - |6 67 33 0 - - 4 100 0
through Formation of Enterprise
EMPRETEC - "Emprendedores 9-56 33| 0 - - o - - |3 33 67 2 100 0 0o - -
Technologia” (entrepreneurs technology
Personal Initiative Training 0 - - 1 - 2.8 1 - 0 2 100 0 2 100 0 0 - -
WEP - Women Entrepreneurship 0 ) ) 0 ) ) 0 ) ) 1 100 0 1 100 0 1 100 0
Programme
CI;PE - Création d Entrepnses et R ) 39 0 ) ) 0 ) ) 0 ) ) 1 100 0 1 100 0
Développement de la Petite Entreprise¢
TechnoServe Business Plan Competitio@ - - 0 - - 0 - - 1 100 0 1 100 0 1 100 0
Total 11 9-56 29 11 0.2-59 2.0 6 8-36 14 | 23 74 26 8 100 0 10 93 7

Note. k =number of studies that provided infatioraof the effects of the training on the presdmierformance measures? if the results reported in a study were predontigguositive, the study counted for “positive
effects", if the results were predominantly conicsaty, the study counted for “contradictory eff@¢tno study solely reported negative results.
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The Achievement Motivation Training achieved thghast job creation rate in a study that
used a nontrained control group with 5.9 new jodaspgarticipant (McClelland & Winter,
1971). The control group also showed an increagebmwith an average of 2.7 jobs per
individual, indicating a positive development oé thaconomy. Thus, the net increase due to
training was 3.2. The highest such net increagebis was achieved by the Personal
Initiative Training with an average of 4.6 creajels per participant (training group:
creation of 2.8 jobs per participant; control grolgss of 1.8 jobs per entrepreneur; Glaub
et al., 2009). For the Entrepreneurship DeveloprReogram, the net increase in jobs was
2.0 (training group: 3.4, control group: 1.4; Sa&nBathia, 1996). In each of the three
studies, the net increase reached statisticalfgignce.

Failure rate Four training programs were evaluated in refezdndhe rate of failure.
On average, 14% of the participants closed theasmasses between training and the
posttraining point of measurement. Again, the dseeantrol group is necessary to control
for a possible bias due to the development of tomemy. Two studies that assessed the
failure rate made use of a control group. Glaudl.€2009) showed that none of the
participants of the Personal Initiative Trainingdd over the year after the training course,
while 8% of the entrepreneurs in the nontrainedrobgroup closed their businesses. Patel
(1981) reported a failure rate of 13% for the ggwtints of the Entrepreneurship
Development Program and a higher failure rate &b 2dr the nontrained control group.
These results suggest that the Personal Initidti@eing and the Entrepreneurship
Development Program may increase the probabilitypésiness survival.

Business Start-ugseven training programs were assessed in terme @mount of
businesses that were started by the participatmgdrbe entrepreneurs. The average start-
up rate of the training programs was 29%. The tsgk&rt-up rate was achieved by the
CEPE with 39% (Kouessi, 1995) and the lowest (99dhle Generate Your Business ldea
program (Abeysuriya, 2005). However, the lack aftoal groups limits the conclusiveness
of these results. Only one study compared the-gparate of training participants with a
nontrained control group: McClelland & Winter (19#&ported that 22% of the
participants of the Achievement Motivation Trainisigrted a business while only 8% of
the control group did so.

General Economic Measurgsine of the 10 training programs were assessed by

measures that were summarized in the category @esmnomic measures. Five of these
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Chapter 2 A Critical Review of Entrepreneurshipiiiregs in Developing Countries

training programs achieved solely positive resitshievement Motivation Training,
Generate Your Business Idea, Personal Initiatiaenimg, Women Entrepreneurship
Programme, and the TechnoServe Business Plan Citimmpethe most contradictory
results were found for the Entrepreneurship Devalamt Program (in 80% of the studies).
Second most contradictory results were reveale&MPRETEC (in 67% of the studies).

Summarizing the effects of the different trainimggrams, we find indications that
the reviewed entrepreneurship trainings may ahgthen psychological factors, b)

improve business management skills, and c) increasepreneurial success.

2.2.3 DOESTRAINING PSYCHOLOGICAL FACTORS CONTRIBUTE TO
THE INCREASES OFSUCCESS?

The results described above suggest that therigaprograms positively affected the
trained psychological factors and that they resduliean increase of entrepreneurial
success. But did the change in the psychologicébifa contribute to the increase of
success? Eight of the 10 training programs lisbexa combine training psychological
factors with training of business management skitid frequently use some sort of follow-
up intervention (cf. Table 1). Thus, an increassuocess may be due to an improvement
of the trained business management skills or calgdide follow-up interventions.
Another alternative explanation may be that ungpeeifects of training (e.g., increased
motivation due to a charismatic trainer) produdezlfositive results.

The most telling evidence for the positive effeictraining psychological factors on
entrepreneurial performance comes from one studlpating the Achievement
Motivation Training (McClelland & Winter, 1971) arahe study assessing the Personal
Initiative Training (Glaub et al., 2009). These ttt@ining programs focus solely on
psychological factors and the evaluation studiedgrotied for unspecific effects.
McClelland and Winter (1971) found that the Achiexant Motivation Training produced
a significant positive change in achievement maitive the central variable of the
training, and a significant positive effect on eawnic success. They showed that the
increase in success was due to the increase ievarhent motivation. Glaub et al. (2009)

found similar results for the Personal Initiativeiihing: Personal initiative and economic
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success increased significantly and the increapersbnal initiative was responsible for
the positive effect on success. Another trainirggpem that mainly focuses on
psychological factors is EMPRETEC. Cooley (1991)d that participation in
EMPRETEC led to a change in the trained psychoéddactors and to a significant
increase of economic success. The change in tloh@lsgical factors was responsible for
the positive impact on success. All these studsésd above were experimental field
studies that applied appropriate research desigshsn@asures. Thus, their findings are
fairly conclusive that training psychological factanay positively affect entrepreneurial
success.

Two studies were identified that compared the éffet training psychological
factors with training of business management skisst, Klinger and Schiindeln (2007)
evaluated the TechnoServe Business Plan Competitadnnvolved psychological factors
and business plan development. They found thatdmtiponents had a positive impact
but that they affected different outcome measuresning psychological factors had a
significant effect on business growth while theibass plan component positively
affected business start-up. Second, Miron and Miz@i& (1979) compared participants of
the Achievement Motivation Training with entreprarewho received both the
Achievement Motivation Training and training of mess management skills. They found
that both groups were more successful after ppadiirig in the training. However, the
Achievement Motivation Training seemed to bring @tidausiness growth, while the
business management training was more importargshkablishing new ventures and
resuscitating ailing businesses. The Klinger antiSdeln (2007) and Miron and
McClelland (1979) studies suggest that while badining of psychological factors and
training of business management skills promotespnéneurial success they may actually
influence different facets of success. All othamitified studies did not analyze the causal

relationship between training content and postimgichange in business success.

2.2.4 METHODOLOGICAL ASPECTS ANDPROBLEMS OF THE STUDIES
The next section describes methodological aspét¢testudies and highlights the

methodological problems that were common acrosieguWe rated the suitability of the

applied methodology for each study: The higher#tieg, the more conclusive are the

study’s results. The ratings and their compositiongll studies are reported in Table 4.
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Various methodological aspects were assessed awgacdtheir influence on the
conclusiveness of the results. The aspects werggdin the categories sample, design
and measures, and data analyses. A “2” was assigneud the influence of the aspect was
positive, “1” when it was partly negative, “0” whéme influence was fully negative, and
“?” when no information about the methodologicglext was reported. Two independent
raters rated each aspect. Both raters were sclaoldrexperienced in developing and
evaluating educational interventions. Interrateeagents were calculated with the two-
way mixed effect model (people effect random, measifect fixed, single measure
correlation) of the intraclass correlation coeéiti (Shrout & Fleiss, 1979). Interrater
correlation was on average r = .94. The averagagraver all aspects formed the
methodology rating of a study. The methodologynafor each study is provided as an
absolute number and as a rounded value in formstefiaks. The highest possible rating
achieved here was 5.3 (five asterisks).

Sample A positive aspect across studies was the sarigaels all studies, the
sample included more than 20 individuals (rangipgai1362 individuals) for at least one
posttraining point of measurement. The sample tyidowever, was frequently
negatively affected by a self-selection bias: Mstatlies did not report the dropout rate,
leaving the reader to assume that self-selectidrtdieen place. Those studies that used
questionnaires for evaluation and provided inforaratibout the return rate primarily
reported a low return of questionnaires. Of thaadiss that used pre- and posttraining
interviews for data collection, only one did nopekrence attrition (Glaub et al., 2009).
Preselection of the participants may have alsadidhihe conclusiveness of some studies’
results: Five studies chose training participant®eding to their motivation and growth
potential. Such “high potentials” could have pobsgtarted or improved their business
without the benefit of a training course.

Design and Measure# problem of many studies was the absence ofrabgtoup
(14 studies), a situation that may have led todalassult through effects of maturation,
history, or testing. Only one study used a fullydemized control group that allowed
controlling for effects of self-selection (Glaubadt, 2009). The research designs of the
studies relied heavily on postintervention survgysstudies) whereas experimental
designs with pretraining assessment were quite(Taseudies). Nine surveys collected data

at one point of measurement, frequently years #feemtervention. To obtain pretraining
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data, all surveys used retrospective questionsatbie likely to be biased by problems of
recall. In addition, the time spd&tween training and point of measurement frequentl
varied for participants within one sample from aqe of a few months up to some years.
For example, rate of job creation was measureaénsbudy for each participant at a
different point of time within one year and nineagg after participation in the training
program. The average job creation rate acrossadicjpants was presented as ‘job
creation rate of training participants’ (Saini & &fha, 1996). This frequently used
procedure negatively affected the comparabilitthefresults across studies. The viability
of the instruments used to measure training outsamguestionable in many cases: Only
four studies provided proper information that erdlthe assessment of objectiveness,

validity, and reliability of the measures.
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Table 4. Methodology rating: Degree of propernessf applied methodology

[Training Program Motﬁ/:t}ilc?;l/?l'nrq;:?ng Entrepreneurship Development Program Start Your Busness GYB CEFE
Methodological Aspect McClelland Miron |Awasthi Patel Saini Harper Harper | Barwa Pharoah Carlsson Abeysuriya| Abeysuriya | Pham Nguyen
(1969)  (1979) | (1998) (1981) (1996) (1995) (1995)| (2003) (2001) (2001) (2005) (2005) (2002) (2001)
Study 1 Study 2 Study 1 Study 2
Sample Sample Size > 20 per group ++ + ++ + ++ ++ ++ ++ ++  ++ ++ ++ ++ ++
Quality of Sample* ++ + + ++ 0 ? 0 ++ 0 0 + + ++ 0
Design Control Group used ++ ++ + ++ ++ ++ ++ 0 0 0 0 0 0 O
and Control Group randomized 0 0 + 0 0 0 0 0 0 0 0 0 0 O
MeasuresPre and post Intervention Data ++ ++ ++ ++ 0 0 a + 4+ + 0 0 0 +
Sulfficient reliable and valid Measures + + + + + ? ? + + + + + 0 0
Data Analyses for Significance Testing ++ ++ + 0 ++ ++ 0 0 0 0 0 0 0 0
Analyses Analyses meet statistical Conventidiis 0 + 0 0 0 ? 0 0 0 0 0 0 0 0
Methodology Ratlng*s *kkk *kk *k%k *k%k ** *% * *% * * * * * *
(min. = 0; max. = **** highest possible rating ). 3.7) (3.3) (3.00 (2.7) (2.3 (2.0) (1.3) (2.0) (1.3) (1.3) (1.3) (1.3) L. (1.0
Training Program EMPRETEC Pers??;‘i'n'igg'at"’e WEP | CEPE | TechnoServe
Methodological Aspect Reichert Reichert Reichert Braun | Cooley Lopez Ruffing Ruffing | Glaub Glaub Botha | Kouessi Klinger
(2000) (2000) (2000)  (1995)| (1991) (1999) (1999) (1999) | (2009) (2004) | (2006) | (1995) (2007)
Study 1 Study2 Study3 Study 1 Study 2
Sample Sample Size > 20 per group ++ ++ ++ +t ++ ++ ++ ++ 4+ + ++ ++ ++
Quality of Sample* ? ? ? 0 ++ 0 0 + ++ ++ + + +
Design and Control Group used 0 0 0 0 ++ 0 + 0 ++ ++ + 0 ++
Measures Control Group randomized 0 0 0 0 + 0 ? 0 ++ 0 @ @ 0
Pre and post Intervention Data + + ? T ++ ++ ? 0 ++ o+ ++ 0 ++
Sufficient reliable and valid Measures ? ? ? 0 ++ o+ + 7 ? ++ + ? 0 +
Data Analyses for Significance Testing 0 0 0 d ++ ++ 0 0| ++ ++ ++ 0 ++
Analyses  Analyses meet statistical Conventigis 0 0 0 0 ++ 0 0 0 ++ ++ 0 0 0
Methodology Ratlng*s * * * * *kkkk *k%k * * *kkkk *kkk *%4 * kkkk
(min. = 0; max. = **** highest possible ratingJ). (2.0) (1.0 0.7) (1.0) (5.0) 2.7) (2.0) (2.0 3p. (4.0) (3.0 (2.0) 3.7)

Note.

“0” was not true and negatively influenaeclusiveness of study results; +” was true fonsgarts of the evaluation (e.g., not for all measwor not for all measurement waves) and did ypagtatively

influence conclusiveness of study results; “++” \idly true and did not negatively influence corsilteness of study results; “?” was not reportedietermined by representativeness and degreefefedettion
of sample}2 e.g., analyses of covariance (ANCOVAs) or muétipegression analyses instead of analyses ofn@@igANOVAS) or paired-tests; *3 all “+” were sum up and divided by 8r(better

presentability).
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Analyses10 studies applied analyses for significancertgsof these three used
accepted statistical conventions. Examples ofdtterl would be the use of analyses of
covariance (ANCOVA) or multiple regression analysesead of pairetitests or analyses
of variance (ANOVA) to adjust posttraining resuls pretraining levels. The remaining
16 studies provided percentage values.

Summarizing Table 4, the majority of the studiesereed low scores on most of the
methodology criteria: 17 studies (63%) receivedtalresearch methods rating of only
one or two asterisks, indicating that disseminatibthe training may have had an impact,
but that such an impact is not verified by the rodtilogy used. Seven studies (26%)
received three or four asterisks, indicating tleauits can be seen as somewhat conclusive
but that they have to be interpreted with caut@nly two studies received five asterisks,
indicating the presence of a proper evaluationgtieand methodology. These studies seem

to provide valid results.

2.3. DSCUSSION

The present review includes 27 studies that evatua® entrepreneurship training
programs in developing countries. All training praxgs involved psychological factors.
With this contribution we extend Harper and Finmég#1998) work that reviewed 10
evaluation studies on three selected entreprenpursiming programs involving
psychological factors.

Summarizing the findings of the identified 27 sagjithe evaluated training programs
revealed positive effects on entrepreneurial paréorce: All training programs that were
evaluated by means of their impact on psycholodabrs succeeded in changing the
targeted psychological factors in a favorable wdltraining programs that were assessed
in terms of business management skills led to garorement in the targeted skills. On
average, 29% of the participants who had been woaldntrepreneurs before participating
in the training program started a business; 2.0 job® were created per training
participant; and two thirds of the training progsarasulted in explicit positive effects on
the general economic success measures. Generadlgisg, entrepreneurship training
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seems to promote entrepreneurial performance.fiftigg is consistent with the results
of Harper and Finnegan’s (1998) review of seleetetlepreneurship training programs.

Eight of the 10 evaluated training programs comtbitnaining of psychological
factors and training of business management skilksysed follow-up interventions, and
two provided assets (cf. Table 1). This raises thetoresf whether the change in the
psychological factors led to higher entrepreneyr@aformance or whether other
components were responsible for the increase iméss success. The present review
showed that the training of psychological factaxenpoted entrepreneurial success: The
Personal Initiative Training and the AchievementtiMation Training, the only two
training programs that focus solely on psycholddiaetors, were found to have a strong
positive impact on economic success. Both the asg®f personal initiative and
achievement motivation were responsible for thisitpee development of business success
(Glaub et al., 2009; McClelland & Winter, 1971).dley (1991) found that the
EMPRETEC program positively influenced successthatithis effect was due to an
increase in psychological factors. Klinger and $aaln (2007) showed, in their
evaluation of the TechnoServe Business Plan Cotmpetthat training in psychological
factors led to business growth, while the trainesifiess management skills did not
influence this success measure.

The finding that training psychological factors pesly affects business success,
however, does not mean that business managemmmgre unnecessary or ineffective.
In their role as owner-managers, entrepreneurs toeleok after the day-to-day running of
their businesses and in so doing, have to dealmahifold tasks for which a dose of
routine business management skills is necessan Fris perspective, business
management training should be helpful. EvidenceHisrassumption comes from the
studies of Miron and McClelland (1979) and Klingexd Schiindeln (2007) which
compared the effects of business management tgaith those achieved by training of
psychological factors. Both studies found that ioimg business management skills via
training led to an increase in entrepreneurial 8ssc

Interestingly, business management training anditigof psychological factors
affected different facets of entrepreneurial suscéghile training business management
skills promoted business start-up, training of pgyogical factors enhanced business

growth. This suggests that the two types of trgmrograms seemed to vary in terms of
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effectiveness along the entrepreneurial process enkrepreneurial process can be divided
into three phases: a prelaunch, a launch, andtaposh phase (Baron, 2007). Training
business management skills seemed to have a strpogjéve impact on the first two
phases, whereas training psychological factors esdembe more effective in the
postlaunch phase. This finding is in line with tgmnion of many scholars who assume
that the influence of specific skills and psychatadjfactors may change considerably
across the different phases of the entreprenquagess (e.g., Baron, 2002; Baron &
Markman, 2005; Gartner, 1989; Shane, 2003). Busipksning, for example, may be of
particular significance in the prelaunch phasd asrves as an instrument of analysis,
providing the entrepreneur with information abdukands of requirements necessary to
launch a profitable business. In addition, a bussr@an frequently is a prerequisite for
receiving starting capital from financial institomis. In the postlaunch phase, high
competition may lead to the need for continuous{sigeed development (Baum, 2004;
Eisenhardt, 1989). Thus, psychological factors fileemotivation to stand out from
competitors, to be innovative, and to expand mapbe essential. However, much more
research is needed to allow more firm conclusidrmiawhich component may be most
effective during particular phases of the entrepueial process.

All 10 evaluated training interventions seem toenpusitive effects on business
success. Unfortunately, the studies do not progmiigh data to compare the different
training programs in terms of their effectivenemseffect sizes or by applying a meta-
analytic approach. However, the fact that briehirey programs, like the Personal
Initiative Training, seem to be very effective emghe question of whether long,
broadband training interventions, like the Entrepreship Development Program, are in
fact needed. Broadband interventions try to cowargety of potential needs of their
participants. Bearing in mind that different vategomay be required in different phases of
the entrepreneurial process, however, participaatg not profit from the whole training
program because they do not need to be exposexin® af the trained content at the time
of participation. In addition, participants may mpobfit from some training segments
because they already have the knowledge thatghtafpplying a broadband approach
usually results in long course duration and tmgurn, leads to higher costs for suppliers
and participants. Participants are either owneragars or would-be entrepreneurs who

usually have limited time and resources to dewotegining. The longer the duration of a
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course, the higher the costs for participatioreaticosts (e.g., course fees) as well as
transaction costs (e.g., loss of revenues becduesenteeism). Bearing in mind that
broadband training interventions may involve supers content for some participants
and considering the high cost for participatiorghstraining programs may not be
appropriate for all targeted entrepreneurs or wangléntrepreneurs. From this point of
view, it seems to make more sense to develop lspekific training programs that target
business owners who are in the same phase of ttepmmeurial process and that are
tailored to the needs of a specific target group.

The present review suggests another alternatividevelop a training program that
focuses on only one central entrepreneurial vagidhlthis review two such training
programs were included and both showed strongtsftetentrepreneurial success: the
Achievement Motivation Training and the Persondéidtive Training focusing on
achievement motivation and personal initiativepeesively. Both psychological factors
have a direct positive impact on business suctessldition, entrepreneurs with a high
degree of achievement motivation or personal imnvishave an urge to improve and,
therefore, a high motivation to acquire useful kiemige, no matter if it is of managerial,
technical, or of any other nature. Thus, increap@gonal initiative or need for
achievement through training increases participandsivation to take part in further
educational programs that meet their personal néed®ing so, participants tailor their
own individual training concept. Achievement Motiea Training and Personal Initiative
Training, therefore, should be useful for all targeups at any stage of the entrepreneurial
process. In the Personal Initiative Training, conicging on only one variable was very
well transformed into short course duration (thadegs), thus keeping the costs for

participation low.

2.3.1 LUMITATION S

Although we have put great deal of effort into itiigimg studies that evaluate
entrepreneurship training programs, the numbeeviewed studies is relatively small. We
made an attempt to locate all relevant studies;gvew it is likely that some pertinent
evaluations were not included. Reasons for this Inaay been, for example, that studies

were not available in English or that they weredtarted by local organizations or
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consultants that no longer had the data in thessgssion. The relatively small number of
studies, however, is more a reflection of the laickmpirical research than of the
thoroughness of the present literature search.

The present review may suffer from publication bidse majority of the evaluations
are carried out or commissioned by program progiderimplementers who may want
their training program to appear successful and,tmay be more interested in publishing
success stories than negative results. Studiesatbett to find positive outcomes might not
have been published and, thus, do not appear idaapases.

Further limitations are based on the methodologiedknesses shared by the
majority of the identified primary studies. Moreath50% of the studies included in this
review had a methodology rating of 1.3 or lowerafTis, the methodology of studies with
low ratings does not allow the verification of flesults. Frequently, the sample was self-
selected, no control groups were used, and preitpdata was collected by retrospective
guestions sometimes years after the training makwery likely to be biased by problems
of recall. Information about the goodness of fitled applied instruments and measures
was sparselgvailable. Only 42% of the studies used statisacalyses for significance
testing.

Finally, the failure of most primary studies to oefpadequate data and statistical
information does not allow the calculation of effezes or the application of a meta-

analytic approach that would lead to more conckisasults.

2.3.2 MPLICATIONS AND DIRECTIONS FOR FUTURE RESEARCH

This review suggests that entrepreneurship traisgggns to be an effective means to
increase business success in developing courittegever, more good studies are needed
to confirm the positive effects of the reviewedrtinag programs.

An implication is that developers of training pragrs should carefully select the
content on the basis of theoretical considerateorisempirical findings. For instance,
although they lead to higher business success,doaglband interventions may involve
dispensable content. Alternatively, specific traghprograms that are tailored to the needs

of a selected target group could be developedekample, a training program for
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business creation could be developed targetingdvbelentrepreneurs without a viable
business idea on the basis of recent empirical widte major individual factors in firm
creation are well-documented (Gartner, 1985, 1888z & Gartner, 1988) and the nature
and process of opportunity identification (as ad&® business creation) have been
formulated in the works of Gaglio (1997; Gaglio &g, 2001), Fiet (1996; 1997; 2001),
and Shane (2003; Shane & Baron 2005) in ways #katthe lead in translating
opportunity research into educational practice £K2007). An example of a training
program for opportunity identification is providegt DeTienne and Chandler (2004). To
aid in the selection of the content of such tarf@ee training interventions, further
research aimed at determining the effectivenesfferent psychological factors and
business management skills with respect to theréifit phases of the entrepreneurial
process appears worthwhile.

Tailoring training programs to the needs of a ldaaget group, however, implies
investment of time and money and requires expertiaining development. A good
alternative seems to be the implementation ofitngiprograms that focus on central
psychological factors like personal initiative @h&evement motivation that, on the one
hand, directly affect business success, and oatttex hand, increase participants’
motivation to proactively look for additional watsacquire the knowledge or skills that
they need.

The present review stresses the need for evaluativaining programs as it shows
that the majority of the identified entrepreneupstinaining programs have not yet been
evaluated rigorously enough to reveal valid resutisheir effectiveness. The CEFE and
Start Your Business program, for example, are widetributed and implemented in
different continents and yearly attended by tenthofisands of entrepreneurs and would-
be entrepreneurs. The surveys evaluating thes&r&wong programs reveal a
predominantly positive impact on business sucdésgiever, an experimental study
providing more valid results on the impact of the#a@ing programs is still lacking. Thus,
even though this may seem trivial, we recommentdéeelopers of entrepreneurship
trainings carefully evaluate the impact of newrtnag programs before implementing and
distributing them. Valid results should provide soavidence that the benefits of the

training programs outweigh their costs.
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Carrying out a sophisticated evaluation, howe\edifficult and requires great effort.
It should imply the use of a suitable control greuna the application of a longitudinal
design with pre- and posttraining measurement weselé-selection should be prevented
in the sample formation, and evaluation shoulddset on valid and reliable measures.
The present review showed that conducting suctuatiah studies in developing countries
is possible. Moreover, two studies were identitieat received five asterisks on the
methodology rating (Cooley, 1991; Glaub, 2009)jaating that a proper evaluation
design had been applied.

To our knowledge, the present work is the mostrestte review of published and
unpublished studies evaluating entrepreneurshipitigaprograms. We hope that this
review will aid scholars and practitioners in judlgithe utility of existing training
programs and in selecting content when develogiag bwn training interventions. We
also hope that researchers will be more awareeohded to empirically evaluate and
thoroughly report the effectiveness of entrepreiaétnaining programs. This will provide

the necessary data for more refined review of prgresurship training programs.
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CHAPTER 3

A THEORETICALLY BASED FIELD EXPERIMENT TO
ENHANCE PERSONAL INITIATIVE IN AFRICAN SMALL

BUSINESS OWNERS

Pl is arguably at the core of what is demanded fsantessful entrepreneurs. Pl is
behavior characterized by its self-starting natiisgproactive approach, and by being
persistent in overcoming barriers (Frese, Kringhsgo & Zempel, 19965elf-starting
implies that an entrepreneur starts an action witbeing told, without being driven by
immediate demands, or without an explicit role modlkis is essentidiecause there are
no supervisors who tell entrepreneurs what taRtoactiveimplies having a long-term
focus. Proactive entrepreneurs anticipate futupopdpnities and problems and get
prepared for thenPersistences necessary for overcoming difficulties that anghen
pursuing a goal.

With these components, Pl is a prerequisite toessfally identify and exploit
opportunities (e.g., the introduction of new, inative products in order to exploit a
market niche). Identifying and exploiting opportigs has been suggested to be the very
essence of entrepreneurship (Shane & Venkatara2080). Pl means to actively look for
future opportunities, get prepared for them now exploit them in spite of difficulties
before competitors do. In addition, Pl is essemtiauccessfully master the diverse and
complex challenges and demands entrepreneurs bid&est, such as dealing with high
competition, rapid change, or resource scarcity.(&@nancing, operating assets,
knowledge, or information) (Markman, 2007). Pl meé&mactively approach these
challenges, to find new solutions for old probletos;onsider the long-term consequences

of decisions, to start again after the experieri@etbacks, and to motivate oneself on a
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day-to-day basis. The opposite of Pl is a “reattagproach. Reactive entrepreneurs act
on an ad-hoc basis when driven by environmentalagheis1 They wait for others to tell
them what to do or imitate competitors and copy thducts and services. When faced
with obstacles, reactive entrepreneurs stop aetaggive up the action process.

Empirically, Pl has been shown to be highly relatederformance of employees in a
recent meta-analysis (Tornau & Frese, 2009) wittara@alytic correlations between Pl
and subjective performance of .31 and between dPbafective performance of .19.
Studies in the specific context of entrepreneurstsp found a positive linkage between Pl
and business success (Koop, de Reu, & Frese, Zedtpel, 1999). Proactiveness (one
part of PI) has been highly and relatively consiljdinked to organizational success in a
recent meta-analysis (Rauch, Wiklund, Lumpkin, &d&, in press) with a meta-analytic
correlation of .273 for micro-businesses and toegmeneurial success in two cross-
sectional studies (Koop et al., 2000; Krauss, Fresedrich, & Unger, 2005). A reactive
approach, the opposite of PI, was shown to cortgibegatively to success (Van Gelderen,
Frese, & Thurik, 2000; Frese et al., 2002).

Now, after both longitudinal and cross-sectionatists have found PI to be related to
entrepreneurial success, a true experimental $teidy is needed to confirm the proposed
causal relationship that Pl leads to entreprenkesuiecess and thus, is indeed central for
entrepreneurshipn such an experimental study, a theoreticallywadetiintervention
should be implemented to assess the causal efegebn Pl and entrepreneurial success.
This intervention should first change Pl and seadmahge entrepreneurial success. In
addition, PI should be a mediator between thewvetdgion and the increase on economic
success. If this holds true, the intervention wddda theoretical contribution that would
support our assumption that Pl is a central vagi&dn entrepreneurship. We developed
such an intervention and tested its effects img-@rm field experiment with a

randomized control group. The sample consisted6flUgandan small business owners.
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3.1 PERSONAL INITIATIVE IN ENTREPRENEURS

Entrepreneurship is based on action as entrepredegaover, evaluate, and exploit
opportunities (Shane & Venkataraman, 2000), matiagje business on a day-to-day basis,
and as they have to defend their position in theketaThus, whether a business operates
successfully depends on the actions of the entmepré Our central hypothesis is that the
actions required for successful entrepreneursmbeaspecified by PI.

This paragraph describes Pl as a complete actithreinontext of entrepreneurship.
Action is goal-oriented behavior (Frese & Sabifigd) and unfolds in a sequence (Dérner
& Schaub 1994; Frese & Zapf, 1994; Miller, Galar&Primbram, 1960). This action
sequence consists of goal setting, informationisgeklanning, monitoring, and feedback
processing. Table 5 illustrates what a completacBbn is, that is, what it means to be
self-starting, proactive, and persistent in overcwniarriers at each step of the action
sequence. The following example of an entrepredescribes such a complete PI action:

The action iself-startinga) when the goal is self-set and implies the grtion of
something new, e.g. when an entrepreneur’s gdalirgroduce an innovative product; b)
when the plan is an active plan that includes ttheentrepreneur actively approaches
providers of resources and uses an active markstiategy; ¢) when monitoring,
information, and feedback search are based oneas#éiarch, for instance, when the
entrepreneur actively approaches customers fobtesdon the product and does not wait
for customers’ complaints or comments.

The action igroactivea) when the goal to introduce a new product issserve an
anticipated future trend; b) when the entreprepegpares in advance for introducing this
product when the time is ripe and when back-upg&e ready, for example, when the
entrepreneur is in contact with different suppligit could step in if supply problems
occur; ¢) when, for monitoring, information, aneéddack search, presignals are developed
that will let the entrepreneur know when opportiesitor problems will appear in the
future, for instance, the entrepreneur finds oat supply problems always occur half a

year after the oil price surpasses a certain limit.

% A detailed theoretical argumentation for the intpoce of Pl for entrepreneurial success is predénte
Chapter 1.1.
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Finally, the action is persistent in overcomingrigas a) when the goal is kept even
when the entrepreneur is confronted with diffi@gtor complex situations; b) when the
entrepreneur returns to the plan quickly after hgween disrupted; c) when monitoring,
information, and feedback search are maintainegpiite of difficulties that may arise, for
example, when a questionnaire that had been deagtlopthe entrepreneur to get
customer feedback on the new product reveals anmigifferentiated feedback and he or
she subsequently develops and implements anotloeg, sophisticated questionnaire.

We have chosen this approach — the combinationeofacets of PI with the actions
sequence — as the basis for an intervention, a-thawg training program, that we
developed to increase Pl in business owners: WghtdI at each phase of the action
sequence, that is, how to set self-starting, preacand persistent goals, how to plan in a
self-starting, proactive, and persistent way andrs@more on this in the section 3.2.2). If
Plis, as we postulate, central for entrepreneprshen this theoretically derived training
program should increase Pl and business succedbaimtrease in Pl should be the

mediator.

Table 5. Facets of personal initiative along theciion sequence

Facets of Personal Initiative

Action sequence Self-starting Proactive Overc_omlng
barriers
Goal setting - Active and self-set- Anticipate future |- Protect goals when
goals opportunities and | frustrated

problems and convert
them into a goal

Information seeking| - Active search, i.e|- Consider potential | - Maintain search in
exploration, active |problem areas and |spite of complexity
scanning opportunities before| and negative

they occur emotions

- Develop knowledge
on alternative routes

\3174

of action
Planning - Active plan - Back-up plans |- Persistence
- Have action plans |- Return to plan
ready for quickly when
opportunities disturbed
Monitoring and - Self-developed - Develop presignals - Protect feedback
Feedback feedback and active| for potential search

search for feedback | problems and
opportunities

(Adapted from Frese & Fay, 2001)
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3.2 TRAINING PERSONAL INITIATIVE TO BUSINESSOWNERS

In the following sections we first contrast ourtRiining to already established
training programs, second explain how Pl was tdiiaad finally describe the
methodology that underlies the training program.

3.2.1 (OMPARISON OF THE PI TRAINING WITH ESTABLISHED
ENTREPRENEURSHIP TRAININGS

To compare our Pl training program with alreadykelshed entrepreneurial training
programs, we draw on evaluation studies. BecausPllraining was tested on an African
sample, we refer to such studies that evaluategmneurship training programs in the
developing world. Table 6 gives an overview of thest widespread training programs
and summarizes the findings and methodologicalfeatof the central evaluation studies.
The studies revealed predominantly positive effeatentrepreneurial success. However,
the vast majority of the identified evaluation sasdare facing more or less serious

methodological problems and results have to beidered with caution.
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Table 6. Entrepreneurship trainings and evaluationstudies

Training
and Target Group

Content of Training

AMT — Achievement Motivation Training

Developed by David Theory-based selection of content: onlyength:10 to 14

McClelland in the content is achievement motivation
early 1960s.
Target group:small

business owners

EDP — Entrepreneurship Development Program
Developed in 1970 in Selection of content partly based on
India by the Gujarat empirical studies. No theory-based
Industrial Investment selection.

Corporation Ltd. PECs achievement motivation
Target group:small Other. project preparation; various
business owners and business management skills, e.g.
would-be bookkeeping and conducting a
entrepreneurs with a feasibility study

high degree of

achievement

motivation

Training Design Empirical
Studies
3 studies:
days McClelland &
Follow-up: Winter (1969),

participants regularlyMiron &
submit written MccClelland
progress reports that(1979),

are analyzed and  Heckhausen
commented by the (1971)
training supplier in

order to reinforce

achievement

thinking

Length:1 week to 3 6 studies:

months Patel (1981),
Follow-up: vary in  Awasthi &
intensity and contentSebastian (1998),
e.g., financial Leach et al.
assistance, providing(2000), Saini &
premises and raw Bhatia (1996), 2
material, personal  studies in Harper
counseling & Mahajan (1995)

Note. TG = training group; CG = control group; PEE€personal entrepreneurial characteristics.

Results of the Studies Design and Methodological &ires

of the Studies

McClelland: TG showed significant Participants 151 and 186 respectively
improvement in all indicators of economic  CG: both studies used several
success and achievement motivation both whamrandom control groups. Miron &
compared with themselves before and after ticClelland compared the AMT with
course and when compared with controls aftdraining programs supplementing AMT
the course. The increase of achievement  with business training

motivation was responsible for the increase dbata: Longitudinal data was collected
economic success. Expected positive effect dnrom 3 and 2 points of measurement
the economy of the cities where the AMT wagespectively

conducted was not found. AMT had highest AnalysesStatistical analyses were
effect on success for participants who scoredused that, however do not meet

low in hope of success before the training andontemporary statistical conventions
had the chance to become active and actually

became active after the trainirigiron: the

AMT group showed a high significant increase

in success. Comparing the AMT group with the

groups that received additional business

training revealed contradictory results

Start-up rate of would-be entrepreneurs was Participants:3 out of 6 studies had

around 25%. more than 100, one had less than 20

Positive effect on economic success was fouls: 5 out of 6 studies used CG. All

on a few measures while the majority of CG were nonrandom. 1 study

success measures did not increase through compared EDP with financial training.

training Data: 3 out of 6 studies compared data
form before training with data after
training, however pretraining
evaluation measures were conducted as
retrospective data up to 9 years after
training. No study sufficiently
describes measures and process of
measurement
Analyses1/3 conducted statistical
analyses. However, analyses do not
meet contemporary statistical
conventions
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SIYB — Start and Improve Your Business

Developed in the 1990s Selection of content not theory- Contains 3 4 studies: Start-up rate widely varies between 15% andParticipants 3 out of 4 studies had

by SwedeCorp, promotedased. Not clear why exactly this components that canAbeysuriya 48% over studies. more than 50

by the International content was chosen. be used separately. (2005), Pharoah &All studies report an increase in employment.CG: No study used a CG

Labour Organization PECs creativity, social competence,Length:5 days to 3 Burton (2001),  However, this was low (0.2 to 0.8 employeesData: All studies had only one point of

Target group:small and self-reflection weeks Barwa (2003), per participant). In all studies, most participanteasurement and used retrospective

business owners and  Other. generating a business idea, Follow-up usually Carlsson & Anh reported an increase in success after traininggata from this point of measurement as

would-be entrepreneurs developing a business plan, none (2001) frequently, however, this was linked to pretraining baseline data. No study
conducting a feasibility study, basic nontraining support (e.g., giving loans) and nstfficiently describes measures and
business management skills, e.g., to the training itself process of measurement
book-keeping AnalysesNo statistical analyses

CEFE - Competency-based Economies through Formatioof Enterprise

Developed in the 1980s Selection partly on the basis of Different types of 6 studies: Start-up rate varies between 28% and 40%. Participants 5 out of 6 studies had

by the German Agency empirical studies. Not theory-based CEFE courses for Braun et al. One study reports an increase in employees afore than 100

for Technical selection different target (1995), Nguyen 1.4 per participant. Percentage of participant€G: No study used a CG

Cooperation (GTZ). PECs motivation, creativity, self-  groups that vary in  (2001), 3 studies who showed an increase of success after theData: 3 out of 4 studies compared data

Target group:small confidence, social competence, selfeontent and length. in Reichert et al. training strongly varies across studies betwedaorm before training with data after

business owners and  reflection Length:on average 4(2000), Pham 30% and 86% training, however, pre-training

would-be entrepreneurs Other. business management skills, to 6 weeks (2002) evaluation measures were conducted as

with a high degree of  e.g., marketing, business plan Follow-up: vary, retrospective data up to 4 years after

motivation and growth  development provided on an ad- training

potential. Nontraining access to credits is hoc basis AnalysesNo statistical analyses
facilitated

EMPRETEC — “Emprendedores Technologia” (entrepreneus technology)

Developed in 1988 by  Selection of content on the basis of Length:2 weeks 4 studies: Start-up rate widely varied between 9% and Participants 2 out of 4 studies had
Management Systems empirical studies. Follow-up: usually  Cooley (1991), 2 56%. more than 100

International (MSI), PECs 10 different PECs that were in-house advice and studies in Ruffing 1 study found significant positive effects on CG: 2 studies used a CG, 1 used a
promoted by the United found to be positively related to additional training & Fulvia (1999), economic success measures whereas a secashdom CG, 1 a nonrandom CG
Nations. entrepreneurial success. on business Lopez (1999) study did not confirm these results. PECs  Data: 2 out of 4 studies compared non-
Target group:small Other. business plan development management skills increased in all studies but only a few on a retrospective pre-and posttraining data
business owners and significant level and used valid measures

would-be entrepreneurs AnalysesOnly one study used

statistical analyses. However, analyses
do not meet contemporary statistical
conventions

Note. TG = training group; CG = control group; PEE€personal entrepreneurial characteristics.
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The PI training differs in two essential aspecterfithe training programs listed in
table 6: first, in itxontentand second, in itduration In addition, we applied a rigorous
approach towards the evaluation of our trainingypam that is more sophisticated than
those used by former evaluations of entreprenquishining programs in the developing
world.

Training ContentWith its focus on PI, our training differs frotnet majority of the
established training programs in two content-rel@spects: First, it is a theoretically
derived training that concentrates on a theoreticatept, namely PIl, whereas the
established training programs are generally nairihkased. Second, it is a focused
intervention that solely concentrates on one pdgghical factor. In contrast, the other
training programs usually are broadband intervastid hey involve various business
management skills (e.g., business plan developmearketing, or book-keeping) and
psychological factors, frequently they employ fallap interventions (e.g., personal
counselling), and sometimes provide some form séiss(e.g., financial help, working
tools). The only other program besides our PI ingithat is theory based and concentrates
solely on one psychological factor is the Achievatidotivation Training that aims to
increase the need for achievement motive (i.eindinidual’s urge to excel, consisting of
preference for moderate risk, initiative, and argefor feedback).

Duration. With its duration of only three days and withany follow-ups, the PI
training is - as far as we know - the shortestatald training intervention for business
owners that involves psychological content. In gahé¢he established training programs
last about two weeks on average and usually rangdime frame of five days up to three
months (cf. Table 2 for the duration of the diffeireraining programs).

The duration of a training intervention becomeswial aspect when considering the
related costs for suppliers and participants. Eipgnts are either owner-managers or
would-be entrepreneurs. Owner-managers are usughyy involved in manifold business
activities and frequently operate under high timespure. Would-be entrepreneurs usually
work in a regular job. Thus, the targeted individugormally have limited time and
resources to devote to training. The longer thatitum of a course, the higher the costs for
participation, direct costs (e.g. course fees) el ag transaction costs (e.g. loss of
revenues because of absenteeism). Based on thitofag, broadband training programs

that incorporate costly follow-up interventions daeem to be appropriate for the target
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group. The focus should rather be on developirnigiefit and focused interventions of
short duration in order to keep costs low. Deveigsuch a short yet effective
intervention requires focusing on powerful entregtgial factors that are highly related to
business success. This is what we did when welpattRe center of our training program
and developed an intervention that, with its doratf only three days, keeps costs for
participants and suppliers on a very low level tng, facilitates implementation and
participation.

There is another aspect besides content and duiaftibhe assessed training program
that differentiates our study from the former ewdilon studies of behavioral
entrepreneurship programs: the approach towardliation The studies that evaluate the
established entrepreneurship training programsaareg different, sometimes serious
design problems that diminish the significanceheirtresults (Awasthi, 1996; Harper &
Finnegan, 1998; also cf. Table 2). We took thedesdearned from these studies and
applied a more rigorous and elaborated approachrtsatraining evaluation to get more
conclusive results: We conducted a long-term fexderimental study, using a pretest-
posttest design (3 points of measurement) witmdamized waiting control group and
measures on Kirkpatrick’s (1959) four levels ofrinag evaluation (reaction, learning,
behavior, success). Thus, we fulfilled the geneegld for long-term studies with
elaborated evaluation designs that is stresseddmy ischolars (Garavan & O'Cinneide,
2007; Harper & Finnegan, 1998; Katz, 2007; McMull€hriman, & Vesper, 2001).

3.2.2 THE TRAINING

The 3-day PI training program consisted of two eaunsive phases. The first phase
aimed to develop the capability to identify sitoas or fields of actions in day-to-day
business that can be approached in a Pl way athaitma Pl approach is supposed to lead
to better results than a reactive or passive onthd second training phase, participants
learned how to develop complete Pl actions. Theviehg paragraph describes the
training, focusing on its main elements (a compledacrete schedule of the training is
provided in the appendix).

First Phase - Identifying Situations and FieldsAation for Pt After an initial

introduction, participants identified situationgddields of action for Pl in a group work
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session on two case studies, one of an entreprer@ushows Pl in different situations
and fields of actions and benefits from this and oha reactive entrepreneur who fails.
The participants also exchanged own experiencésRViin important fields of action.
Thereby, the following points were highlighted afisicussed: 1) in the area of opportunity
identification - that it is essential to continutyusearch for new opportunities to stay
ahead of competitors, 2) for the evaluation of apputies - that active evaluation of an
opportunity and of possible long-term consequentés exploitation is necessary for
estimating its true value, 3) for dealing with sligxs - that it is essential to actively
approach potential suppliers of resources (e.gk$m order to get a loan) and to not give
up when the initial effort remains fruitless, 4ncerning marketing - that approaching
customers with an active and unique marketingesgsais more promising than just
waiting for customers to come, 5) for quality tegtt that actively testing the quality of
products (e.g., by conducting analyses) is betten to wait for feedback through
complaints by customers, 6) for dealing with empls/— that one will benefit from
motivating employees to act in a Pl way (e.g.,utbaomously look for ways to improve
the production process), and 7) concerning probletingt approaching problems actively
and that looking for long-term solutions will leemmore success in the long run. On the
basis of these considerations, participants refteon their past working days in order to
identify situations and fields of actions whereytieeuld show Pl in their day-to-day
business.

The next part of the training concentrated on oty identification as one specific
field of action for PI. Opportunity identificationas treated separately, because it is
basically at the core of entrepreneurship (Shanegkataraman, 2000) Pl means to apply
an active search strategy to identify opportuniti@strain such active search, various
potential sources of information that can be usadéntify opportunities were assembled
by the participants and supplemented by the traPerticipants were asked to consider,
for each source, how it could be used in an acBVevay. In addition, participants learned
a technique developed by Hamel and Prahalad (¥884#4jentifying cues for future
opportunities: They wrote down their core compeiesnand strengths, thought about
possible changes in their greater business envieahmand deduced potential
opportunities. Active search techniques are basdi@ner’s (1979) view that

opportunities already exist in the environment bhade to be detected. In line with
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Schumpeter’s (1934) approach that opportunitiesatqust “exist out there” but have to
be created by the entreprenégug., by combining resources in a new way to creave
products, services or processes), we taught aveaagproach towards opportunity
creation in addition to the active search techrsg@articipants learned different creativity
techniques in the training and how to actively ggbeém in order to create opportunities.

Second Phase — Training PI along the Action Sequéndhis phase, participants
learned how to develop complete Pl actions. Farphrpose, we drew on the concept of
action sequence starting with goal setting, comignwith information seeking and
planning and concluding with monitoring and feedbsearch: For each step of these
steps, participants learned how to approach itRh\aay. In other words, they learned how
to set self-starting, proactive, and persistentgydew to plan in a self-starting, proactive,
and persistent way, and so on. 1) For training getiing, a case study of a business owner
who had goals that could only be reached with Bbas and goals that lead to reactivity
was presented. In a group work session, particidentified the goals leading to
reactivity and converted them into concrete andsuedle goals that trigger PI. In
discussing potential effects of the different gp#igy linked PI to success and reactivity to
failure. Afterwards, participants formulated gofaistheir own business that could only be
reached through PI actions to directly apply thew knowledge to their own business to
facilitate transfer. 2) Concerning information segk participants discussed how the
sources of information that were gathered in thgoojinity identification phase (first
training section) could be used for informationkseg in a Pl way. 3) For training
planning, a case study of an entrepreneur who étalimself a challenging goal was
introduced. Participants again participated in grawork to develop an active strategy
towards this goal. They discussed potential disgtgrbactors and developed ways how to
respond to these factors in order to protect tha.pt) Concerning monitoring and
feedback, participants developed feedback sighalscould be used to monitor the
progress of the plan they had developed in theiqus\exercise.

Concluding the second phase of the training pragparticipants developed a
personal project for their own business. Therdigy followed the action sequence. They
started with the formulation of a PI goal, contidweth reflecting where and how to get
helpful information, and then formulated a plan dedeloped signals for feedback and

monitoring. In doing so, participants implementé@feach single action stage.
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3.2.3 APPLIED TRAINING METHODOLOGY - ACTION TRAINING

Pl is active behavior and thus, best trained bgdaive approach to training. The
applied action training approach was shown to leéulign enhancing various skills and
competencies (Carroll et al., 1985; Ford et al971Frese, Beimel, & Schoenborn, 2003;
Martocchio & Duhlebohn, 1994). Our training concalsio included components of
behavior modeling (Bandura, 1986; Latham & Sa&t,9) by providing examples of
successful and less successful owners.

The components of action training (Frese, Beimegcdhoenborn, 2003; Frese &
Zapf, 1994; Semmer & Pfafflin, 1978) are to devedopaction oriented mental model, to
develop routines of the newly acquired behaviarsearn by doing, to motivate by
experiencing the difference between present statdidure goals, to provide feedback in
training, and to support transfer.

First, action training aims at developing an actoented model. The degree of the
elaboration of the model — the cognitive repredenriaf action — determines the quality
of an action. The cognitive model is organized bggples or “rules of thumb”, for
example in the form of principles of Pl goal sadtiiiraining has been shown to profit
from such principles (Volpert, Frommann, & Munzd®84). For each training
component, we presented such “rules of thumbs’l beRavior to the participants.

Second, a learning-by-doing approach is used wWadncing practical exercises into
the training. Thus, a common problem of teachitige-difficulty to connect the principles
learned to everyday concrete actions - is reduced.

Third, learning requires positive and negative beexk, particularly in the beginning
of the training. Negative feedback informs the pesmt about what he or she has not yet
learned or fully understood and is especially infative when it is specific and when it
includes information on how to improve actions ($®n & Pfafflin, 1978). Errors are a
form of negative feedback. We encouraged parti¢gpemmake errors, to learn from these
errors, and to generally perceive errors as a edordnnovation (Heimbeck, Frese,
Sonnentag, & Keith, 2003). Positive feedback pdiotsehavioral facets the trainee has
learned. Giving feedback was more pronounced iffitsiephase of training. In the
beginning, feedback was provided by the trainehwie rules of thumbs serving as
guidelines. Later, the participants became morgeat giving each other feedback and
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judging their own performance. This training stggtés supposed to make feedback more
and more a self-regulatory process.

Fourth, transfer is fundamental for the successtadining program (Baldwin &
Ford, 1988). Therefore, we incorporated practicentation into the training in the
following ways: (a) Normal work tasks were usedkréfore, all exercises were directly
related to the participants’ business requireméhjsThe participants were asked to apply
the training content to their normal business $ibma for instance, writing down goals for
their business. (c) Application contracts were usestrengthen the commitment to goals
developed in the training (Hesketh, 1997). (d) ph#icipants developed a personal
project, in other words, a plan of how they warttedpply the newly learned skills to their
business. (e) Another method to strengthen the abment to transfer knowledge
included choosing an “implementation partner”.T(fie rules of thumbs of Pl behavior
were also implemented to increase transfer.

Fifth, newly acquired behaviors compete with thét\wkll-rehearsed routines (Frese
& Zapf, 1994). Therefore, the training offered pireal exercises in order to support the
routinization of these behaviors.

Hypothesis

We propose that our theoretically derived trainimgrvention increases Pl in
business owners. More precisely, we assume thaattieipating business owners learn
what Pl means in the context of entrepreneurshai,they acquire the knowledge of how
to show Pl in different business situations, arad they implement this knowledge into
their own business. This leads to the followingrial hypothesis:

H1: The training program leads to an increase of Pl

As described earlier, Pl is a key factor for entegpurial success as it is crucial for
opportunity identification and exploitation and foastering the manifold challenges
entrepreneurs have to face in their day-to-daynassi. The cited empirical evidence also
positively links PI to business success. Thus, mp@se that, if Pl is central, it should also
lead to an increase of success. Consequently, meedbe following formal hypothesis:

H2: The training program leads to an increase sfri@ass success.

If the training is actually responsible for bothetincrease of Pl and the increase of

success, than Pl needs to be a mediator, whattiedks following formal hypothesis:

H3: Pl is a mediator of the training effect on Imesis success.
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3.3 METHOD

3.3.1 DESIGN

We conducted a long-term field experiment usingralomized control group
pretest/posttest design with a waiting control gréacontrol for effects of maturation,
history, testing, and self-selection (Cook, Camplg&ePeracchio, 1990). Data were
collected at four measurement waves: before tha@ng(T1), directly after the training
(T2, only training participants), four to five mdstafter the training (T3), and 12 months
after the training (T4). Measures at T1, T2 andvBde obtained during personal meetings
either at the premises of the entrepreneurs dreatlakerere University Business School.
Data at T3 were collected through telephone ingsvsi

Participation in the training course was free adrge. Three training courses were
conducted, each course by the same experiencadrtr@ho had done business training in
Africa before (the first author). The waiting casitgroup was trained directly after the last

measurement wave at T4, 12 months after T1.

3.3.2 FRARTICIPANTS

This study was conducted with business owners tipgreneir businesses in
Kampala, Uganda. Participants had to meet thevimtig criteria: 1) They were currently
owners of a business and responsible for manafgg§rm on a day-to-day basis. This
was a necessary prerequisite since such owner-raenagg in a position where they are
free to make decisions on their own as to whetiney want to implement the newly
acquired skills into their business or not. 2) Thay operated for at least one year, a
necessary prerequisite because the viability ohgeufirms is low in Uganda and a high
failure rate could have reduced the sample toteakrisize and thereby seriously limit the
power of statistical analyses. 3) They were smagdiess owners and thus, by definition,
had at least one and maximal 50 employees. 4) i&éyo have sufficient command of

English. Participants were recruited in two wayisst=with the help of four organizatichs

4 USSIA (Ugandan Small Scale Industry AssociatitA)EAL (Uganda Women Entrepreneurship
Association Ltrd.), Katwe Metal Fabricators Cluséasociation, and the Ugandan Chamber of Commerce.
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supporting small-, micro-, and medium-size busiasgbat supplied us with random
samples of their members. Second, in order to dechusiness owners who were not
members of these associations, we physically watkexligh two typical Kampala
markets offering each owner who was present at her obhiness the opportunity to
participate in the training. 109 business ownerstimecriteria for participation and were
randomly assigned to training (N = 56) or contnaup (N = 53). Business owners of the
control group were given a guarantee for partiogpein the training program at T4. Nine
individuals assigned to the training group coultitake part in the training and, thus, were
excluded from the sample. Reasons for absenceilvezss (2 individuals) or lack of time
because of unforeseen business problems (7 indilgdurhe remaining 47 participants
took part in the full training course. The finahgale consisted of 100 participants, 47 in
the training and 53 in the control group. Trainpagticipants were allocated to three
training courses. The study experienced no attritioring the data collection period after
the training. At T4, five business owners were afutusiness (all control group). Data
from three of these business owners were obtaimedtly in personal interviews (3
business owners). The other two business ownetd oot be reached personally at T4
(they had moved to another part of the country)iaf@mation on their whereabouts was
provided by the business organizations they wenmalneges of.

Table 7 presents the characteristics of the sarsppgrately for training and control
group. The average age of the participants waed8y5D = 8.61) in the training group
with a range from 23 to 59 years (control grédiz 39,SD= 9.83, range from 20 to 60
years). The proportion of women was 47% in theningj and 51% in the control group.
81% of the training participants were officiallygrstered and operated in the formal sector
whereas 19% were informal (control group 79% forr@abo informal). 62% of the
training participants operated in the productiod 88% in the service sector (control
group 38% production, 62% service). The averagesyafaeducation in the training group
was 13 §D= 3.38) and in the control group 180 = 3.24). Business had been started on
average 9 years before T30 = 6.03) with a range from 1 to 28 years in thentray group
(control groupM = 7,SD= 6.72, range 1 to 33 years). The training pardiots had an
average of 8 employeeSD = 8.00) with a range from 1 to 38 (control gravp= 7,SD=
9.75, range 1 to 50). Average sales in the traignogip were 2.66 million Uganda

®> Small Gate Nakawa Trading Market and Crafts Exposlarket.
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Schilling (1,568 US Dollar) in the year before ®D(= 3.27 million UGS, range 100
thousand to 18 million) and 5.60 million Uganda iBiciy (3,301 US Dollar) in the control
group SD=12.21 million UGS, range 0 to 73 million). THigh but nonsignificant
difference between TG and CG in the mean of thesdalvel is in line with random
variation. There is also a large difference ingtendard deviation of the two groups. This
suggests that outliers exist that may distort #seilts of analyses on the sales level. Thus,
we tested for outliers by means of a box plot aial\Eight extreme outliers (i.e. values
that lie more than three times the interquartifegeato the left and right from the first and
third quartiles) were identified. Because of thig, took the logarithm of the sales level
that we used as a substitute for sales in all aralyThis is a common procedure in dealing
with outliers. Applying box plot analysis on they&rithm of the sales level, we still
identified one extreme outlier. Therefore, we eeld this outlier in all calculations

including sale%

® The analyses with the original sales level anthouit exclusion of the outlier are shown in the Amiz.
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Table 7. Characteristics of training and control goup
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Training Group

Control Group

Characteristic M Range SD M Range SD
Age 39.47 23-59 8.61 39.40 20 - 60 9.83
Years of education 13.36 6-22 3.38 14.36 7-22 243
Dl:‘s'“{‘nbeesrsoérrgaer:?faetngs N 153 0-4 92 1.64 0-5 1.29
Age of business 9.23 1-28 6.03 7.26 1-33 6.7
ggﬂlﬁﬁn'ge)"fé}gr”;'{'h Joane, 2660  9ui. 3.269 5602  0-72500 12213
m‘;r?rt;?;i;’;emp'oyees before gg 1-38 8.00 6.74 1-50 9.75
N Percentage N Percentage

Gender

Male 25 53 26 49

Female 22 a7 27 51
Sector

Formal 38 81 42 79

Informal 9 19 11 21
Business Location

Town center 13 28 20 38

Industrial area/ market 34 72 33 62
Type of industry

Production 29 62 20 38

Service 18 38 33 62

Note. M = mean; SD = standard deviation; N = nandf participants.
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3.3.3 MEASURES

We used questionnaires and structured interviewddta collection. The answers to
the interview questions were written down and laaéed by two independent raters. The
mean value of the two raters was used for all sylesst calculations. Interrater
agreements were calculated with the two-way mixXeetemodel (people effect random,
measure effect fixed, single measure correlatibtheintraclass correlation coefficient
(Shrout & Fleiss, 1979) and were generally goodjiragnfrom r = .64 to .98. Table 8
presents the central measures of the study withbiklies or item intercorrelations,
sample sizes, means, standard deviations, andatgeagreements. Following suggestions
by Kirkpatrick (1959), we assessed training effeatiess on four different levels using: 1)
reaction measures, 2) learning measures, 3) beHaas®d measures, and 4) success
measures. In addition to statistical measuremestpade qualitative observations for the
evaluation of the training (at T4Reaction measuresomprise overall satisfaction with the
training, transfer motivation, perceived trainingity, and general qualitative statements
(measured directly after the training, at T2). Aowtedge test was used laarning
measurgat T1 and T2)Behavior-based measurassessed behavior indirectly by means
of reported behavior shown in different businesgexts, behavior drawn from
implementations (e.g., new products or servicex),through exercises (at T1 and T3 or
T1 and T4)Success measuregre obtained in terms of perceived short-termvijnqat
T1 and T3), the sales level of the past year, hacdhtimber of employees (both at T1 and
T4). In addition, background data were collectenrfrall study participants.

Background Measures

Background data were used to compare the traimddlee control group at T1. The
collected variables included gender, age, typaddstry, sector (formal vs. informal),
business location, age of business, years of édacatembership in business
associations, command of English (all via intensgvself-efficacy, proactive personality,
risk taking, and cognitive ability (via a questiame).

Self-efficacy(in its general form) was ascertained with a 4apbikert scale
(Schwarzer & Jerusalem, 1995) consisting of 10stéeng., “I am confident that | could

deal efficiently with unexpected events”, with respe options ranging from 1 “not at all
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true” to 4 “exactly true”). Internal consistencytbk scale wag = .76.Proactive
personalitywas measured by the 10-item proactive persorsddle of Seibert, Crant, and
Kraimer (1999; e.g., “| am constantly on the lookfr new ways to improve my life”).
Items were rated on a 7-point Likert scale rand@iom “strongly disagree” to “strongly
agree” ¢ = .76).Risk-takingwas measured with a 5-point-Likert scale (“apptiesat all

to me” to “applies definitely to me”) adapted fradable and Judge (1994). The scale
consisted of 4 items, for example, “I view riskttie job as a situation to be avoided at all
cost”. Internal consistency of the scale was.67.Cognitive abilitywas assessed with
Wechsler's digit span test forward and backwasiildest to the HAWIE-R (Tewes,
1991). This test is used as a proxy for working rmgnand correlates well with general
intelligence (Jensen, 1985). It consists of rowthode to nine numbers that are read aloud
to the participant and need to be recalled.
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Table 8. Central measures, reliabilities/item irgrcorrelations, number of participants, and itemsmeans, standard deviations, and interrater

reliabilities
Internal Consistency/ Number of Number Interrater
Measure Time Item Participants of Training group Control group Reliability
Intercorrelation TG CG Total Iltems M SD M SD ICC
Background Years of Education T1 a7 53 100 1 13.36 3.38 14.36 3.24
Variables Cognitive Ability T1 a7 53 100 2 2.94 .70 2.95 1.00
(Interview & Self-Efficacy T1 a=.76 47 53 100 10 338 .48 335 0.47
Questionnaire) Proactive Personality T1 a=.61 47 53 100 10 573 .71 585 0.74
Risk Taking T1 o=.67 47 53 100 4 2.90 .98 3.19 1.00
Reaction Overall Satisfaction with the Training T2 47 47 1 291 .28
Measures Transfer Motivation T2 a=.87 47 47 12 4.43 .46
(Questionnaire) Perceived Training Utility T2 a=.79 a7 47 7 4.82 31
Learning Measures Personal Initiative Knowledge (Sum Score) T1 a7 53100 4 2.15 .93
(Questionnaire) Personal Initiative Knowledge (Sum Score) T2 47 7 4 4 3.06 .70
Behavior-based Initiative Behavior T1 a=.81 47 53 100 8 1.44 .58 1.88 0.84 re=.75-.94
Measures Initiative Behavior T3 a=.89 47 53 100 8 2.49 88 147 084 ry=.80-.93
(Interview) Initiative for Product/Marketing (3 months) ~ T1 a=.78 47 53 100 4 84 72 1.28 1.07 ry=.86-.92
Initiative for Product/Marketing (3 months) T3 a=.81 a7 53 100 4 258 1.02 1.36 0.92 ry =.86-.91
Initiative for Product/Marketing (1 year) T1 a=.83 47 53 100 4 1.31 .93 1.65 1.08 ry =.92 - .96
Initiative for Product/Marketing (1 year) T4 o=.88 47 48 95 4 298 1.03 1.48 0.86 ry =.83-.90
Overcoming Barriers T1 a=.83 47 53 100 6 -.08 74 .07 0.73 ry=.70-.98
Overcoming Barriers T3 a=.85 47 53 100 6 40 .70 -.36 0.62 re = .64 -.94
Overall Personal Initiative Scafe T1 a=.76 47 53 100 3 -21 .55 .18 0.88 ry=.70-.98
Overall Personal Initiative Scale T3/T4 a=.82 47 53 100 3 57 .67 -.53 0.53 ry = .64 - .94
Success Measures Short-term Growth T1 a=.87 47 53 100 3 .06 .78 A1 0.78
(Interview) Short-term Growth T3 a=.86 47 53 100 3 .90 .35 52 0.69
Sales Level (logarithm) Tl 48 52 100 14.18 1.18 14.33 1.50
Sales Level (logarithm) T4 47 48 95 1435 1.27 13.87 1.53
Number of Employees T1 47 53 100 7.88 8.00 6.74 9.75
Number of Employees T4 47 48 95 10.6712.45 4.98 7.09
Failure Rate (0 = still in business, 1 =failure) 4 T a7 53 100 .00 .00 .09 0.30
Overall Success Indek T1 r= .49% 47 52 100 2 .01 72 -.01 .98
Overall Success Indek T4 r= .45* 47 53 100 2 22 .89 -.22 .76
Note.  T1 = before training; T2 = directly afteining; T3 = 4 to 5 months after training; T4 ydar after training; TG = training group; CG = ttohgroup; M = mean; SD = standard deviation;

ICC = two-way mixed effect model of intraclassretation coefficientr, = interrater reliability** significant at the .O#vel (2 tailed)a = Cronbach’s alpha;¥ correlation coefficient*'standardized scale.
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Reaction Measures

All reaction measures were collected via a quesaor directly after the training
(T2) only from training participants.

Overall Satisfaction with the Trainin@articipants’ satisfaction with the training was
assessed with the question: “How overall satisfiede you with the training?” using
Kunin’s (1955) Faces Scale (faces ranging from fiogy —3 to neutral to smiling +3).
Wanous, Reicher, and Hudy (1997) found the Kunialé&s€1955) to be the best measure of
overall job satisfactionlransfer Motivation Training participants were asked to estimate
the probability of implementation of the trainingntent (e.g., ,To what extent do you
think that, after this training, you will look fenore information from different sources
than you did before”) on a 5-point Likert scalegeng from 1 (“not at all likely”) to 5
(“very likely”). Internal consistency of this 12ein Likert scale wag = .86.Perceived
Training Utility: Perceived training utility generally shows higpeedictive validity for
transfer than other reaction measures or learnegsores (Alliger, Tannenbaum, Bennett,
Traver, & Shotland, 1997). To measure perceivaditrg utility, a self-developed 5-point,
7-item Likert scale (e.g., “Do you think the seation ‘goal setting’ is useful for your
business?” with response options ranging from bt(&t all likely”) to 5 (“very likely”)
was presented to the participants. Internal caerststof this scale was= .79.Qualitative
StatementsAt T2, training participants were asked to prowd&ten comments on the

training.

Learning Measures

We developed a multiple-choice test (paper andiptst) to assess Pl knowledge.
The test consisted of four items that covered tiheet components of PI: self-starting and
persistent (1 item each), and proactive (2 itefds).example, the item concerning self-
starting was: “Mr. H. wants to set a goal for hisiness. If he showed personal initiative,
which goal would he set?” Possible answers wersegmted and participants were asked to
choose the correct answer: “A. Introduce a new prbdompetitors don'’t sell”, “B. Copy
the product range of the competitors*, “C. Keeppgheduct range the same®, and “D.
Reduce the product range”. The correct answersv@na for this example) were counted
and added up to a sum score. The Pl knowledgevesspresented to the training
participants at T1 and T2.
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Behavior-Based Measures

We used three different behavior-based measur@sstess short- and long-term
effects of the training on PIl. The measures welleced via personal interview at T1 and
T4 and via telephone interviews at T3. Interratgeament for the behavior-based
measures was generally good (cf. Table 8).

Initiative Behavior We developed this measure to assess Pl in thepesrieurial
context. This measure based on the Frese, Fayrgéb, Leng and Tag (1997) study in
which they assessed Pl in a more general contecdnkisted of four direct questions on
different aspects of past work-related behaviorasiced participants 1) how they had
approached a goal, 2) how they had handled a pmpldghow they had tested the quality
of their products or services, and 4) if and hoeythad changed anything in their
business. We assessed the answers in terms oftgtiaatand qualitative initiative (6-
point Likert scale) and rated no initiative whemtjggpants did not undertake any action.
The degree of quantitative initiative dependedr@amount of energy invested (e.g., time
and money spent). The degree of qualitative imnvgatlepended on the way the situation
was approached. Qualitative initiative was high mittee behavior included new,
innovative ways that differed from the behaviorttiseexpected in such contexts. The
measures were completed by both the training anttaaroup at T1 and T3.
Quantitative and qualitative initiative was comlarand formed the scaleitiative
behavior(T1 a = .81, T3ua = .89).

Initiative for Product/MarketingThis measure focused on two central aspects of
entrepreneurship: product/service and advertisiag{ating. It assessed the degree of PI
necessary for implementing new products/services@anmarketing/advertising,
respectively. We asked participants which prodoctservices they had introduced 1)
within the last three months (at T1 and T3) in otdeassess short-term effects of training
on Pl and 2) within the last year (at T1 and T4)mf®asuring long-term effects. We
repeated this procedure for the ways of marketthgdising that had been used.
Quantitative and qualitative forms of initiative iegated on a 6-point Likert scale. No
initiative was coded when participants had not enpénted anything new and had not
undertaken any marketing/advertising activitiespeztively. Quantitative initiative
depended on the amount of implemented productétesrand the amount of

marketing/advertising, respectively, and by theeaisged costs. Qualitative initiative was
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coded when the implemented products/services aaypked ways of
marketing/advertising were innovative and diffefienn those of the competitors.
Quantitative and qualitative initiative were conmduinto form two separate scalagiative
for product/marketingone assessing the past three monthsy(¥178; T3a = .81) and
one, assessing the past year. ¢F.83; T4o = .88).

Overcoming BarriersThe overcoming barriers method assessed Pl hatlait of
fictional business situations. This measure has BBewn to have good construct validity
(Fay & Frese, 2001). The following procedure wasdu® conduct the overcoming
barriers method: First, participants were preseatdifficult business situation, for
example, “Pretend you are out of money and canmphlecessary supplies, what would
you do?” Then, they were asked to think of wayswercome this problem. Each problem-
solving answer was met by “assume that this doesark what else would you do?” The
number of problem-solving solutions was recordemirisuch questions were divided into
two sets that were counterbalanced across measuirgrages to prevent from biases of
recall. That is, half of the participants receiwed 1 before and set 2 after the training,
while the others received set 2 before and setet tife training. The responses during the
overcoming barriers exercise were rated on a 5Stjpdkert scale concerning self-starting
(was an active approach taken or were the probtktegated) and proactiveness (were
long-term or short-term solutions found). Theseeassents together with the number of
problem-solving solutions formed the standardiaeercoming barrierscale (T1o = .83,
T30 =.85).

Overall Personal Initiative Scalén overall Pl scale was formed out of all Pl
measures collected from both the training and obgtoup before and after the training:
initiative behavior initiative for product/marketingandovercoming barriersinternal
consistency of this second oraeserall personal initiativescale at T1 wag = .76 and
after the training (T3/T4u = .82.

Success Measures

All success measures were collected from bothtréieing and control group before
and after the training. Short-term effect was messat T1 and T3 by the reported change
in business growth; long-term effects were asselsgéle sales level, the number of
employees at T1 and T4, and the failure rate betw@eand T4.
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Short-term GrowthTheshort-term growthscale consisted of the reported change in
sales, change in profit, and change in customaiaglthe last three months (Td = .87,

T3: o = .86). The answer format included “decreasedtdécbwith “-1”), “stayed the
same” (coded with “0”), and “increased” (coded wii").

Sales LevelTo calculate the sales level, we used a proxytaddpom McPherson
(1998). Participants were asked for the numberaftimns with low, average, and high
sales of the year before measurement and thelsa&dsn low, average, and high months.
We then calculated the sales level of the past yeadescribed, we used the logarithm of
the sales level for further analyses and exclubdedktreme outlier that we had identified.

Number of Employee$Ve applied the following procedure to measurentimber of
employees as precisely as possible: We asked iparits about their number of full-time
employees (fte) and part-time employees (pte) avdrnany days both were working on
average per week. We then calculated the averagengadays of a full-time employee in
our sampleN = 5.9) and included this number in the followimgriula:number of
employees = (fte * working days of fte) / 5.9 +e(ptworking days of pte)5.9
Calculating on the basis of working days enabletbiexclude possible biases due to
different definitions of “full-time” and “part-tinfeemployees.

Failure Rate At T4 the failure rate, that is, the number dfrepreneurs of the sample
who had closed down their business between T2 dndab recorded. In addition, the
reason for failure was assessed: Was the clos@édeconomical pressure and thus, a
reactive response, or was it a proactive actioessary to create the basis for the
exploitation of an opportunity or market niche byhding a new venture or getting a good
job?

Overall Success IndeXhe alpha of a potential scale including all ®sscmeasures
that were collected from both the training and cargroup before (T1) and one year after
the training (T4; business growth, number of emgésy and logarithm of sales level) was
too low. Thus, we formed awverall successgdex out of the number of employees and the
logarithm of the sales level that showed the higitesy intercorrelation This item
intercorrelation was before the training (T1¥ 149, p < .01 and after the training (T3/T4),
r=.45,p<.01.
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Qualitative Observations
In addition to statistical measurement, qualitabbservations for the evaluation of the

training program were made during the interview$4t

3.4 RESULTS

Table 9 shows the means, standard deviations nsictorrelations of the central
study variables. We randomly assigned participaitker to the training or the control
group to minimize selection effects. In additiorg tested for possible differences in key
variables between training (N = 47) and controugr@\ = 53) before the training: gender,
age, line of business, sector (formal vs. inforiedje of business, business location,
membership of business organizations, co-ownepgreance, education, intelligence,
self-efficacy, proactive personality, risk takiragd for all Pl and success measures.
Training and control group differed in line of bosssPhi=-.22,p < .05 (TG:M = .40,
SD=0.50; CGM = .62,SD= 0.49 (0 = production, 1 = service). This isimelwith
random variation. However, we controlled fime of busines# all further analyses of
covariance (MANCOVA, ANCOVASs) and regression anal/s

To test the overall effects of training, we cone@dca MANCOVA on the following
dependent variables measured at T1 and T3 or TT4nekspectivelyovercoming
barriers, initiative behavior initiative for product/marketingshort-term growthnumber
of employees, logarithm of sales level. Resulteaésd significant effects for group x time
(training/nontraining x repeated measutdstelling’s t=12.77p < .01,5% = .33), for time
(repeated measurdsotelling’s t= 10.46,p < .01,5#? = .29), and for group
(training/nontrainingHotelling’s t= 10.61,p < .01,4#2 = .29). This showed that, overall,
the training was effective in changing the experitaegroup more strongly than the
control group (significant group x time effects).

We used univariate ANCOVAs for testing effectstu# training on the behavior
based measures and success measures (again, NME88/As should show significant
interaction effects of group x time) and an ANOW festing the effect of training on Pl

knowledge. Table 10 shows the results.
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Table 9. Number of participants, means, standard eviations, and intercorrelations of the central stdy variables

Variable Time N M SD 1. 2. 3. 4. 5. 6 7. 8 9. 10. 11. 12. 13. 14 15.
1. Training (0 = No, 1 = Yes) T1100 .47 0.50

2. Gender (0 = Male, 1 = Female) T1100 .49 0.50 -.04

3. Line of Business (0 = Production, 1 = Service) 1 Ti100 .52 0.50 -.22= .18

4. Years of Education T1100 .00 0.95 -10 .07 22

5. Cognitive Ability T1 100 2.95 0.87 .01 27 .16 .39+

6. Self-Efficacy Tl 100 3.37 0.47 .03 .06 21 -.04 .18

7. Proactive Personality T1100 579 0.73 -.08 .11 .05 .09 17 *59

8. Risk Taking T1 100 3.06 1.00 -.15 .26 .10 46 23 -11 .16

9. Overall Satisfaction with the Training T2 47 281 0.27 .00 .29 .08 21 .25 .10 .09 .05

10. Transfer Motivation T2 47 4.43 0.46 .00 32 .09 -03 .23 30 42+ 19 .33

11. Perceived Training Utility T2 47 482 0.31 .00 34 -18 11 .13 .19 17 .00 .24 .58+

12. Personal Initiative Knowledge T1 47 215 0.93 .00 -06 .01 86 .15 .02 .04 38 .05 .09 .04

13. Personal Initiative Knowledge T2 47 3.06 0.70 .00 .10 -01 43 .18 -02 .08 .23 .03 .01 .00 42+

14. Initiative Behavior T1 100 1.67 0.76 -.19 .00 -12 A 22 .02 26 2P 16 -13 -10 .02 -.01

15. Initiative Behavior T3 100 195 1.00 5% -.14 -2% .05 .14 .05 .10 .07 -.18 -.18 -01 -07 -.13 .25

16. Initiative for Product/Marketing (3 months) T1 100 1.08 0.95 -13 .21 .04 13 .13 A1 24 21 .01 .06 A5 -08 -08 42 11
17. Initiative for Product/Marketing (3 months) T3 100 193 1.14 5% .05 -17 -03 .12 .09 12 .04 -20-07 .13 .07 -10 .06 .64
18. Initiative for Product/Marketing (1 year) T1 100 149 1.02 -17 -03 -06 .13 14 .06 *21 .14 -05 .05 07 -06 -11 42 .19
19. Initiative for Product/Marketing (1 year) T4 95 222 121 .62 -03 -14 .09 .08 .02 -02 -12 -12-18 -14 -29 -16 .17 .50
20. Overcoming Barriet$ T1 100 .00 0.73 -10 .01 .01 32 .28+ .05 25 .19 -02 .04 23 -05 .04 32 .17
21. Overcoming Barriet$ T3 100 .00 0.76 .56 -08 -08 .26 .19 -01 .08 .10 10 -04 .03 .01 .04 17 .64
22. Overall Personal Initiative Scale T1 100 .00 0.76 -16 .07 .05 .32 25 .08 3 26+ .03 .01 A5 07 -06 7®& 23
23. Overall Personal Initiative Scate T3/T4 100 -.02 0.83 .68 .06 200 11 17 .05 .09 .03 -13 -15 01 -09 -12 28 .8m
24. Short-term Growth T1 100 .08 0.78 -.03 .09 -.01 .10 .04 -.04 .04 .15 .09-.11 -01 -18 .06 28 .15
25. Short-term Growth T3 100 0.70 059 .3% -.00 =17 -.15 -.07 .07 .05 -%7 -09 -.09 .00 -3 -2 -.14 22
26. Sales Level (logarithm) T1 99 14.26 1.35 -.06 -17 .20 .26** .00 -.07 .15 B0 -12 .13 -13  -01 -.01 .22 .06
27. Sales Level (logarithm) T4 95 14.11 142 .17 -19 .05 .34* .08 -10 .03 28 -20 .10 .09 07 -00 .17 32%*
28. Number of Employees T1100 7.27 8.95 .06 -09 -13 .08 -12 -13 -05 .08-02 ~-07 .13 .04 -06 .09 A2
29. Number of Employees T4 95 780 1045.27 -14 -20 .03 -02 -11 -05 .07 -27-05 05 -14 -05 .11 .28
30. Failure Rate (0 = still in business, 1 = fajur T4 100 .05 .22 -2 04 15 03 02 -00 -02 -01 .00 00 .00 00 .00 -14 -28
31. Overall Success Index T1 99 -00 .86 .01 -16 -21 .20+ -07 -11 .06 %23 -.08 .03 01 -03 -04 17 .11
32. Overall Success Indgx T4 100 .00 .85 .26 -.19 -.09 .22 .03 -.13 -.01 .18 -.29 .02 .08 -.06 -.03 .16 32

Note. T1 = before training; T2 = directly afteining; T3 = 4 to 5 months after training; T4 ydar after training; ** correlation is significaat the .01 level (2 tailed); * correlation is sificant at the .05 level (2 tailed);

*Istandardized scale.
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Variable Time 16. 17. 18. 19. 20. 21. 22. 23. 24. 25. 26. . 2728. 29. 30. 31.
17. Initiative for Product/Marketing (3 months) T3 25

18. Initiative for Product/Marketing (1 year) T1 80+ .40+

19. Initiative for Product/Marketing (1 year) T4 .02 54 .10

20. Overcoming Barriet$ T1 36+ .08 .38 .06

21. Overcoming Barriet$ T3 .03 41 .09 48 27«

22. Overall Personal Initiative Scate T1 84+ 26+ .85 .10 67 .16

23. Overall Personal Initiative Scale T3/T4 11 8¥ 25 78+ .19 T8 24

24. Short-term Growth T 02 -01 .08 .07 .08 .07 13 .09

25. Short-term Growth T3 .33+ .20 -.16 3 -14 32+ 2% .33 .06

26. Sales Level (logarithm) T -03 -03 03 .02 10 .02 .10 .01 .14 -13

27. Sales Level (logarithm) T4 .05 .24 .09 .23 .07 .26* .09 33 24* .06 J5

28. Number of Employees Tm-13 01 -12 .10 -16 -05 -10 .05 .16 -.08 =435«

29. Number of Employees T4.08 25 .01 300 -10 .04 -02 .25 .23 -02 .45+ 51+ 67

30. Failure Rat€0 = still in business, 1 = failure) T4 .15 -28 -16 .00 -05 -22 -17 -29* -05 27 .00 .00 .01 .00

31. Overall Success Scale T .09 -00 -05 .07 -03 -02 .00 .04 .17 -13 =70.73* .86* .62+ .06
32. Overall Success Scale T4 .08 .29 .06 3¥ -.02 .18 .04 3% .28 .02 .88« 72+ 65+ .85 .00 T

Note.  T1 = before training; T2 = directly aftesining; T3 = 4 to 5 months after training; T4 ydar after training; ** correlation is significaat the .01 level (2 tailed); * correlation is siggant at the .05 level
(2 tailed);*'standardized scale.
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Table 10. Analyses results, means, and standardwdations of training and control
group at different times of measurement

Effect Size

Inter- Time Group
action effect effect

Measure effect only after
Before Training After Training TG training

Test
M SD M SD df Value p Eta2 d d

Analysis of Variance (Repeated Measure)

Knowledge - Learning
Measures F
Personal Initiative Knowlege T1-T2 TG 47 2.15 .93 3.06 .70 48.05 <.01 .51 1.60

Analyses of Covariance (Training/Nontraining x Repeted Measures Interaction)

Behavior - Behavior Based

Measures of Pl F*

Initiative Behavior T1-T3 g(é ‘51; 1‘81‘81 gi ijg gi 1 6608 <.01 41 141 1.19
:Dnriggﬂ\é?/lflloa[rketing 3 months-!—)l'-l—3 gg g; 18248 17027 igg 19022 1 5965 <.01 .38 197 126
::?ri:)igﬂ\(/:?/;/loz;rketing (1 year) T1-T4 gg jg igé 19(;38 iig 18%3 1 5735 <.01.39 110 1.00

. . TG 47 -.07 74 .40 .70
Overcoming Barrier§ T1-T3 CG 53 07 73 .38 62 1 2883 <.01 .23 .65 1.18

Overall Personal Initiative  T1- TG 47 -21 .55 .57 .67
Scale? T3/T4 CG 53 .18 88 -53 53

Success - Success Measures

1 12138 <.01 56 127 1.82

TG 47 .06 .78 .90 .35
Short-term Growth T1-T3 CG 53 11 78 50 69 1 418 <.05 .04 1.39 .69

TG 47 1418 1.18 1435 1.27

Sales Level (logarithm) T1-T4 CG 48 1433 150 1387 153 1 732 <.01 .07 .11 .34
TG 47 7.88 8.00 10.67 12.45

Number of Employees T1-T4 CG 48 674 975 498 709 1 6.62 <.05 .07 .27 .56

Overall Success Scéfe - TG 47 .01 12 22 -89 1 1336 <.01 .12 .02 .53

T3/T4 CG 53 -01 98 -22 .76

Note. Line of business and control appraisal wecided as covariates in all ANCOVASHotellings Trace; *standardized scale; T1
= before training; T2 = directly after training; 34 to 5 months after training; T4 = 1 year aftaming; TG = training group;
CG = control group; M = mean; SD = standard deorgtdf = degrees of freedom; p = level of significe.
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Reaction measures

Results of the reaction measures were generalfypasitive. The overall satisfaction
with the training was very high with a mean of 2(8¢ale ranging from —3 to +3). Transfer
motivation was very high for all aspects of thentirag ranging from 4.19 to 4.68 (scale
ranging from 1 to 5). The mean of ttnansfer motivatiorscale was = 4.43. Participants
perceived the training contents as very usefutifeir businesgperceived training utilityM
=4.82, range from 4.70 to 4.94, scale ranging féoto 5)Qualitative Statement§Vritten
comments directly after the training also indicgpegitive effects. They ranged from “eye-
opening experience” during the course, for exanmpleave realized the mistakes | have
been doing in my business” to statements arguing fagh degree of motivation for transfer
after the training — in the words of the particifgaril will make sure that | will use what |
have learned in my business”, “I have acquired #ilat | am immediately going to apply”
or “l will not wait anymore for problems to occuiThree participants noted that not enough
time was provided for some exercises. Apart froat,tbourse delivery and methodology
were assessed very positively, for example, “Tamimmg was excellent in both training and
delivery”, or “it was great that the training haseln very interactive and very practical”, and
“training was well segmented to prohibit boringtsmts”. Many participants asked for
follow-up courses and wanted to recommend theitrgjrior example, “I would request
such trainings to be organized regularly”, or “llweécommend my fellows to take part in
your training”. One training group held a prayetha end of the course, thanking God that

they were given the opportunity to take part irs tinaining.

Knowledge and behavior based measures

An ANOVA on personal initiative knowledgesvealed a significant increase due to
training (T1:M = 2.15,SD=.93; T2:M = 3.06,SD=.70). Furthermore, ANCOVAS on the
behavior-based Pl measures indicated significdatantion effects with effect sizes ranging
from Eta2= .23 to .55 (cf. Table 10). Means showed a higihaease in the training group.
The effect sizel for the behavior-based measures was sizeablaydarge ranging from
.65 to 1.97 when comparing the training group kefeith after the training and very large
with d ranging from 1.00 to 1.82 when comparing the trgjrand control group after the
training @ = .5 is considered as “medium” add .8 as “large”; Cohen, 1988). These results

confirmed Hypothesis 1: The training was successfuicreasing participants’ PI.
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Success

We measured the short-term effect of the trainimguccess through short-term
growth, long-term effects by means of sales lewainber of employees, and failure rate.

Training participants reported a higtstort-term growththree months after the
training than the entrepreneurs of the control grdia (group x time interactiomotelling’s
t=4.18,p < .05,42 = .04). Long-Term Success measures revealed yositiects: An
ANCOVA on the logarithm of the sales level showesigmificant interaction effect (group x
time interactionHotelling’s t=7.32,p < .05,42 = .07). The logarithm of the sales level
increased for the training group from before tlagning M = 14.18; absolute sales leWdl=
2.660 million) to one year after the trainig € 14.35; absolute sales lewdl= 3.389
million), whereas sales of the control group deseea(T1:M = 14.33; absolute sales e
= 5.602 million; T4:M = 13.87; absolute sales lewl= 3.817 million). The same pattern
appeared for the number of employees. Employeesased for the training group (T =
7.88; T4:M = 10.67) and decreased for the control group M £ 6.74; T4M = 4.98). An
ANCOVA on the number of employees revealed sigaiftanteraction effects (group x time
interaction:Hotelling’s t= 6.62,p < .05,7#2 = .07). In addition to sales and number of
employees, théailure rateone year after the training also counted for th&tpve effect of
the training on long-term business success: Ol @teparticipants of the study, five
entrepreneurs had closed their former businessd &t measurement. All five belonged to
the control group. One unfortunately had an acdided for this reason, had to quit. The
other four entrepreneurs reported that the faivae due to high competition and low sales.
In contrast, none of the training participants bi$ed down (in the following, we
concentrate further analyses only on the indivislwato still owned their business).

These positive findings on all success measuresded support for Hypothesis 2: The

training led to an increase in business success.

Mediation of Personal Initiative
We assumed that the training affected businessesadndirectly through the increase
in PI (Hypothesis 3). To test this, we calculatedexdiation analysis. We further took a

closer look at the failure rate and the qualitattservations. We applied a procedure
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suggested by Judd and Kenny (1981) and, in additmlioulated a bootstrapping analysis
with a SPSS macro developed by Preacher and Ha964)(to test for mediation.
According to Judd and Kenny, for a variable to bke & work as a mediator, three
conditions have to be met that can be tested legtimdependent regression analyses: 1)
when regressing the mediator on the independergblay the independent variable must
affect the mediator; 2) when regressing the depgnd®iable on the independent variable,
the independent variable must affect the dependerable; 3) when regressing the
dependent variable on both, the independent varitdl on the mediator, the mediator must
affect the dependent variable. If these conditemesmet, perfect mediation holds if the
independent variable has no significant effect winenmediator is controlled. To test this,
we calculated a fourth regression analysis. Weudtedl line of business as control variable
in all regression analyses. Table 11 shows thdbatlconditions are met and the fourth
regression analysis counted for perfect mediatiothe first equation, the independent
variable training affected the mediator PH .79, p < .01). In the second equation, the
independent variable, training, affected the depahdariable, succesp € .23, p <.01). In
the third equation, the mediator, P, affectedddpendent variable, succeps=(.22, p <
.01). Finally, in the fourth equation, when Pl wedd constant, training did not have a
significant effect§ = .09, n.s.)We employed the bootstrapping technique for sigaifce
testing of the indirect effect. As control variabhee included line of business in the analysis.
We calculated 2,000 bootstrap resamples to oltaitotver and upper limits of a 95% bias
corrected confidence interval for the indirect effef training on success through PI. The
estimated indirect effect w&S=.2922 and the resulting interval was{3 .0297, .5397.
This showed that the indirect effect differed fraero; thus, there was a significant
mediation effectyf < .05).

A closer look at théailure ratesupports our hypothesis that Pl was responsibléhéor
positive effect of the training on business succalgour entrepreneurs of the control
group who had to close down business due to faidlaoeeased in Pl from before the training
to three months after the trainingvérall personal initiative scalat T1:M = -.45,SD= .23,
at T3:M =-1.01,SD=.15). In addition, they reported that the reaoriailure was high
competition and low sales. Three of them openedawp businesses that, however, were
rated as not at all innovative because they wareded in already overcrowded markets and

just copied products/services of the competitohss Thowed that closing down a business
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was a reactive response to environmental circurostaand not a self-starting, proactive
action necessary to be able to exploit a markétenar a profitable opportunity.

Qualitative observationBom one year after the training confirmed theitpes effects
of the training on Pl and business success anchéaating character of PI. The following
three examples illustrate participants’ behaviarge due to training and the subsequent
effects on business success: 1) One participamatgaein the metal industry and produced
cheap aluminum saucepans of low quality. This waiglaly competitive market in the
Kampala region. Due to his participation in thenirag, he decided to switch to higher
quality production in order to target a differenstomer group and stand out from his
competitors. For this purpose, he invested inrigdtis products at the National Bureau of
Standard (NBS). Based on detailed feedback of tyuddificiencies, he managed to improve
the production process (e.g., by applying spectaltys) and finally was certified by the
NBS. With the quality certificate he approachedhmlgsaler for household articles and
succeeded in getting a large order of about 10@anillganda Schilling that kept him and
three cooperating businesses busy for more thayeare2) A second participant produced
and sold pastries in her small bakery locatedspaasely inhabited and relatively poor
neighborhood about three kilometers outside Kamgeraier. After taking part in the
training program, she decided to extend her custdéwase outside her neighborhood in order
to gain independence from the local market anceemsx profit. She wanted to reach this goal
by displaying her pastries in a big supermarkéhéetown center. She started out by
checking the product range of various supermamedsfound one displaying only a few
varieties of cakes. She baked cakes that diffeyddrm, color, and some ingredients from
those offered by the supermarket and approacheahdin@ger with samples. She managed to
convince him of the attractiveness of her cakgstential customers and was permitted to
display them in the supermarket on a commissiorsbBEgr plan worked out, both her
turnover and profit increased. 3) The third papieit, who owned a successful, nationwide
funeral service, had already thought about expaplér services to neighboring countries
before participating in the training program. What kept her from realizing this idea were
her worries about facing an uncontrollable busirgssronment in these countries. One year
after the training she stated that she had reatineitg the training how important it is to
shape the environment and not only react to irdeito stay successful in the long run. She

designated this realization the initial spark fep@nding into Sudan and Kenya. She was
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honored as “Best Ugandan Woman Entrepreneur of élae” by the Uganda Investment
Authority in the year of her expansion.

Summarizing the findings of the mediation analylis,failure rate, and the evidence
from the qualitative observations, we found suppamrtHypothesis 3: The increase in

success after the training was caused by the iserneaPl.

Table 11. Testing the necessary conditions for miadion: Results of regression

analyses
Predictor / Step B SEB B R2 AR2
Analysis 1: Effect of Training on the Post Traini@gerall Personal Initiative Scale (T3/T4)
1. Controls .10 .10*
Line of Business -.00 .10 -.00
Overall Personal Initiative Scale at T1 A7 .07 **45
2. Training vs. Control Group 1.28 A1 79** .64 54r*
Analysis 2: Effect of Training on the Post TrainiBgerall Success Scale (T3/T4)
1. Controls .60 .60**
Line of Business -.01 A1 -.01
Overall Success Scale at T1 .76 .06 N
2. Training vs. Control Group .39 A1 23 .65 .05**

Analysis 3: Effect of the Post Training Overall Banal Initiative Scale (T3/T4) on the Post TrainiDgerall Success
Scale (T3/T4)

1. Controls .60 .60**
Line of Business -.01 A1 -.00
Overall Success Scale at T1 -.00 .08 -.00
Overall Personal Initiative Scale at T1 .75 .06 75

2. Training vs. Control Group .14 A7 .09 68 o8+
Overall Personal Initiative Scale at T3/T4 .23 .10 .22*

Analysis 4: Effect of Training on the Post Traini@gerall Success Scale (T3/T4) when controlledHferRost Training
Overall Personal Initiative Scale (T3/T4)

1. Controls .67 67
Line of Business -.01 A1 -.00
Overall Success Scale at T1 .75 .06 75%
Overall Personal Initiative Scale at T1 -.00 .08 00-.
Overall Personal Initiative Scale at T3/T4 .23 A0 .22
2. Training vs. Control Group .14 17 .09 .68 .00

Note. T1 = before training; T3 = 4 to 5 month®aftaining; T4 = 1 year after training; * sign#iat at.05 level (2 tailed); ** significant
at the .01 level (2 tailed).
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3.5 DISCUSSION

The crucial finding of this study is that a thearally derived intervention that was
developed to increase Pl led to higher Pl andRhats postulated, was a mediator that led
to higher business success. The theoretically eéiintervention was a training that
attempted to be a real life intervention into aaiion of high importance for the small
business owners in the African sample. The prestendly was a field experiment with a
randomized control group. All three formal hypot®svere confirmed: The training had
profound positive effects on Pl (Hypothesis 1) Andiness success (Hypothesis 2). In
addition, PI fully mediated the relationship betwéeining and subsequent success
(Hypothesis 3).

There were many indicators that showed that therétieally based intervention
worked directly on the concept that we wanted tange, namely on PI. All Pl measures
increased due to the training. Participants galldchowledge, and the behavior-based
measures rose enormously for the training grougmmparison with data for the nontrained
control group. It is especially noteworthy thastbhange in behavior was relatively stable
over time:lnitiative for product/marketingvas assessed before the training (T1), four ® fiv
months after the training (at T3), and again 1 wdtar the training (at T4). Two analyses,
one comparing training and control group data fiidlrwith T3 and another one, comparing
data from T1 with T4 showed significant interacteffects (group x time effects) at the<
.01 level with similar effect sizes (comparing Tkhwr'3: Eta?= .38, and T1 with T4Eta?=
.39). Testing only the training group for time etfg a very high effect size for the increase
in initiative for product/marketindgrom T1 to T3 was found witd = 1.97. Comparing T1
with T4, the effect size was smaller but still vargh @ = 1.10). These results indicate that
the increase of Pl was not a mere motivationaltsieom response of the participants
towards the training. It rather resulted from dereted decision to fundamentally change
business-related behavior towards PI. Thus, ther¢tieally based intervention worked
relatively precisely on the theoretical concept thavas supposed to have an impact on.

Positive effects of the training on business suesested to appear four to five months
after the training (group x time effect felnort-term growthHotelling’s t=4.18,p < .05,
Etaz=.04). In the long run, the training’s positiieets on success were confirmed: The

absolute sales level and the number of employed#lceeased one year after the training.
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Sales level of training participants rose from 2nilion Uganda Schilling before the
training to 3.39 million Uganda Schilling one yéater. This constitutes an increase of 27%.
The number of employees increased on average ByePployees per training participant
from 7.88 to 10.67, an increase of 35%. The comfrolip showed a decrease in sales and
employees during this period. This decrease inesscim the control group may be due to
two incidents that had a direct negative effectr@economy in Kampala during the six
months before T4 measurement: First, many partiseofity suffered under a week-long
flood which resulted in a temporal breakdown oferayes for some of the affected
entrepreneurs. Second, the Queen of England vigieetbwn and parts of industrial areas
were closed for security issues for a few weekscé&the sample of the present study was
based on random assignment of entrepreneurs tonigeand control group, both groups
should have been identically affected by these thegaircumstances. Qualitative
observations suggest that some of the trainedpetreurs perceived the above mentioned
negative circumstances as opportunities to proglgtivndertake business changes: Several
training participants reported that they had seerflbod as a chance to move their
businesses to better locations, such as thosebedtar infrastructure, consistent availability
of power, or better access to customers. Somaertggparticipants also reported that they
had used the visit of the Queen for marketing psegoEntrepreneurs of the control group
may have shown a reactive response towards thesenstances, a strategy that may have
caused the decline of business success.

Interestingly, there was a small negative correfabetween business growth at T3 and
the number of employees at T44¥.02) and a very small positive correlation bew
business growth at T3 and logarithm of the salesl lat T4 (r= .02). These weak
correlations may be due to the nature of the ssaresmsures. Business growth measures the
participants’ subjective estimation of the changsuccess, while sales level and number of
employees were objective measures. Participantshanag perceived changes in success
differently. While some may have interpreted a nraigincrease in success as change,
others would have stated that the success didhaoige. The same counts for perceived
decrease of success. Along these lines, a sul@aoiasure like business growth may reveal
results that may be contradictory to the resulthefused objective success measures.

The theoretically proposed role of Pl as mediatiween the theoretically derived

intervention and subsequent success was verifiedrbgdiation analysis. Bootstrapping
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revealed a significant mediation effect of Pl & ph< .05 level (95% bias corrected
confidence interval for the indirect effect of tritig on success wasdgk .0297, .5397).
The mediating effect of Pl was confirmed by quéal& observations. Participants clearly
linked business success to Pl actions that hawertiggs in the training.

3.5.1 STRENGTHS AND LIMITATIONS

To mitigate common method biases and increaseityatitithe results, we have put
great effort in the elaboration of the field expggntal design and carefully selected and
developed measures. We used multiple subjectivebjedtive measures on Kirkpatrick’s
(1959) four levels of training effectiveness: réawct learning, behavior, and success
measures. A randomized waiting control group alldbwe to control for possible effects of
history, maturation, and self-selection (Cook, Chell & Peracchio, 1990). Three
posttraining measurement waves served as a bassdtating the sustainability of the
training effects. During this period of time, we deagreat efforts to ensure that there was no
attrition. With this rigorous approach towards #ssessment of training outcomes, our study
positively differs from former evaluation studies the established entrepreneurship training
programs. These field studies indicated that varitficulties and problems might occur
when evaluating entrepreneurship trainings thaatregly affect the validity of the studies’
results (cf. Table 2). However, we show with thegent research that it is possible to apply
a rigorous approach towards the evaluation of biehaventrepreneurship training programs
and along with this, to overcome the typical, misiting methodological difficulties and
design problems.

A methodological limitation of our research is ttehavioral measurement of PI. We
could not observe behavior directly and had tosssB¢ indirectly by means of interviews.
We put great effort into getting assessment asl&aipossible as we used different,
carefully selected, and elaborated Pl measurest, Fie used the overcoming barriers
method that has been shown to have good constlidity (Fay & Frese, 2001), second, we
derived PI from participants’ reported businessavelr (e.g., from the way quality was
tested or problems were approached) and third,edeakd Pl from introduced products or
services and from marketing activities. Howevee, plossibility remains that participants
might have tried to distort their behavior in adeable direction such as to prove that they

85



Chapter 3 A Theoretically Based Field ExperimerniEhhance Personal Initiative

had applied the newly acquired skills to their besses. We tested this possibility by means
of the analysis of mediation. If the behavior-baseshsures were purposely biased, no
mediation effect of Pl should have been found smahalysis. The result of the

bootstrapping analysis argues against such a pesséas. Pl fully mediated the relation
between training and posttraining success ap te05 level.

When interpreting the results of the present stiidygs to be taken into consideration
that this research was conducted in Uganda, thetigowith the second highest
entrepreneurial activity worldwide in the year 2{@4s, Arenius, Hay, & Minniti, 2004).
This fact raises concerns regarding the generdliizadss our finding: Would the training
also lead to an increase in Pl and through thia,dain in economic success in other
countries? Empirical work has shown that P1 is intgoat for entrepreneurship around the
globe. For example, studies have been made oreBlfisally that found a linkage between
Pl and business success in different continentsnC1995; Koop, de Reu, & Frese, 2000;
Zempel, 1999). Furthermore, the proactivity dimensf Pl has been shown to have a
positive relationship with success in all countireghe research on entrepreneurial
orientation, although the correlation is likelylte higher in developing countries (Rauch et
al., 2007). In addition, PI has been found to heegally related to performance in the
working context again across a variety of countfiesnau & Frese, 2009). Thus, there is
good evidence that once an intervention is abthémge Pl it should also lead to an increase
in success in various countries. Therefore, iftoaining program results in an increase in
success in other countries, it should also leahtmcrease in success in these countries.
However, there are issues concerning our trainingrnam that are obviously country
specific. For instance, we attempted to give cquspecific examples and models. There is
empirical evidence that suggests that, when tresses are adapted to the country of
implementation, Pl can be increased in these casnffwo studies on similar training
programs count for this assumption: Two broadbarticepreneurship trainings in Germany
and South Africa that used an action training agpindo promote a number of success
factors including Pl succeeded in increasing PegEret al., 2008). This suggests

generalizability of our results across cultures.
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3.5.2 HMRACTICAL IMPLICATIONS AND NEW DIRECTIONS FOR
RESEARCH

We focused our training on one central entrepraakvariable, namely personal initiative.
Focusing solely on Pl enabled us to keep the durat the training course very short. This is of
particular importance because most entreprenewsslimited time available to devote to any
training. In this context, our training, with itsicition of only three days, meets the needs of
participants better than the established entreprshi training programs that involve
substantially more contact hours, ranging from tiags up to three months (cf. Table 2). Our
study shows that it is possible to develop an &ffedraining program that accommodates the
need of entrepreneurs to keep duration short vetly w

The already established, widespread behavioralitigiprograms - except the original
Achievement Motivation Training — involve substaiiir more diverse and larger inputs than
our training intervention. Thereby, they followraduently recommended approach: to promote
a broad basis of competencies and to provide ¢dlctors that support or are supposed to
support entrepreneurs in founding and successfdigaging a small business. They supplement
psychological content with managerial or technaahponents, frequently contain nontraining
aspects like establishing linkages between padintgpand financial institutions in order to
facilitate access to credits and offer some kintblbdw-up interventions like personal
counselling. Through such a broadband approackettiaining programs try to cover a variety
of potential needs of their participants. Howeg®me participants may not profit from the
whole program - either because they already hav&rbwledge that is taught or because they
do not need it for successfully operating theiribesses. Focusing on PI, we trained a central
entrepreneurial variable, that seems to be usefdlf participants. Pl leads to entrepreneurial
success. entrepreneurs with high Pl proactivellt foo possibilities to acquire knowledge that
they need, no matter if it is of managerial, techhior of any other nature. Thus, increasing PI
through training increases participants’ motivatioiake part in further educational programs
that meet their personal needs. This means thatipants tailor their own, need based training
concept. Supplementing a PI training program watkcgically fixed additional contents,
therefore, does not seem useful and does not follow

On the basis of the results of the present stiayay be attractive for donor agencies or
governments and for banks or microfinance insbngito use our type of training. The given
growth of sales of 27% in the trained group wowdtabute to the local economy. Financial

institutions would profit from an increased probyiof full repayment of credits and incurring
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interest. With an average increase in employe@s/& per participant, the training program
would generate employment. Thus, the net bendfgsich training programs would most likely
outweigh their costs.

The present study suggests that Pl is a centrablarfor entrepreneurship and
illustrates an efficient way to increase Pl andebg enhance business success of operating
entrepreneurs. Further research should be undartekavestigate the influence of Pl
training on would-be entrepreneurs. Here, a prorgiapproach could represent the
combination of Pl training with the provision of enbcredits to facilitate business creation
and increase the probability of survival. An instheg line for research would be to directly
compare the effects of the 3-day PI training wité ¢stablished entrepreneurial training
programs via experimental field studies.

On the basis of the auspicious results of the ptegady, we suggest that PI training
should be offered on a large scale to entreprerietoagh donors and governmental and
financial institutions, especially when keepingnimd the enormous stimulating effect of

entrepreneurship on the economy.
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CHAPTER 4

CONCLUSION

We developed and implemented a theoretically ddnrgervention to increase personal
initiative in business owners and, through thisnpoted entrepreneurial success. This
intervention was a 3-day training program. Chaptdescribes this Pl training and presents
an experimental field study that evaluates theingi program with a sample of 100 small
business owners in Kampala, Uganda. Chapter 2g¢ee\a qualitative review of
entrepreneurship trainings that have been impleedeintdeveloping countries. It also
summarizes the results of the studies that ass#ssaffectiveness of these training
interventions. This qualitative review enablesasampare our Pl training with the already
established entrepreneurship programs. This comgjuzhapter briefly summarizes and
comments on the major findings of Chapters 2 aaddhighlights central implications.

The central finding of this dissertation is that training program led to an increase in
P1 and through this to higher business succes®Atieasures (knowledge as well as
behavior-based measures) and success measureseattue to the training. These effects
were documented after three months and were gtileat after one year posttraining,
indicating that the training led to a stable chaimgeehavior based on higher PI.
Bootstrapping analysis showed that Pl was a madugiwveen training and subsequent
business success. The positive impact of our thieally derived intervention on the targeted
variable Pl and the role of Pl as mediator confitrtiee causal proposition of Pl theory and
strengthen the suggestions drawn from previouseduzh Pl that used causally ambiguous
designs: Pl leads to business success and thasgistral variable for entrepreneurship.

Comparing our Pl training with the already estdi# training programs in developing
countries, we find essential differences concergimgent and duration. Of the 10 training
programs that were reviewed in Chapter 2, onlytaaiaing intervention besides our PI
training solely focuses on one psychological fadtoe Achievement Motivation Training
(McClelland & Winter, 1969). All other entreprenship trainings are broadband
interventions that combine training of psychologfeators with teaching business
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management skills. Frequently they employ followhuerventions and facilitate access to
assets. These broadband interventions aim to prgadicipants with a wide array of skills
and knowledge that are deemed required by entrepreno successfully operate their
businesses. Training a wide array of skills imptlest some participants may not profit from
the whole training course, either because thewpdyréave the knowledge that is taught or
because they do not need it at the current phaie @ntrepreneurial process. For example,
two studies of the review presented in Chapterggested, that would-be entrepreneurs,
which are at the beginning of the entrepreneunatg@ss may profit much more from business
plan training than participants that already opeeasuccessful business (Klinger, &
Schindeln, 2007; Miron & McClelland, 1979). In cast to broadband interventions, our Pl
training focuses on only one variable that we agstoybe central for entrepreneurship across
the different phases of the entrepreneurial prodessddition, it is assumed that increasing Pl
should lead to higher motivation in participantptoactively acquire the knowledge or skills
that they need. This may mean that participants jpekt in additional training programs,
consult experts, join a business association, ardrth. Training PI, therefore, should be
useful for any participant at any stage of theeprneurial process. From the review in
Chapter 2, a conclusion of whether broadband ietérgns or training programs that focus
on one central variable lead to higher succesglamil be determinedll the reviewed

training programs seemed to positively affect garraeurial success. A direct comparison
between the different training programs was nosiids because of methodological problems
of the majority of the reviewed studies and thé& lacsufficient data for calculating effect
sizes.

Eight of the ten reviewed training programs requa@e contact hours (around one to
two weeks on average) than our three-day PI trginionger course duration leads to higher
costs for suppliers (e.g., rent for training fdmk, trainer’s fee) and participants (e.g., course
fees, transportation, and loss of revenue becdusgsenteeism). Participants are usually
would-be entrepreneurs that work in regular jobsrdarepreneurs that manage their
businesses on a day-to-day basis and thus, haydiraried resources (time and money) to
devote to training. Hence, it seems reasonable¢p khe duration of a training course short.
Focusing only on Pl enabled us to develop a trgiprogram with a three-day duration and

thus to very well accommodate the needs of theggaants.
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Final findings concern the amouwritevaluation studies identified for the review of
entrepreneurship training programs (Chapter 2)taedjuality of the methodology applied by
these studies: The research presented in Chapgprésents — to our knowledge - the most
extensive review of evaluation studies of trainimggrams in the entrepreneurship literature.
However, only 27 studies were identified and ineldidThis relatively small number of
identified studies seems to reflect a lack of eséby training developers and suppliers to
conduct proper empirical evaluations of their tragnprograms. The quality of the
methodology used by the majority of the 27 reviewrdlies was rated as low. The frequent
methodological problems limit the studies’ conatuns that the evaluated entrepreneurship
trainings positively affect entrepreneurial success

This dissertation has a number of practical impiloces. First, we contributed to the
ongoing debate among scholars whether entreprdnpwan be taught or not. We found in
our experimental field study that a training pragrean change PI, a variable that we suggest
to be central for entrepreneurship. In addition rexeewed 27 studies that evaluated 10
different training programs. This review suggekts the evaluated training programs
strengthened psychological factors and businessigesment skills and that they led to higher
business success. Thus, we provide support tosthergtion that entrepreneurship can be
taught.

The second implication concerns training providéns.the basis of the positive results
of this research, we suggest that PI training shbealoffered on a large scale to entrepreneurs
through donors and through governmental and fimdunastitution. The positive development
of participants’ economic success increases thiegtibty of full repayment of credits and
incurring interest, contributes to the local ecogpand generates employment. In addition,
the short duration of a three-day course limitsab&ts for suppliers and participants. Thus,
the net benefits of implementing the PI trainingdomost likely outweigh its costs. With
this, the Pl training is a promising alternativeatie more cost-intensive broadband training
programs.

The third implication concerns training develop&k& propose that training programs
would be enhanced by including a component likbdehuse Pl should increase participants’
motivation to proactively acquire the knowledge ahills that are considered necessary for
success. Continuous learning after the trainingisess necessary; first, because even a

comprehensive training program will have difficultymeeting every individual need of the
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participating business owners and second, becabigsi@ess owner’s needs change along the
entrepreneurial process and new skills may be requo be successful. Thus, we encourage
training developers to include a Pl component @rtentrepreneurship training programs.

The final implication concerns the evaluation ofrepreneurship trainings. The
methodologically weak designs applied by the mgjai reviewed evaluation studies
(Chapter 2) limits the ability to emphatically drélwe conclusion that entrepreneurship
trainings promote entrepreneurial success. Beaningnd that tens of thousands of would-be
entrepreneurs and entrepreneurs join these trapgmogyams in the developing world each
year, there should be valid evidence that the hisra&fthese training interventions outweigh
their costs. As a result, we recommend providedsdavelopers of entrepreneurship trainings
to apply proper evaluation designs to assess thadts of their training programs before
promoting their distribution. The study presente@hapter 1 shows that implementing a
rigorous approach towards training evaluation issgae in the developing world.

This dissertation suggests that Pl is a centraépregneurial success factor that can

effectively be increased through a brief trainimggsam.
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Appendix Al Measurement Instrument T1 (Study 2)

Al MEASUREMENT INSTRUMENT T1 (Study 2)

Interview of Small Scale Entrepreneurs / Business @ners

In Uganda 2007

Interview Nr:

Interviewee Name:

Name of Business:

Address:

Telephone Nr: (Telephone Nr. of close relative ora  ny other telephone Numbers)

E-Mail:

Interviewer Name:

Date and Time of Interview:

Group:

Training date:

Set A or B (overcoming barriers)

Setting:
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Gl General Information

1.1. Demographic data

Make sure the person is the owner of the businedsg has at least 1, highest 50 employees, he can

read and write in English (good to test: “write down your name and address on theSt page”), and
he has some telephone number.

DD1. (F) Are you the owner of this business?

DD2. (F) Are there any other owners?

DD3. (F) What is your business line? (What do gloiexactly?)

DDA4. (F) Did you start this business yourself?

DD5. (F) When did you start your business?

DD6. (F) Are you a member of the chamber of conua@r

DD7. (F) Are you member of a co-operative? (grotipeople)

DDS. (D) Are you member of any other associatiociety or club that helps you to
enhance your business? Please specify.

Human Capital

DD9. (F) For how many years did you go to school?

DD10. | (F) What's your highest degree of formal education?

DD11. (F) Were you ever employed while you were a busieeer? (When?)

Exact numbers:

DD12. (F) How many rooms/how much space do you use far pasiness?

DD13. | (F) How many employees do you have?

DD14. (F) How many employees did you have three year8 ago
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DD15. | (F) How many employees did you have one year ago?

DD16. | (F) How many of these are full-time employees?
(F) How many of these are part time employees?

(F) How many days per week do your part-time emgésywork?

DD17.  (F) How many days a week are you in business?

DD18. | (F) During the last six month, could you always payr employees the usual
money or did you have to reduce it, delay it, anldoyou sometimes not pay? Or
did you pay extra?

DD19. | (F) Do you do book-keeping?

What does it exactly look like? E.g. Write downsdles, all expenses, ...
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Overcoming Barriers SET A (write down every answer)

1. Imagine you are out of money and that you cabogtthe necessary supplies. What would you do?

2. Imagine you are producing a product with a maehi his machine breaks down and your workers danno
fix it. What would you do?

Overcoming Barriers SET B (write down every answer)

3. Imagine that you have a big order from a neentlfrom another town/area of Kampala. For the pcod
delivery you need a truck but you don’t have a stehiwhat do you do?

4. Imagine that one of your employees who is venydrtant for the business order that you're culyent
working on, suddenly quits his job. What do you do?
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Initiative Behavior

1. During the last three months, did you test if tb quality of your service or product is
good? (e.g. ask somebody)

What did you do? (What did you do exactly?)

How did you do this?

How much time went into this?

Did this cost you any money?

Did anybody help you? Who?

How often did you do this?

Did anybody ask you to do this or was it your odea to do so?

Was it necessary to look for the quality of younguct/service?
If yes, why?

Do your competitors do that as well?
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2. Have you introduced changes in your work/businasduring the last three months?

What did you do? (What did you do exactly?)

How did you do this?

How much time went into this?

(How often did you do this?)

Did this cost you any money?

Did anybody help you? Who?

Did anybody ask you to do this or was it your ogea to do so?

Was it necessary to do that change? If yes, why?

Do your competitors do that as well?
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Initiative for Product / Marketing

1. Did you take part in any event where you've leared something for your business within the
last year? (e.g., training course, lectures, sometty at the MUBS or at organizations...). Or:
Did you do anything to learn something for your bumess?

In how many events did you take part? (How manyghidid you do to learn something for your
business?). Or: how many things did you do?

What was it about?

Where was it?

How many days did it take?

Why did you take part? / How did you come to thegido take part?

Any other event in which you took part? (If yegpeat questions)

I What of this was within the last three months? Ifno, ...

..."Please think again. Did you do anything in thst laree months to learn something for your busities
(if yes, repeat questions above)
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2. What did you do to make other people or potdial customers to get to know your business
within the last year? How did you advertise?
What exactly did you do?

Do your competitors do this as well?
Anything else that you did? (if yes repeat questiabove)

I Which of these things did you do during the lasthree months?

if no, ...

..."Please think again. Did you do anything in th&t llaree months to make other people know your
business?” (if yes, repeat questions above)

3. Did you start selling or offering new producs/services within the last year? Did you start
selling/offering anything new within the last year?
Which new products/services did you start to si#if@ What was it exactly?

Do your competitors sell/offer this product/servasewell?
Anything else that you did? (if yes, repeat questiabove)

I Which of these new products/services did you addithin the last three months? What of this did
you do within the last 3 months? If no, ...

..."Please think again. Did you do add any new pré/decvice within the last three months?” (if yes,
repeat question above)

Success

Approximate numbers:

When you think of last year's sales:

T1AN11 How many months did you haaeeragesales?

T1 AN1 2 | What is the sales level (UG Shilling) immths ofaveragesales?
T1Anl13 | How many months did you haesv sales?

T1 AN14 | What is the sales level (UG Shilling) imnths oflow sales?
T1AN15  How many months did you hakigh sales?

T1AN16 | Whatis the sales level (UG Shilling) imnths ofhigh sales?

When you think of last year's expenses:

T1 AN2 1 | How many months did you haareerageexpenses?

T1 AN2 2 | What is the level of expenses (UG Shilimgymonths ofaverageexpenses?
T1 AN2 3 | How many months did you halesv expenses?

T1 AN2 4 | What is the level of expenses (UG Shilimgmonths ofow expenses?

T1 AN2 5 | How many months did you hakigh expenses?

T1 AN2 6 = What is the level of expense (UG Shillimmgmonths ohigh expenses?

When you think of last year's customers:

T1 AN31 How many months did you haaeerageamount of customers?

T1 AN3 2 | How many customers do you have in monfteverageamount of cust.?
T1 AN3 3 | How many months did you halesv amountof customers?

T1 AN3 4 | How many customers do you have in montHew amount of customers?
T1 AN35 | How many months did you hakigh amount of customers?

T1 AN3 6 | How many customers do you have in monfhsgh amount of customers?
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Subjective Increase:
Have the following measures changed within thettagte months and within the last year?
SE1 Did the sales within the lastear
I\l(is (-1)Decrease] (O)Stay the same (1)Increase’
Reason for change:
What percentage? / How much percent?
Did the sales withirthe last three months
ESE S (-1)Decrease] (O)Stay the same (1)Increase’
Reason for change:
What percentage? / How much percent?
SE2 Did the profit within thdast year
&ip (-1)Decrease] (O)Stay the same (1)Increase’
Reason for change:
What percentage?
Did the profit within thdast three months
'Sl'l SEP (-1)Decrease] (O)Stay the same (1)Increase’
Reason for change:
What percentage?
SE 3 Did the expenses(including supplies, wages, rentatithin thelast year
%( (-1)Decrease] (O)Stay the same (1)Increase’
Reason for change:
What percentage?
Did the expenses(including supplies, wages, renkaithin thelast three months
W (-1)Decrease] (O)Stay the same (1)Increase’
Reason for change:
What percentage?
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SE4 Did the number of customers within tlast year
I\l( SEC (-1)Decrease] (0)Stay the same (1)Increase’

Reason for change:

What percentage?

Did the number of customers within tleest three months

—
B
n
m
(@]

(-1)Decrease] (0)Stay the same (1)Increase’

|00

Reason for change:

What percentage?

Objective success:

(F) Are you registered?

(F) Do you pay tax?

(F) Do you have a business plan?

(D) What time period does your business plans i&ve

(F) Do you have a bank account?

(F) Are you in a business directory?

(F) Have you got a business card?

(F) Do you have a computer?
(F) Do you use a computer?

(F) Do you have and use the internet?
(F) Do you use it?

(F) What is your age?

(F) How much do you pay all in all to your workkeesnployees every month?

(F) Now we ask you a couple of questions concertlimgs you own for your business. Do you
have:

A car?

A mobile phone?

Electricity in the shop:

Do you own the shop or is it rented from anothenspn?

Do you own special equipment in your business?

Where is your business located? In a Market, anoexrtial centre, a Mall, etc. Describe the
Location as detailed as possible. @fyou want to describe the location of you shopsbmeone
who doesn’t know your shop, what would you say?”
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Intelligence: Digit Span Test (Wechsler)

“We would just like to do a little memory quikwill tell you a line of numbers and you just repet
the numbers that | now read to you.”

task no. | 1. trial Correct? 2. trial Correct?
1. 5-8-2 6-9-4

2. 6-4-3-9 7-2-8-6

3. 4-2-7-3-1 7-5-8-3-6

4. 6-1-9-4-7-3 3-9-2-4-8-7

5. 5-9-1-7-4-2-8 4-1-7-9-3-8-6

6. 5-8-1-9-2-6-4-7 3-8-2-9-5-1-7-4

7. 2-7-5-8-6-2-5-8-4 7-1-3-9-4-2-5-6-&

“Now you should reverse it. For example when | sayZ-9, you say ...9-1-7"... If the subject

couldn’t complete the example, correct him/her give another example (3-4-8). Then start with the
first trial of the first task.

task no. | 1. trial Correct? 2. trial Correct?
1. 2-4 5-8

2. 6-2-9 4-1-5

3. 3-2-7-9 4-9-6-8

4. 1-5-2-8-6 6-1-8-4-3

5. 5-3-9-4-1-8 7-2-4-8-5-6

6. 8-1-2-9-3-6-5 4-7-3-9-1-2-8

7. 9-4-3-7-6-2-5-8 7-2-8-1-9-6-5-3

Now give the questionnaire to the interviewee!
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T1 - Questionnaire

Interview Nr:

Name of the Participant;

Al Measurement Instrument T1 (Study 2)

With the following questionnaire we want to gektmw a little bit about you and the way you do

your business.

Please answer all questions. Read them carefullyiekithe answer that best applies to you. If gou
not understand a question, please ask the integview

Notatall Barely Moderate-| Exactly
True True ly True True

Selefl: | can always manage to solve difficult

problems if | try hard enough. () () () ()
1 2 3 4

Selef2: If someone opposes me, | can find megns

and ways to get what | want. () () () ()
1 2 3 4

Selef3: It is easy for me to stick to my aims and

accomplish my goals. () () () ()
1 2 3 4

Selef4: | am confident that | could deal efficignt

with unexpected events. () () () ()
1 2 3 4

Selef5: Thanks to my resourcefulness, | know How

to handle unforeseen situations. () () () ()
1 2 3 4

Selef6: | can solve most problems if | invest the

necessary effort. () () () ()
1 2 3 4

Selef7: | can remain calm when facing difficultigs

because | can rely on my coping abilities. () () () ()
1 2 3 4

Selef8: When | am confronted with a problem, §

can usually find several solutions. () () () ()
1 2 3 4

Selef9: If  am in a bind, | can usually think of

something to do. () () () ()
1 2 3 4

Selefl0: No matter what comes my way, I'm

usually able to handle it. () () () ()
1 2 3 4
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PrPers| I am constantly onthe lookoutfqr ( ) () () () () () ()
1 new ways to improve my life 1 3 4 5 6 7
PrPers Wherever | have been, | have
5 been a powerful force for () )Y )Y ) )y ) o)
constructive change. 1 2 3 4 5 6 7
PrPers Nothing is more exciting than
3 seeingmy ideasturnintorealityy ( ) () () () ) () ()
1 2 3 4 5 6 7
PrPers h_‘ [ see something | don't like |
4 fixit ()y )y )y o)y )y )y ()
1 2 3 4 5 6 7
PrPers No'matt'er what th_e odds, if |
5 believe in something Iwillmakel ( ) () () () () ()l ()
it happen. 1 2 3 4 5 6 7
PrPers I love being a champion for my
6 ideas, even against others’ () )Y )Y ) )y ) o)
opposition. 1 2 3 4 5 6 7
| excel at identifying
PIDETS opportunities () ()OO O O O
1 2 3 4 5 6 7
PrPers | am always Ic_>oking for better
g  Wwaystodothings ()y )y )y o)y )y )y ()
1 2 3 4 5 6 7
PrPers If _I believe in an idea, no pbspac e
9 will prevent me from making it () )y ¢)y ¢)y )y >y
happen. 1 2 3 4 5 6 7
PrPers | can spot a good opportunity logg
10 before others can. () )Y )Y ) )y ) o)
1 2 3 4 5 6 7
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applies | applies applies applies
not at all alittle medium alot definitely
tome @ tome tome tome
risk1_r
I am not willing to take risks wher () () () () ()
choosing a job or a company to 1 2 3 4 5
work for.
risk2_r
| prefer a low risk and high securily () () () () ()
job with a steady salary over a jo 1 2 3 4 5
that offers high risks and high
rewards.
risk3_r
| prefer to remain on a job that hgs () () () () ()
problems that | know about rathe 1 2 3 4 5
than take the risk of working at a
new job that has unknown
problems even if the new job offeys
greater rewards.
risk4_r
| view risk on a job as a situation fo () () () () ()
be avoided at all cost. 1 2 3 4 5

With the next part of the questionnaire we want to

about personal initiative.

Please answer every question.

You will find situations of small-business owners. Always think about how somebody would

find out what you already know

act in the described situation if she/he showed personal initiative. Please tick the answer

which you think is correct. Only one statement is correct.

Example: Here a person has answered that the goal ,,decreasing the expenses in the next

month* would be the best goal.

( X) ,decreasing the expenses in the next month*

1. Mr. H. wants to set a goal for his businesshelshowed personal initiative: which goal

would he set?

( ) introduce a new product competitors don’t sell

( ) copy the product range of the competitors

( ) keep the product range the same

( ) reduce the product range
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2. Mr. C. wants to set goals for his business amks about the time range. If he showed
personal initiative: what would he do?

( ) set goals with a time range up to maximum 8ksge

( ) set goals with a time range up to maximum 3t

( ) set goals with a time range up to maximum yes

( ) set goals with a time range up to two years

3. Mr. C wants to increase his profit by 20 perceithin the next year. After two months he
notices that this is not as easy as he thoughe #howed personal initiative: what would he
do?

( ) give up the goal

( ) keep the goal

( ) change the goal to 10 percent increase

( ) change the goal to 5 percent increase

4. Mrs. K. sells clothes. Considering designs, whatld she do if she showed personal
initiative?

( ) Not try to find out anything about fashion.

( ) Tryto find out the actual fashion and what fashion will be in the next year.

( ) Only find out what the actual fashion is.

( ) Remember what the fashion was last year.
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A2 MEASUREMENT INSTRUMENT T2 (Study 2)

Dear participants,

Thank you for participating in our training program

Before you leave we would like you to completddhewing short questionnaire. We ask you a
couple of questions on how you liked the trainhmyy useful you thought it was for you and your

business. Please, be honest with your answers!

Please, answer all guestions. Read them carefullyiek the answer that best applies to you:
How useful do you think is the training for your mwlusiness?

Do you think the part "self-starting and innovatigsmuseful for your business?

Not at all Very much
1 2 3 4 5

Do you think the part seeking information is usdéulyour business?

Not at all Very much
1 2 3 4 5

Do you think the part goal setting is useful fouybusiness?

Not at all Very much
1 2 3 4 5

Do you think the part making a plan is useful imybusiness?

Not at all Very much
1 2 3 4 5

Do you think the part feedback is useful for yousiness?

Not at all Very much
1 2 3 4 5

Do you think the problem solving techniques ardulder your business?

Not at all Very much
1 2 3 4 5

Do you think the component future thinking that wr@gned is useful for your business?

Not at all Very much
1 2 3 4 5
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To what extend will you use the learned skills inqur business:

1. To what extend do you think that after thisrinag you will look if your product/service fits the
future needs of your customers more than you didrbehe training? FM/ft

Not at all likely Not likely Likely Very likely
1 2 3 4 5

2. To what extend do you think that after thisrtiiag you will look for more information from
different sources than you did before? 1S/ss

Not at all likely Not likely Likely Very likely
1 2 3 4 5

3. To what extend do you think that after thisrtinag you will seek more information that you cam us
at a later point of time than you did before? IS/ft

Not at all likely Not likely Likely Very likely
1 2 3 4 5

4. To what extend do you think that after thisrtiniag you will use more resources to get information
that are rare and difficult to get than you diddsef 1S/ob

Not at all likely Not likely Likely Very likely
1 2 3 4 5

5. To what extend do you think that after thisrtiiag) you will spend more time anticipating possible
business problems than you did before? P/ob

Not at all likely Not likely Likely Very likely
1 2 3 4 5

6. To what extend do you think that after thisrtinag you will not wait until things happen in your
business, but act out plans immediately than ydwbdfore? P/ss

Not at all likely Not likely Likely Very likely
1 2 3 4 5

7. To what extend do you think that after thisrtiiag you will plan towards future opportunities raor
than you did before? P/ft

Not at all likely Not likely Likely Very likely
1 2 3 4 5
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8. To what extend do you think that after thisrtiiag you will introduce more new things into your
business than you did before? G/ss

Not at all likely Not likely Likely Very likely
1 2 3 4 5

9. To what extend do you think that after thisrtnag you will have more goals with a longer time
frame of possibly two to three years for your basmthan you did before? G/ft

Not at all likely Not likely Likely Very likely
1 2 3 4 5

10. To what extend do you think that after thignireg you will keep your goals even in spite of
difficulties more often than you did before? G/ob

Not at all likely Not likely Likely Very likely
1 2 3 4 5

11. To what extend do you think that after thisnirag you will look for more different sources of
feedback than you did before? FM/ss

Not at all likely Not likely Likely Very likely
1 2 3 4 5

12. To what extend do you think that after thignireg you will use more sources of feedback that ar
rare and difficult to find than you did before? Fa/

Not at all likely Not likely Likely Very likely
1 2 3 4 5

13. Would you recommend this training to your cafjees?

Not at all likely Not likely Likely Very likely
1 2 3 4 5
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After the training, what do you know about personalinitiative?
Please answer _everguestion.
Only one statementis correct. Please, tick the response!

1. Mr. H. wants to set a goal for his businesshelshowed personal initiative: which goal
would he set?

( ) introduce a new product competitors don’t sell

( ) copy the product range of the competitors

( ) keep the product range the same

( ) reduce the product range

2. Mr. C. wants to set goals for his business amks about the time range. If he showed
personal initiative: what would he do?

( ) set goals with a time range up to maximum 8ksge

( ) set goals with a time range up to maximum 3t

( ) set goals with a time range up to maximum yes

( ) set goals with a time range up to two years

3. Mr. C wants to increase his profit by 20 peraeithin the next year. After two months he
notices that this is not as easy as he thoughe #howed personal initiative: what would he
do?

( ) give up the goal

( ) keep the goal

( ) change the goal to 10 percent increase

( ) change the goal to 5 percent increase

4. Mrs. K. sells clothes. Considering designs, whatld she do if she showed personal
initiative?

( ) Not try to find out anything about fashion.

( ) Tryto find out the actual fashion and what fashion will be in the next year.

( ) Only find out what the actual fashion is.

( ) Remember what the fashion was last year
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How satisfied were you with the content of the traiing?

SRONONONONONEO

() () () () () () ()
-3 -2 -1 0 1 2 3

How satisfied were you with the delivery of the trining?

SRONONONONONEO

() () () () () () ()
-3 -2 -1 0 1 2 3

How satisfied were you with the exercises during #htraining?

SROHONONONONO

() () () () () () ()
-3 -2 -1 0 1 2 3

How overall satisfied were you with the training?

SROHONONONONEO

() () () () () () ()
-3 -2 -1 0 1 2 3

Please, write down your comments concerning theitg

Thank you very much for your participation!
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A3 MEASUREMENT INSTRUMENT T3 (Study 2)

T3 - Interview of Small Scale Entrepreneurs / Busiass Owners

In Uganda 2007

Interview Nr:

Interviewee Name:

Name of Business:

Datum:

Set A or B (overcoming barriers):

Let’s talk about your business “NAME”

I have the following address: IS THIS STILL CORRECT

I have the following telephone numbers:
ARE THEY STILL CORRECT

Comments:
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Initiative for Product / Marketing

1. Did you take part in any event where you've leared something for your business within the
last 3 months? (e.qg., training course, lectures, s@thing at the MUBS or at
organizations...). Or: Did you do anything to learn ®mething for your business?

In how many events did you take part? (How mangghidid you do to learn something for your
business?). Or: how many things did you do?

What was it about?

Where was it?

How many days did it take?

Did you pay for this?

Why did you take part? / How did you come to thesidio take part?

Any other event in which you took part? (If yegpeat questions)
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2. What did you do to make other people or potdial customers to get to know your business
within the last three months? How did you advertis@

What exactly did you do?

Did this cost you any money?
Do your competitors do this as well?

Anything else that you did? (if yes repeat questiabove)

3. Did you start selling or offering new producs$/services within the last three months? Did
you start selling/offering anything new within thelast year?

Which new products/services did you start to si#if@ What was it exactly?

Did this cost you any money? How much?

Do your competitors sell/offer this product/servaewell?

Anything else that you did? (if yes, repeat questiabove)
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Initiative Behavior

1. Remember a problem that you have had in your busess during the last three months.

What was it about?

How did you respond to it? What did you do exactly?

How much time went into this? How long did you needolve the problem? Or work trying to solve the
problem?

Did anybody help you? Who?

Did the things you did cost you any money?

Did you try anything to avoid the problem beforedturred? What did you do?

If your competitors would have this problem, wothéy respond to it in the same way?

Is the problem solved already? How do you know?ttisw will you know when it is solved?
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2. During the last three months, did you test if te quality of your service or product is good?
(e.g. ask somebody)

What did you do? (What did you do exactly?)

How did you do this?

How much time went into this?

Did this cost you any money?

Did anybody help you? Who?

How often did you do this?

Did anybody ask you to do this or was it your odea to do so?

Was it necessary to look for the quality of younghrct/service?
If yes, why?

Do your competitors do that as well?
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3. Goal setting and personal initiative
Goal of the_last 3 months:

Perform better than competitors, new marketing straegy, make more profit, show initiative,
improve your business, make more profit...

Goal:

+ Did anybody ask you to set this goal (or to dozhis

+ was it necessary to do this? (or to have thisoal

+ Do your competitors have that goal as well? (othd® as well?)

Planning:

+ did you make a plan how to reach this goal?

+ did you write down actions that you wanted to utaler?

+ how much time went into making a plan?

+ did the things you did cost you any money?

Information seeking:
Did you look for information how to reach your geal

Where did you look for information?

Feedback:

Did you look for feedback to find out if you reallgached your goal? How did you do this?
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4. Have you introduced changes in your work/businasduring the last three months?
(e.g., new employees, new marketinggvin machines...)

What did you do? (What did you do exactly?)

How did you do this?

How much time went into this?

(How often did you do this?)

Did this cost you any money?

Did anybody help you? Who?

Did anybody ask you to do this or was it your odea to do so?

Was it necessary to do that change? If yes, why?

Do your competitors do that as well?
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Overcoming Barriers SET A (write down every answer)
1. Imagine you are out of money and that you cabogtthe necessary supplies. What would you do?

2. Imagine you are producing a product with a maehi his machine breaks down and your workers
cannot fix it. What would you do?

Overcoming Barriers SET B (write down every answer)

3. Imagine that you have a big order from a neentlfrom another town/area of Kampala. For the
product delivery you need a truck but you don’tdhawehicle. What do you do?

4. Imagine that one of your employees who is vewydrtant for the business order that you're culyent
working on, suddenly quits his job. What do you do?
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Success

Subjective success

Have the following measures changed within thettagte months and within the last year?

Did the sales withiithe last three months
;’1 SES (-1)Decrease] (0)Stay the same (1)Increase’
Did the profit within thdast three months
TLSEP (-1)Decrease] (O)Stay the same (1)Increase’
3
Did the expenses(including supplies, wages, rentalithin thelast three months
%( (-1)Decrease] (O)Stay the same (1)Increase’
Did the number of customers within tlaest three months
;’1 SEC (-1)Decrease] (0)Stay the same (1)Increase’
DD T3 1. (F) How many rooms / space do you usg/déarr business?
DD T3 5.2 Did that change during the last three tingh
DD T3 2. (F) How many employees do you have:
DD T3 5.1 Did that change during the last three tingh
DD T3 3. If not changed:

(F) than YOU TOLD US THAT .. of these are full-time employees. Did that
change? How many?

(F) YOU TOLD US THAT ... of these are part-time emydes. Did that change?
How many?

(F) YOU TOLD US THAT your part-time employees wark days per week? Did
that change? How?

If number changed:
(F) How many of these are full-time employees?
(F) How many are part-time?

(F) How many days do your part-time employees work?
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A4 MEASUREMENT INSTRUMENT T4 (Study 2)

Interview — version “still in business”

Interviewee Name:

Name of Business:

Date of interview: Interviewer name:
Location of interview:

(F) Are you Mr./Mrs.?
(F) Let’s talk about your business(-> say name of business)

(F) Do you still have this business?
=> if no: use Interview “out of business”

Some questions may seem similar than questions yog’already been asked....

1. Education:

Did you take part in any event where you've learnedomething for your business within the lasyear? (e.g.
training course, lectures, something at the MUBS oat organizations...). Or: Did you do anything to lean
something for your business?

B What was it/was each of them abol2 list events)
B Where did it/ they take place(?> ask for each of the mentioned)

B How many daysdid it/each of them takg?> ask for each of the mentioned)

B How much did participationost? (-> ask for each of the mentioned)

B Why did you take part? / How did you come to the idgaask for each of the mentioned)

What & Why Where Days/week€ost

Any other event in which you took part?(-> If yes, repeat questions)
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2. Advertising/Marketing

What did you do to make other people or potential gstomers to get to know your business within
the last year? How did you advertise? (ecord everything he/she did the last year)

B What exactly did you do®-> list all marketing/advertising)
B Did thiscostyou any money®?> ask for each of the mentioned)
B Do yourcompetitors do this as well?-> ask for each of the mentioned)
What __cost competitors

Anything else that you did?(-> if yes repeat questions above)

3. Product/Service

Did you start selling or offering new products/serices within the last year? Did you start
selling/offering anything new within the last yea® (record only the new products/services)

B Which new products/services did you start to sell/offéff?at was it exactly®> list all)
B Did the implementatiogostyou any money? How muct{&sk for each of the mentioned)
B Do yourcompetitors sell/offer this product/service as we(Bsk for each of the mentioned)

Which products/services cost competitors

Anything else that you did? (if yes, repeat questits above)
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SUCCESS

Employees: (F) How many employees do you have:

I nothing changed:

(F) How many of them are full-time employees?

(F) How many days per week do your full-time emles work?

So you have....... part-time employedg®e him/her calculated number)
(F) How many days per week do your part-time emgésywork?

Approximate numbers (sales, profit, expenses):
Now | ask you about your sales, the profit you makegenses you have. | ask you how they were during
the last year. First | ask you how many monthdiefyear you had low sales, average sales and &g S

When you think of last year's sales:

How many months did you have average sales?
What is the sales level (UG Shilling) in monthsagérage sales?

How many months did you have low sales?
What is the sales level (UG Shilling) in monthdaf sales?

How many months did you have high sales?
What is the sales level (UG Shilling) in monthshagth sales?

When you think of last year's profit:

How many months did you make average profit?

What is the profit level (UG Shilling) in months aferage profit?
How many months did you make low profit?

What is the profit level (UG Shilling) in months lofv profit?
How many months did you make high profit?

What is the profit level (UG Shilling) in months leiigh profit?

When you think of last year's expenses:
How many months did you have average expenses?
What is the expenses level (UG Shilling) in morghaverage expenses?

How many months did you have low expenses?
What is the expenses level (UG Shilling) in morahw expenses?

How many months did you have high expenses?
What is the expenses level (UG Shilling) in morghkigh expenses?

When you think of last year's customers:

How many months did you have average customers?

What is the amount of customers in months of avecagtomers?
How many months did you have low customers?

What is the amount of customers in months of logt@mers?
How many months did you have high customers sales?

What is the amount of customers in months of higgtamers?

The last month, did you have low, average, highssal
What was the reason?
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Alternative success measures

Do you do book-keeping

-> What exactly do you dbave it in my head; write down sales/expenses.e.; us
computer system; give it to accountant; have owroantant...)

Are you registered?
Do you pay tax?
Do you have a written business plan?
-> What time period does this busirdas cover?
Do you have a bank account?
Are you in a business directory?
Do you have a business card?
Do you have a computer?
Do you use a computer for business?
Do you use the internet for business?

| Exact measures:
How many rooms/ space do you use for your business?

Do you own this room/space?
or is it rented?
How much do you pay all in all to your workers/ doyges every month?

During the last six month, could you always payryemployees the usual money or did you have
to reduce it, delay it, or could you sometimespet?

How many days per week are you working for youritess?

Do you own a car for your business?

Are you a member of any business association UR8IA, UWEAL, Chamber of Commerce?
Please tell us all the associatiofigid out which and how many)
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Interview T4 — Out of business
Name:
No.
Date:
Rater:

Initiative of implementation

1. Education:
Qualitative in.

10 20 300 40 50

Quant init
1() 2() 30) 4() 5()
no init ()

open another business

()no

() yes, than rate PI in the following questionand build one PI:

1. “Why did you open this business™> high Pl when: new innovative idea, niche, oweadif market analysis before
opening, if not copying, if doing something special

2. “how many competitors do you have” ->high Pl if it is a niche and no/few competitorsyI®I if many competitors

-> Pl:
1() 2() 3() 4() 5()
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A5 RATING SHEETS (Study 2)

Rating T1

Name:
No.
Date:

Initiative of implementation

1. Take part in training
Qualitative initiative

3. Goal setting
Qualitative initiative

1() 2() 3() 4() 5()

Quantitative initiative

1() 2() 3() 4() 5()

no init ()

Goal noo0() yes1l ()

Planning 0() 1() 2() 3() 4050
Information seeking 0 () 1() 2() 3() 4()

Quantitative initiative 4. Introduce Changes
10 20 30) 4() 5() Qualitative initiative
no init () 1() 2() 3(0) 4() 5()
o Quantitative initiative
2. Advertising 1() 2() 3() 4() 5()
Qualitative initiative no init ()
L0 e 0 40 80
uantitative initiative ; P
Overcoming barriers:
1) 20 30  4() 50 aa
no init ( ) Out of money cannot buy necessary supplies
Number of barriers: 5
Self-starting
3. New product
Qualitative initiative ]F-’r(o)activity'z 0 30 40 50
1() 2() 3() 4() 5(0) 1() 20) 3(0) 4() 5()
Quantitative initiative Not solved 0 ()
io( i)nit 0) 20) 30) 40 50) Machine breaks down workers cannot fix it
Number of barriers: 4
Self-starting
1() 2() 3(0) 4() 5()
— Proactivity:
initiative in process 1() 2() 3() 4() 5()
Not solved0 ()
1. Remember problem SET: B
Qualitative initiative Big order from new client
1() 2() 3() 4() 5() Number of barriers:
Quantitative initiative Self-starting
10 20 3() 4() 50 1() 2() 3() 4() 5()
no init () Proactivity:
1() 2() 3(0) 4() 5()
Not solved0 ()
One of your employees quits
Number of barriers:
Self-starting
1() 2() 3(0) 4() 5()
Proactivity:
1() 2() 3(0) 4() 5()
Not solved0 ()
Success
Sales
Decrease -1 () stay the same 0 () asmel ()
Profit
Decrease -1 () staythe same 0 () asmel ()
Expenses
2 Te_st qua!ity g(jg’g;seer;l @) stay the same 0 () aswel ()
Qualitative in. Decrease -1 () staythe same 0 () asmel ()
1() 2() 3() 4() 50) Rooms:
Quantitative initiative Numbe.r of employees:
1() 2() 3() 4() 5(0) '

no init ()

Full time employees:
Part-time employees:
How much days do they work:
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Rating T3 3. Goal setting
Qualitative initiative

1() 2() 3() 4() 5()

“gme: Quantitative initiative
Date: 1() 2() 3() 4() 5()

no init ()

PERSONAL PROJECT:

Notimplemented 0() 1() 2() 3() 4(5() fully implemented [ %3 ~ 1M00(0)  yes1()

. . Planning 0() 1() 2() 3() 4050
Initiative of implementation

Information seeking 0 () 1() 2() 3() 4() 5¢(
1. Take part in training

Qualitative initiative Feedback 0 () 1() 2() 3() 4(0)5(0

1() 2() 3() 4() 50)

Quantitative initiative 4. Introduce Changes

1() 2() 3() 4() 5() Qualitative initiative

no init () 1() 2() 3() 4() 5()
Quantitative initiative

2. Advertising 1() 2() 3() 4() 5()

Qualitative initiative no init ()

(1?() 20 300 4() 50
uantitative initiative ; P

10 2() 3() 4() 5() (S)I\E/Eerr_czmmg barriers:

Out of money cannot buy necessary supplies
Number of barriers: 5

Self-starting

1() 2() 3() 4() 5()
Proactivity:

1() 2() 3(0) 4() 5()
Not solved 0 ()

Machine breaks down workers cannot fix it

no init ()

3. New product

Qualitative initiative

1() 2() 3() 4() 50)
Quantitative initiative

10) 2() 30) 4() 5()

no init () Number of barriers: 4

Self-starting

1() 2() 30) 4() 5()
— Proactivity:
initiative in process 1() 2() 3() 4() 5()

Not solved0 ()
1. Remember problem

Qualitative initiative SET: B

1() 2() 3() 4() 50) Big order from new client

Quantitative initiative Number of barriers:

10 20 3() 4() 5(0) Self-starting

no init () 1() 2() 3(0) 4() 5()
Proactivity:

10) 2() 30) 4(0) 5()
Not solved0 ()

One of your employees quits

Number of barriers:

Self-starting

1() 2() 3(0) 4() 5()
Proactivity:

1() 2() 3(0) 4() 5()
Not solved0 ()

Success
Sales
Decrease -1 () staythe same 0 () asmel ()
Profit
2. Test quality E)((e;;?]asiz—l @) stay the same 0 () asmel ()
???“tat'veznz') 3() 4(0) 5() Decrease -1 () stay the same 0 () asmel ()
LN Customers
Quantitative initiative Decrease -1 () staythe same 0 () asmel ()
1() 2() 3() 4() 50) Rooms:

no init () Number of employees:

Full time employees:
Part-time employees:
How much days do they work:
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Name:
No.
Date:
Rater:

A5 Rating Sheets (Study 2)

Name:
No.
Date:
Rater:

Initiative of implementation

| Initiative of implementation (13 E?;Jthl’:ltiO.n:
ualitative in.
1. Education: éfj;m init2 () 3() 4() 5()
litative in.
?lz?lalvgér; 3() 4() 5() 10 20 300 40 50
Quant init no init ()
1() 2() 3() 4() 5() .
. 2. Advertising
noinit() Qualitative in.
2. Advertising éfj;m init2 () 300 40 50
litative in.
?lz?lalvgén) 3(0) 40  5() 10 2() 300 40 50
Quant init no init ()
1() 2() 30 40 50
ini 3. New product
noinit () Qualitative in.
3. New product (131(Ja)nt init2 () 3() 4() 5()
litative in.
?l(m)lamzaén) 3() 4() 5() 10 2() 30 40 50
Quant init no init ()
1() 2() 30 4() 5()
no init ()
Name:
No.
Name: Date:
No. Rater:
Date:
RZEgr: | Initiative of implementation
| Initiative of implementation (13 Etli_;ltf[_ation:
ualitative in.
1. Education: (131(Jg1nt init2 0 30 40 5()
litative in.
???Ialvgér; 3() 4() 5() 10 20 30 40 50
Quant init no init ()
1() 2() 3() 4() 5() .
ini 2. Advertising
noinit (1) Qualitative in.
2. Advertising éfj;m initZ( ) 30 40 50
litative in.
???Ialvgén) 3() 40 5() 10 2() 300 40 50
Quant init no init ()
1() 2() 30 40 50
ini 3. New product
noinit (1) Qualitative in.
3. New product (1;)L(Ja)nt init2 0) 3(0) 4() 5()
litative in.
??a)lalvgén) 3() 40 5() 10 2() 300 40 50
Quant init no init ()
1() 2() 30 4() 5()

no init ()

A 38



Appendix A6 Training Schedule (Study 2)
A6 TRAINING SCHEDULE (Study 2)

Label Methods Description/purpose mne)

Day 1

Official opening and introduction | Lecture, presentation| Purpose and content of training and organizatiowaters are 30

explained, initial questions are answered.

Describe business Partner interview, Two participants interview each other and predeatother to the | 60
work sheet, whole group. Participants gain knowledge about edlehr and the
photographs others’ businesses.

SECTION 1: IDENTIFYING

SITUATIONS AND FIELDS OF

ACTION FOR PI

Concept of PI Lecture, examples, | Concept of Pl in the entrepreneurial context is a@xygld. 30
discussion Participants realize that Pl is important for simgthle business

success.

How much Pl do you show? Self-rating Participants reflect their behavior concerningdbgree on PI. 10
guestionnaire

What do “self-starting” and Lecture, examples, | Participants know how one could act self-starting. 30

“innovativeness” mean? discussion, rules of
thumb

Identifying fields of action for Pl | 2 case studies, work | Participants look for starting points for Pl in eatudies of a 60

in business sheets, group work, | negative and a positive role model respectivelye @hility to
discussion identify starting points for Pl behavior in the obasiness is

learned.

Finding situations for showing PI1| Case study, exercise, A typical daily schedule of an entrepreneur is enésd and starting 60

in day-to-day business work sheet, two points for Pl in routinized everyday behavior ateritified.
partners, presentation,Participants afterwards record their last workiags] look for
discussion potential situations for showing PI, and discussrtwith a partner,

Ability to identify Pl in everyday business is lead.

Think out of your box Creativity exercise “9| A creativity exercise highlights the importancealing new 10
dots”, work sheet, perspectives in order to be successful.
discussion

Focusing on opportunity

identification:

Discover vital actions Active search Participants learn how to apply an active seancitegy for 60
technique, case study,opportunities. They identify core competencies, @ivengths, and
exercise, work sheet,| possible changes in the environment and deducaftpate
two partners, opportunities — first by means of a case study, foe their own
discussion business.

Review of content

Transfer sheet Lecture Participants reflect and record how they want tohathe learned | 20

Feedback by participants Work sheet knowledge and skills to their business.

Discussion

End of day 1
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Label Methods Description/purpose mne)
Day 2
Review Lecture, questions Content of first day is reviewed, open questionsaaswvered. 15
Possible uses of object Creativity exercise, brain | Participants identify (crazy) possibilities howuse a cup. 20

writing

Afterwards, the same is done for selected prodsengtes of the
participants.

Drawing business situations Creativity technique, casesFuture goals and the starting situation are pictledrawing them 30
discussion on the board. Potential ways to reach the goalsliaceissed.
Creativity exercise: squares Creativity exercise, A creativity exercise highlights that one can beowative in spite 5
discussion of limited resources.
Reviewing self-rating questionnaifeSingle work Participants review the self-rating questionnaine® and record if 10
on Pl behavior and how they want to change behavior in order tmsimore PI.
SECTION 2: TRAINING PI
ALONG THE ACTION
SEQUENCE
Goal setting:
How do you set your goals? Self-rating questionnaire | Participants reflect how they set goals for theisihess. 5
What does Pl in goal setting meanRecture, examples, Participants know how a PI goal should look like. 20
discussion, rules of thumb
Reformulate goals Exercise, presentation It is practiced how to reformulate non-Pl goalsiR|l way. 15
Venus and her restaurant Case study, work sheet, | Participants identify in a case study Pl and nogdlls and 60
group work, discussion reformulate the latter in a Pl way. Pl goals an&édd to success.
Pursuit of mini-goal Work sheet Participants formulate a goal that they can acciziph the 10
training room and act it out. It is underlined thatosts “energy” ta
act out goals.
Goals for own business Work sheet, discussion | Participants set Pl goals for their own businelssrtsterm, medium 30
and long-term goals. Importance of long-term gamtsghlighted.
Reviewing self-rating questionnaifeSelf-rating questionnaire | Participants review the self-rating questionnamePd goal setting | 10
on PI goal setting and record if and how they want to change theitgimaorder to
show more PlI.
Information seeking:
What does Pl in information Lecture, discussion, rules | Participants know how one could look for informatio a Pl way.| 10
seeking mean? of thumb
Sources of information Brainstorming, discussion| Participants collect potential sources of informatiWways how to | 40
use these sources in a Pl way are discussed.
Planning: 5
How do you plan? Self-rating questionnaire | Participants reflect how they plan towards theizlgo
What does Pl in planning mean? | Lecture, examples, Participants know how one can plan in a Pl way. 20
discussion, rules of thumb
The shoemaker — Part 1 Work sheet, group work, | Participants practice by means of a case studytbdarmulate a 60
discussion plan in a Pl way and discuss the results.
Reviewing self-rating questionnaifeSelf-rating questionnaire | Participants review the self-rating questionnamePd planning and
on PI planning record if and how they want to change their owmgla order to 10
show more PI.
Review of content Lecture Participants reflect and record how they want folathe learned | 20
Transfer sheet Work sheet knowledge and skills to their business.
Feedback by participants Discussion

End of day 2
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Lable Methods Description/purpose Time
Day 3 Lecture, questions Content of second day is reviewed, open questiaarmswered. 15
Review
Monitoring and feedback: Self-rating questionnaire | Participants reflect how they monitor the executiétheir plans 5
How do you monitor and search for and how they look for feedback.
feedback?
Lecture, examples, Participants know how one could monitor a plan search for 20
What does PI in monitoring and | discussion, rules of thumb| feedback in a Pl way.
feedback mean?
Case study, work sheet, | Participants practice by means of a case studytbenonitor a 50
The shoemaker — part 2 group work plan and look for feedback in a P1 way.
Discussion, list of sources| Participants learn how to use the list of poterg@lirces of 15
How to use sources of information of information information (developed in section 1 of the traidify active
for getting feedback feedback search.
Self-rating questionnaire | Participants review the self-rating questionnamem@nitoring and | 10
Reviewing self-rating questionnaire feedback search and record if and how they waoh&mge their
on monitoring and feedback search behavior in order to show more PI.
Overcoming barriers in executing
a plan: Self-rating questionnaire | Participants reflect how they act when confrontétth Warriers. 5
Are you persistent in overcoming
barriers?
Lecture, examples, Participants learn how one can approach barrieasRhway. 20
What does PI with regard to discussion, rules of thumb
barriers mean?
Creativity technique, Participants learn and apply a creativity technitfueases of 40
Overcoming barriers in business | discussion, cases entrepreneurs to overcome barriers and developtienng solutions
for problems.
Self-rating questionnaire | Participants review the self-rating questionnaimeogercoming 10
Reviewing self-rating questionnaire barriers and record if and how they want to chahge& behavior in
on overcoming barriers order to show more PI.
Promoting transfer Work sheet Participants develop a complete PI action for tbein business, 60
Personal project starting with setting a Pl goal, looking for feedkén a Pl manner
in order to reach the goal, etc.
Lecture The training content is summarized and the rulgbwhb are 20
Review of content repeated.
Application contract Participants sign a contract that they take horheyBigned 10
Application contract contract states that they're going to apply thened knowledge to
their business.
Speech
Motivational speech The trainer highlights that the responsibility #vowing Pl is on 5
the participants.
Two partners, work sheet
Implementation partner Participants choose an implementation partner tomvthey 30
present their personal project. Phone numbersxateaaged and an
appointment is made when to call or meet each atharder to talk
about the progress of the personal project.
Certificate
“Ceremonial” Certificates for successful participation are hanoled 20
Questionnaires, discussion
Feedback and evaluation Participants fill in evaluation forms and give ofedback. 30

Official End
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A7 Training Presentation (Study 2)

A7 TRAINING PRESENTATION (Study 2)

Training for
Success

. . . Makerere University
University of GieRBen Business School

JUSTUS-LIEBIG-
UNIVERSITAT

JUSTUS-LIEBIG-

UNIVERSITAT
Get to know each other e

Instructions

= look for partner (person you don'‘t know yet)

10 minutes: ask partner about his business and record the answers about
- Line of business

- Products / services

- Additional information (e.g. other businesses, interests, family...)

= 10 minutes: partner asks you about your business

¥\ P
GIESSEN «w
AN
© Copyright University of Giessen, Germany -
1 Uganda, Kampala 2 © Copyright University of Giessen, Germany
JUSTUS-LIEBIG- JUSTUS-LIEBIG-
. UNIVERSITAT R R . M UNIVERSITAT
Research project UEE You'll learn the entrepreneurial skills necessary for succ ~ ess in Uganda Dsisse
10 years of research in L}ganfia (Kampa!a) and other African countries Personal Initiative Innovation &
- entrepreneurial skills _ most important for success ] ] creativity
= Being self-starting
. = Future thinking /
= Overcoming barriers \
Interview
in 3 to 4 month: phone call from Germany
\ / \ Goal setting
in 2008: Training for Success Planning & Prioritizing
feedback
Uganda, Kampala 3 © Copyright University of Giessen, Germany Uganda, Kampala 4 © Copyright University of Giessen, Germany
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JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

Personal Initiative:

Being self-starting

Uganda, Kampala 5 © Copyright University of Giessen, Germany

JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

Self-rating questionnaire “self-starting and innovation*

Please take the self-rating questionnaire on “self-starting and innovation*

and tick how the statements suit to you.

Uganda, Kampala 6 © copyright University of Giessen, Germany

JUSTUS-LIEBIG-

Learning points “self-starting and innovation* Taissen ™

[
Learning points

Self-starting Reactive
start an action yourself vs. wait until you have to react
change - your environment vs. just react to environmental changes
- unfavorable circumstances vs. complain, wait and hope that things get better
act first — be ahead of your competitors vs. react — wait until your competitors act first
new - try new ways vs. always stick to old routines
- actively look for new ideas vs. wait until ideas pop up from alone
- implement new ideas vs. let your ideas be only thoughts and dreams
different — be different from your competitors! vs. offer the same than your competitors
Advertising - use different ways vs. always use the same way of advertising
Information - actively look for information vs.  wait until people give you information
Learning - look actively for possibilities to learn vs.  do not actively extend your business knowledge
- B -
Success Failure
Uganda, Kampala 7 © Copyright University of Giessen, Germany

JUSTUS-LIEBIG-

Think out of your box!!! Weessen ™

Look for new ideas

_— and opportunities
Be different
New product/services
~ Your regular job Self-starting

\ New ways of
producing/selling/offering
Learning new things

goal setting and planning

Uganda, Kampala 8 © Copyright University of Giessen, Germany
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JUSTUS-LIEBIG-

Self-starting means extra effort Wessen ™

Self-starting also means that you have to:

= spend energy
= face uncertainties and obstacles while trying new ways
= take some risks

= keep on trying inspite of obstacles!!!

ﬁ successful business owners inspite of this show self-sta rting behavior!!!

Uganda, Kampala 9 © Copyright University of Giessen, Germany

JUSTUS-LIEBIG-

Exercise: Case studies self-starting vs. reactive behav  ior Waissen ™
|5

Instruction:

This exercise consists of two case studies of African business owners. The
business owner in case 1 acts self-starting whereas the owner in case 2 shows
reactive behavior.

For this exercise build small groups

Group 1:

« read case 1 ,self-starting business owner*
= identify self-starting behavior and its consequences and write it down.

Group 2:
= read case 2 ,reactive business owner*
= identify reactive behavior and its consequences

Uganda, Kampala 10 © Copyright University of Giessen, Germany

JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

Exercise: Daily routine
[

Identifying self-starting and reactive behavior in your daily routine

Instruction

Part 1:

Instructions : Please write down the business activities of your last working day
(write down even small activities like cleaning up your shop/your desk).

Uganda, Kampala 11 © Copyright University of Giessen, Germany

JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

T
Possible daily routine of the owner of a small grocery sto re

Time| Business activity

8.00 | Open store and put up the usual advertisment outside the store.
-8.45| Waiting for the first customer to come.

9.00 | Phone call from supplier: he is not able to deliver fresh fruits today. This happens already the
third time within the last two weeks. Hope it will get better soon.

9.30 | Serving the customers. Some leave the store without buying anything because they were
only looking for fresh fruits. Sending these customers to competitor next street.

11.00 | Not many customers today, thus calling some friends by phone to use the time for chatting
13.00| Cleaning the outside-advertisment and the display.
14.30 | Seriving customers.

20.00| Closing the store.

-20.20 I Counting sales and calculating the turnover for today — not a good day...

Uganda, Kampala 12 © Copyright University of Giessen, Germany
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JUSTUS-LIEBIG-

@ UNIVERSITAT
GIESSEN
X5
Instruction:
Part2:

Instructions: Look at your daily plan: What was not good? Where have you been passive and
reactive? Where did you not act self-starting?

Write down alternative good and self-starting behavio r you could have shown.

JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

Example

Possible daily routine of the owner of a small grocery store

Time| Business activity

6.30 Open store and put up the usual advertisment outside the store.
-7.15 Waiting for the first customer to come.

7.20 Phone call from supplier: he is not able to deliver fresh fruits today. This happens already the third
time within the last two weeks.

7.30 Serving the customers. Some leave the store without buying anything because they were only looking
for fresh fruits. Sending these customers to competitor next street.

11.00 Not many customers today, thus calling some friends by phone to use the time for chatting
12.30 Closing for lunch break.
13.00 Open store. Again not many customers.
14.30 Cleaning the outside-advertisment and the display.
15.00 Seriving customers.
20.00 Closing the store.
-20.20 Counting sales and calculating the turnover for today — not a good day...

© copyright University of Giessen, Germany

Uganda, Kampala 13 © Copyright University of Giessen, Germany Uganda, Kampala B
JUSTUS-LIEBIG- JUSTUS-LIEBIG-
UNIVERSITAT UNIVERSITAT
@GIESSEN @GIESSEN
[ [
Please connect all nine dots with four straight lines without | ifting your

pencil/pen off the paper or retracing a line, as this counts as tw o lines.

e o o
e o o
e o o
Uganda, Kampala 15 © Copyright University of Giessen, Germany

Innovation

Do something new your competitors don‘t do!

Uganda, Kampala 16 © Ccopyright University of Giessen, Germany
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JUSTUS-LIEBIG-

Exercise: how to use ,old things" in new and creative w ays “pE

Creativity technique “Brain writing”

JUSTUS-LIEBIG-

s . . ) UNIVERSITAT
There are 3 categories in which you can be innovative Wi

3 categories of innovation

Instruction: Innovation
concerning...
Think of possible uses for this object. Write down as many ideas as you can find. It is important 9
that you also write down crazy ideas! / \
product/service process marketing/
advertising
Uganda, Kampala 18 © Copyright University of Giessen, Germany
Uganda, Kampala 17 © Copyright University of Giessen, Germany
JUSTUS-LIEBIG-
You have to put your ideas into realit UNIVERSITAT ) ) ) Justus-LEBIG.__
puty y Weiesse Execise: Sources of information Deesse

3 phases of innovation

Develop . )
innovative idea Evalu‘ate idea Implement idea
Actively look for Is it a good idea? Make a plan how to realize
innovative ideas by the idea.

using different sources

of information This phase requires action

and energy.

You have to overcome
barriers that occur.

Uganda, Kampala 19 © Copyright University of Giessen, Germany

Generating a list with sources of information that you can use to get
innovative ideas. Write down all your ideas.

Uganda, Kampala 20 © Copyright University of Giessen, Germany
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Sources of inforamtion

Source of information For | How to use these sources to get innovative ideas How to use sources to get
you? FEEDBACK

JUSTUS-LIEBIG-
UNIVERSITAT
@ GIESSEN

Learning points “Gathering information”

« different sources: use different sources of information, not only one.

« diificult to get and rare: also look for information that is difficult to get and rare.
This information has innovative power.

« Personal Initiative: - self-starting: look actively for information. Don‘t wait until
people tell you.

- future thinking: think what information you could use
in the near or far future.

© Copyright University of Giessen, Germany

How many squares can you find or count?

Uganda, Kampala 2 © Copyright University of Giessen, Germany

Uganda, Kampala 22
susTUS LiEBiG-
Waigsse™
Exercise: Discover possibilities for innovation and vit al actions
[ 2. Changes in your 3. Result
1. Actual state environment/market . Resulting

o . opportunities
Which is your most important
product/service?

Who are your customers?

Who are your competitors?

Which special skills do you have
for doing your business?

What makes you better than your
competitors?

What makes you unique and different?

4. Actions necessary to use
opportunities:

Uganda, Kampala 2 © Copyright University of Giessen, Germany
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Example of copy shop in Kampala Road

1. Actual state 2. Changes in your 3. Resulting
environment/market opportunities

Which is your most important product/service?
- Making high quality copies

Who are your customers? New offices in Expand business:
- Business people from surrounding offices _downtown Kampala . target new business people
- Some students in near future

- take over shop of competitor
- Some other persons
Who are your competitor;? Probably one
- 3 other copy shops in Kampala Road competitor will close
Which special skills do you have for doing your his shop
business?
- technician, can repair copier on my own
- good social skills important for customer care
What makes you better than your competitors?
- permanent high quality of copies
- always at least two copiers working

What makes you unique and different?

\color copies

4. Actions necessary to use oportunities:
-Make calculation how many new offices may open and how many new customers may be approached

- Find out if and when competitor closes - find ideas about possible marketing
Uganda, Kampala 25 © copyright University of Giessen, Germany

JUSTUS-LIEBIG-

Be self-starting! Waessen™

Review the self-rating questionnaire on self-starting an d

innovation and mark where you want to improve.

Uganda, Kampala 2 © Copyright University of Giessen, Germany

JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

Goal setting

l

Planning

l

Feedback

Goal setting

Uganda, Kampala 27 © Copyright University of Giessen, Germany

JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

Self-rating questionnaire on goal setting

Please take the self-rating questionnaire on goal setting and tick what

suits to you.

Uganda, Kampala 28 © Ccopyright University of Giessen, Germany
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JUSTUS-LIEBIG-

Learning points - ,good goal setting” Wassen ™
[

= Measurable (exact numbers, percentage...)

= Terminated (exact date when goal should be reached)

= Specific (exact description of what you want to achieve)

Uganda, Kampala 29 © Copyright University of Giessen, Germany

JUSTUS-LIEBIG-
. . Deessen™
Excurse: from unspecific to specific goals
[

Unspecific goal Specific goal

New marketing strategy ==)> make a cooperation with Mr. J.: He recommendsyou to his

customers and displays your brochures while you display his.

Perform better than competitors ==P |ntroduce at least 1 product competitors don't sell every half year.
Start by introducing spares (40 different nails and screws) in
addition to furniture.

Improve my business ==} Buy material of higher quality by changing supplier and get
together with others to be able to buy in bulk for reducing
the price of good quality material.

Uganda, Kampala 30 © Copyright University of Giessen, Gemany

JUSTUS-LIEBIG-

Learning points - ,good goal setting* D™
1
= Measurable (exact numbers, percentage...)
= Terminated (exact date when goal should be reached)
= Specific (exact description of what your want to achieve)
= High but still realistic

= Prioritized

Uganda, Kampala 31 © Copyright University of Giessen, Germany

JUSTUS-LIEBIG-

Prioritize your goals Watssn ™

Make website for
business Move to better area

Get higher quality
material

Introduce new product \ Your “energy"
available:

money, time, material,
etc.
© Copyright University of Giessen, Germany

Uganda, Kampala 22
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JUSTUS-LIEBIG-

Prioritize your goals Waissen ™

Make website fa
business Move to better area

=

material

Get highej quality

Introduce new prOdUCt \ Your “enel’gy"
available:

money, time, material,
etc.
© Copyright University of Giessen, Germany

Uganda, Kampala s

Prioritize your goals

Make website for
business

Get higher quality
material

Introduce new product

Uganda, Kampala

JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

Move to better area

Your “energy"”
available:

money, time, material,
etc.

© Copyright University of Giessen, Germany

JUSTUS-LIEBIG-

Learning points - ,good goal setting* Daiessan™

= Measurable (exact numbers, percentage...)
= Terminated (exact date when goal should be reached)
= Specific (exact description of what your want to achieve)
= High but still realistic
= Prioritized
= Personal Initiative
- Self-starting - introduce something new!

- Future thinking > also set long-term goals with a time frame of 2 to 3 years!

Uganda, Kampala 35 © Copyright University of Giessen, Germany

Set goals with different time frames — also long-term go

Time frame of goals

Future thinking!!!: 2-3 years:

6 months to 1 year:

1 to 3 months:

Uganda, Kampala

-

-

-

36

JUSTUS-LIEBIG-

UNIVERSITAT
als GIESSEN

long-term goal

middle-term goal

short-term goals

© Copyright University of Giessen, Germany
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JUSTUS-LIEBIG-

Learning points - ,good goal setting* DA™
[
= Measurable (exact numbers, percentage...)
= Terminated (exact date when goal should be reached)
= Specific (exact description of what your want to achieve)
= High but still realistic - this motivates you
= Prioritized
= Personal Initiative
- Self-starting - introduce something new!
- Future thinking - also set long-term goals with a time frame of 2 to 3 years!

- overcoming barriers - when obstacles occur on the way towards your goal, keep your
goal! Try other ways!

Uganda, Kampala 37 © copyright University of Giessen, Germany

JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

Exercise: Reformulating goals

Goals to be reformulated in plenum:

On December, 31st of this year, | will have won 20% more customers compared to
the bginning of this year. This is an average of 15 customers per day.

1 will ask every 10th customer who comes into my business whether he is satisfied
with my products.

| want everything to stay the same.

My employees should be more motivated.

Uganda, Kampala 38 © Copyright University of Giessen, Germany

JUSTUS-LIEBIG-
UNIVERSITAT
Dsiessen

Exercise: Setting goals for your own business

[
Instruction:
Take the sheet “setting goals for your own business” and set goals concerning the learning
points of “good goal setting”.

Part 1: Long-term goal (future thinking)
Write down one goal that you want to reach within 2 to 3 years.

Part 2: Short-term goals
Write down two short-term goals that you want to achieve within 2 to 3 months

Uganda, Kampala a © Copyright University of Giessen, Germany

JUSTUS-LIEBIG-

Set goals concerning the learning points of “good goal se tting” eessen ™

Review the self-rating questionnaire on goal setting and

mark where you want to improve.

Uganda, Kampala a2 © Copyright University of Giessen, Germany
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JUSTUS-LIEBIG-
@ UNIVERSITAT
GIESSEN
JUSTUS-LIEBIG-
UNIVERSITAT
Dsiessen

Self-rating questionnaire “planning”

Goal setting Please take the self-rating questionnaire ,seeking information & planning*

l and state for yourself, how much the displayed statements suit to you.

Planning Planning
Feedback
Uganda, Kampala 44 © Copyright University of Giessen, Germany
Uganda, Kampala a3 © Copyright University of Giessen, Germany
Learning points: Planning J“%’gl;}s.;&sg:%W Work sheet 2: Gathering information
' Goal:
[
What do you need to reach the goal Where do you get this from
= consider what you need to reach the goal (material, money, time etc.)-> Work sheet 2 Material:

Employees and other persons:

Own time per week :
Costs:

Informations:

Other:

Uganda, Kampala 45 © copyright University of Giessen, Germany
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] ) ) AUSTUS-UEBIG: Work sheet 3: Planning
Learning points: Planning Wlessen Goal:
[ PROGRESS
Actions Start Finish v = done
0 = in progress
= consider what you need to reach the goal (material, money, time etc.)> Work sheet 2 ! = delay
= write down actions -> develop plan of action > Work sheet 3
Uganda, Kampala 47 © Copyright University of Giessen, Germany
JUSTUS-LIEBIS. Work sheet 4: Weekly plan of next steps
. . . . S
Learning points: Planning Weiessd™ Goal:
| — -
Monday Tuesday Wednesday Thursday Friday Saturday Sunday

= consider what you need to reach the goal (material, money, time etc.)> Work sheet 2
= write down actions -> develop plan of action > Work sheet 3
= monitor the progress > Work sheet 3

= weekly plan with next steps > Work sheet 4

Uganda, Kampala a9 © Copyright University of Giessen, Germany
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JUSTUS-LIEBIG-

Learning points: Planning Waitssn ™
T e
= consider what you need to reach the goal (material, money, time etc.)> Work sheet 2
= write down actions -> develop plan of action - Work sheet 3
= monitor the progress - Work sheet 3
= weekly plan with next steps > Work sheet 4

= Personal Initiative: - self starting - your plan must imply that you can execute it without waiting
for things to happen

- future thinking - what opportunities may occur in the future?

- overcoming barriers - anticipate possible problems and develop a
back-up plan

Uganda, Kampala 51 © Copyright University of Giessen, Germany

JUSTUS-LIEBIG-

Exercise: From a goal to a plan GIESSEN
|5

Example for using the worksheets:
Designer of clothes wants to get new supplier who sells materials of higher quality
. Setinnovative goal ->worksheet 1

. Gather information to reach goal  -> worksheet 2
Plan actions towards goal -> worksheet 3

AW NP

. Write down next steps  -> worksheet 4

Uganda, Kampala 52 © Copyright University of Giessen, Germany

Work sheet 1: Set goal and look for feedback

Write down your GOAL here:  Get new supplier who sells material of better quality till end
of July

Is your goal formulated concerning the learning poi nts of “good goal setting”?:

(no) Measurable: quality: cloth that does not tear and not shrink after first washing

(v') Terminated:

(V) Specific:

(v') High:

(V') Realistic:

(v") self-starting (introduce something new):

Re-write goal concerning learning points here:
Get new supplier who sells cloth that does not tear and not shrink after first washing till end of July

FEEDBACK:

How will you measure if you reached your goal (also look for negative feedback):
Wash the cloth two times to see if it shrinks and try to tear the colth with hands

When will you measure if you reached your goal (exa  ct date): before buying first time
from new supplier

Work sheet 2: Gathering information
Goal: Get new supplier who sells cloth that does not tear and not shrink after first washing till end of July

What do you need to reach the goal Where do you get this from

Material:
- different types of cloth - from different suppliers
- washing machine - friend who has one

Employees and other persons:

- Different suppliers, designer with clothes of best - go to shops and look for high quality
quality cloth cloth personally
- Employee who goes to different shops and - own employees

compares quality in other area

Own time per week :
5 hours - no fixed day

Costs:

- Phone calls and transportation: 20.000
- Costs for cloth to test: 20.000

- use washing machine: 5.000

- profit of last month and current month

Informations: - Go to shops and look for high quality
Where to find suppliers, who knows good suppliers cloth personally and send employee to

other area. Also ask people if they
Other: know
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Work sheet 3: Planning

Goal: Get new supplier who sells cloth that does not tear and not shrink after first washing till end of July

Work sheet 4: Weekly plan of next steps
Goal: Get new supplier who sells cloth that does not tear and not shrink after first washing till end of July

Exercise: From a goal to a plan

Case study The shoemaker — Part 1: Goal setting and plann  ing

Jeffrey is a shoemaker. He makes shoes in a total of 4 different styles. They are well made, of high quality and thus,
durable. They had sold on a regular basis in the village for many years. He does book-keeping since he started his
business and thus, knows exactly his monthly sales, expenses and customers (how many, who came and what they
bought). In average, he had 25 customers a month. Now, he decides to put more energy in increasing the number of
customers and sets himself the goal:

“Increase the number of customers within the next year from 25 to 35 per months by adding a new, creative way of
advertising / marketing ",

What you should know about Jeffrey:

His shop is located in an enclosed business area.

Only uses word-of-mouth advertising.

Has limited money available. Prefers advertising that does not cost much.

Instruction:

1.

Think about a creative way of markeitng that Jeffrey could use to increase the number of customers. Formulate a
goal concerning this way of marketing. Use “worksheet 1*

2. Think about what he will need to reach this goal and where he can get this from. Use “worksheet 2“
3. Write down the activities Jeffrey has to undertake to reach his goal. Use “worksheet 3*
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] » PROGRESS
Actions Start Finish v =done
0 = in progress Monday (May, 1 %) Tuesday Wednesday Thurstj:hy) (May Friday Saturday Sunday
! = delay
- - Morning: First time go
st nd
Chgose[_omta or:_thebemplpyees to Ioc_)L(_lf_or high quality cloth May 1 May 2! Choose one to other are
and motivate him by giving responsibility. of the t0 look for
employees to supplier
Determine together with the employee the areas where you | May 4t May 4t Iool?foyr high PP
go to look for supplier. quality cloth
X § . . and motivate
Find at least 6 different possible suppliers (3 yourself, 3by | May 4" June 6t him by giving
employee). responsibility.
Regularly talk with employee about progress May 4t June 6" Talk to him
about that at Afternoon:
Buy 3 different pieces of cloth from each supplier. June 61 | June 20t least for 30 Determine
minutes together
Compare cloth of the suppliers by washing with machine June 20t | June 28t with the
and trying to tear. employee
the areas
Make a ranking of the quality of the suppliers. June 28" | June 28t where you
go to look
Negotiate prices with the two best suppliers. June 28th | July 10t for supplier.
Make contract with one supplier and buy cloth. July 10t | July 22th
JUSTUlSJ;\‘L‘\VESIR(;TAT JUSTUS-LIEBIG-
Waiessex D™

Review self-rating questionnaire on planning

Please review the ,self-rating questionnaire seeking information & planning“. Concerning
which points do you have to / want to improve?

© Copyright University of Giessen, Germany
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JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

Goal setting

|

Planning

|

Feedback

Feedback

JUSTUS-LIEBIG-
UNIVERSITAT
@elsssm

[
Self-rating questionnaire “feedback”

Please take the self-rating questionnaire ,feedback” and state for yourself, how much
the displayed statements suit to you.
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i i i B JUSTUS-LIEBIG-
Feedback is an important source for improvement D™ ) ) Rul
Learning points: Feedback GIESSEN

You have to look for feedback:

1. To find out if you reached your goal completely - work sheet 1

2. To find possibilities to improve:

Ll is quality of your products / service good enough?
Ll are you working efficiently?

. are customers satisfied?

= are all employees working well?

= do you offer different things than competitors?

= are your expenses, stocks, etc. efficiently organized and calculated

Uganda, Kampala 61 © Copyright University of Giessen, Germany

« different sources > use your list ,sources of information®.
« negative feedback -> shows you where you can improve.
« difficult & rare - highest innovative power.

« Personal initiative: - self-starting > go and actively gather feedback. Don‘t wait until somebody
gives it to you.

- future thinking > does your product / service meet future needs?

compare sales and expenses - with which products / services you make profit, with which not?
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JUSTUS-LIEBIG-

UNIVERSITAT
GIESSEN

Review self-rating questionnaire “feedback”

Please review the ,self-rating questionnaire feedback".

This questionnaire follows the learning points of ,fedback”. Concerning which points do you
have to / want to improve?
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JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

Overcoming barriers
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JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

self-rating questionnaire on overcoming barriers

Please take the self-rating questionnaire ,overcoming barriers* and

state for yourself, how much the displayed statements suit to you.
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JUSTUS-LIEBIG-

. . . g UNIVERSITAT
Learning points on how to overcome barriers / solve probl ems JUEE s
[

= think before problems occur

= act & self-start > Look for creative ways how to overcome barriers.
= do not give up!

= try different and new ways

= accept and learn from mistakes

= find a long-term solution
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JUSTUS-LIEBIG- JUSTUS-LIEBIG-

The consequent use of problem solving techniques increase S DA™ The consequent use of problem solving techniques increases W™
the probability to overcome barriers the probability to overcome barriers

Problem solving techniques to overcome barriers Problem solving techniques to overcome barriers

1. Describe problem
Write down problem
2. Specify problem (Worksheet 5)

Answer all the questions: What? When/how often? Where? Who? Why?  This makes the
problem clearer and makes it easier to find possible solutions.
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Worksheet 5: overcoming barriers / problem solving — example of metal fabrication & repair JUSTUS-LIEBIG-
1 H H UNIVERSITAT
Describe problem exactly:  Power company twice a week switches off power. Machines are not The Conseq_“e”t use of problem_solvmg techniques increase S Dsissen
working and thus, I'm not able to produce the spares necessary to repair the probability to overcome barriers
What? the cars/machines of the customer. Therefore, car is not repaired in time. | —
at?
- Lack of power  ———————3> get generator (own, hire, share with others...) Problem solving techniques to overcome barriers
- machine not working ——— buy machine that does not need power for this case

- no spares  —————3 have few spares in storage (those you have to produce with the machine)
- repair car for customer not in time
- no work meanwhile

1. Describe problem
Write down problem

When / how often? \A think about what you could do when no power before (e.g. think of 2. Specify problem (Worksheet 5)

_ twice a week innovations, plan, market, customer care, pricing, calculating stock, Answer all the questions: What? When/how often? Where? Who? Why?  This makes the

- days not predictable book-keeping etc.) problem clearer and makes it easier to find possible solutions.

- daytime not predictable diversify work ! : ! ) ) ) )

yt p 3. Different socurces of information:  Use different sources of information  to get ideas how to
Where? solve the problem. Use your list ,sources of information*.
- whole area e buy spares from someone of another area
=P cooperate with someone from other area who does the same 4. Brainstorming/Brainwriting:  Include your employees/friends/family/supplier...

Who is involved?\ open a branch in other area : i

- power company P 5. Formulate a plan and write down the necessary actions  to overcome the problem. Use

i . worksheet 3 “Planning”
- myse _ give them other work
- employees have no work =~ flexible payment

- competitors have same problem

Why?
- power company switches off power
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Work sheet 3: Planning

JUSTUS-LIEBIG-

Everybody can overcome barriers that occur while pursuing Daessen™

Personal project

Develop your personal project by using all skills you‘ve | earned in this training course

1. Choose one of the short-term goals you‘ve set for your business and write it down. Also write down

how you will get feedback to find out if you completely reached your goal.
-> use “woksheet 1 — Set goal and look for feedback”

2. Gather information of what you need to reach your goal.
-> use “woksheet 2 — Gathering information“

3. Make a plan by writing down the activites needed to reach the goal. Write down for each activity
when you want to start and finish it.
-> use “woksheet 3 — Planning“

4. Write down a plan for next week: write down the first steps you will undertake to reach your goal.
-> use “woksheet 4 — Weekly plan“

5. Think about one problem that could occur on your way towards your goal. Write it down and think

about possible solutions.
-> use “woksheet 5 — Overcoming barriers / problem solving*

Also find an ,implementation partner “and explain him your personal project. Then switch roles.
After you have both finished, make an appointment for next week to talk about the progress of your
personal projects by phone or at a personal meeting. Write down the exact date and time for your
appointment. Continue this exchange by weekly phone calls or personal meetings.
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Goal:
an important goal!
] o PROGRESS X
Actions Start  Finish v = done
0 = in progress
! = delay
Review self-rating questionnaire on overcoming barriers
Please review the ,self-rating questionnaire overcoming barriers*. Concerning which points
do you have to / want to improve?
Uganda, Kampala 72 © Copyright University of Giessen, Germany
JUSTUS-LIEBIG-
UNIVERSITAT JUSTUS-LIEBIG-
@G\ESSEN @g‘l\gggsﬁlﬂﬂ

Review content
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JUSTUS-LIEBIG-

Only people who actually use the skills learned in the trai ning in e
their business profit from taking part in the training cou rse!

The mean sales strongly increased within two years after the

training...

Sales before the
training

Sales 2 years after
the training

...but only for those business owners who actually used the training
content in their business!
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JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

Application contract
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JUSTUS-LIEBIG-

i "9 UNIVERSITAT
Contract with myself eesser

| am conscious that | am responsible for the success and future of my business: | can influence the
circumstances affecting my business by acting self-starting and going new ways , by overcoming
barriers and by considering future opportunities

Starting today, | actively take this responsibility:

« | will introduce new ideas, products or services and ways of marketing.

« | will actively use different sources of information.

« | will set goals for my business and consequently pursue them and not give up facing obstacles.

« | will consider future opportunities and set goals for at least 2 to 3 years.

In the training I've learned the necessary skills to do so. Starting today, | will use these skills in my
business. | am aware that this will cost energy, that sometimes | will have to face obstacles or that

sometimes new ideas won’'t work out. However, | will stay on track and try again. In the course of
time these efforts will pay off.

Starting today, | take the full responsibility for the future and the success of my business.

Place/Date Signature
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JUSTUS-LIEBIG-
UNIVERSITAT
GIESSEN

Show Personal Initiative and use your newly
learned skills in your business!

GOOD LUCK and ALL the BEST!!!!
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A8 TRAINING EXERCISES (Study 2)

Transfer Sheet - DAY 1

Please reflect and answer on this paper the faligwuestions:

* What of the things that I've learned today is intpat for me?
* What of the things that I've learned today do | ianimplement into my business?

¢ What do | want to change in my business or in thg iim managing my business?
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Transfer Sheet - DAY 2

Please reflect and answer on this paper the faligwuestions:

* What of the things that I've learned today is intpat for me?
* What of the things that I've learned today do | w@nimplement into my business?
* What do | want to change in my business or in tag iim managing my business?
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Transfer Sheet - DAY 3

Please reflect and answer on this paper the faligwuestions:

* What of the things that I've learned today is intpat for me?
* What of the things that I've learned today do | w@nimplement into my business?
* What do | want to change in my business or in tag iim managing my business?
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Exercise: Case studies self-starting vs. reactive

Case no. 1 — self-starting business ownewlr. C is in the carpentry business and produces
wardrobes, kitchen units, room dividers, and slhipds. The owner and his two partners
started their business two years ago as a cooperéithas since changed into a partnership
and is in the process of becoming registered amulled for tax payments. The 28 year old
business owner was formerly employed as a foremarbig furniture manufacturing
company. For acquiring knowledge in how to run siess he had joined a book keeping
course at the local business school. Mr. C.’s lassirsteadily grew within the past two years.
He has recently set himself the goal: “double fhe of the business within another two
years”.

Thus, he approached a larger furniture sales coynipanearby area to offer his products.
After being rejected first, he made another treoffg chairs of a special design he had seen
in a European furniture magazine which he buys ane®nth. Finally he got a contract.

In addition, Mr. C. sends out an employee once atmtw surrounding areas to distribute
pamphlets to business owners. The pamphlets shginguiality pictures of his array of
products and advert special offers. For being tbtdfer free door delivery to the
surrounding areas, he rents a van every secondd&gtitom a plumber in his neighborhood.
Mr. C won many clients in the surrounding areas.

Mr. C. actively approaches people working in thepeatry business in other districts to
discuss manufacturing problems, exchange magaairgkgiscuss new designs.

A 64



Appendix A8 Training Exercises (Study 2)

Instruction: Identify self-starting behavior and its consequsnc

What self-starting behavior is shown? What arectiresequences of this behavior?
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Case no. 2 —reactive business ownévir. N. is also a carpenter who buys and renovates
antique style furniture for resale. He startedduisiness, which is informal up to the present
date, in 1980. He had acquired his business kngelddring his time as a delivery driver for
one of the larger furniture manufacturers in totte.has never sought training or any other
source to get better ideas of antique furniturestigggles to classify the different pieces of
furniture he is working with, what makes marketargl pricing more than difficult. For the
past years he has been using a book from one ocbhesagues in town for classifying his
furniture.

His workshop is located in an enclosed industri@haaSince customers living outside this
area are his main clients, access is one of hi$ pressing problems. He has no own
motorized means of transport what forces him tbrsglgoods at the roadside of the nearby
highway. He has no intentions to change this sdnand is not looking for a different
approach of gaining access to his customers.
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Instruction: Identify reactive behavior and its consequences.

What self-starting behavior is shown? What arectiresequences of this behavior?
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Exercise: Daily routine

Instructions Please write down the business activities yoletdone during your last
working day (write down even small activities ligkeaning up your shop/your desk).

Day:
Time | Business activity

Alternative behavior:

A 68



Appendix A8 Training Exercises (Study 2)

Case studies: “Innovation”

e Innovation concerning product
Case study Mrs. D. and her husband were unemployed andtogaverty when they
decided to start a business in manufacturing wobdy started in 1991 and had no
employees. Because of the bad economical situtiteynactively searched for other
small business owners in order to link up with theemd form a joint venture.
Consequently, they obtained cheaper supplies and bandle larger orders. They
searched for a market niche and focused on manuiiagtdouble banks (bedsteads) for
all hostels in the area. They did not wait for oasers. In the beginning, Mrs. D. did the
marketing herself, she went from hostel to hosi# wictures and a price list on her
double banks. Because of the good “word-of-moutibppganda they nowadays have

too many orders to be able to handle them all.

e Innovation concerning process
Case study Mr. A. is a formally-registered consultant fok&ion and accounting. He
established his firm in 1990 and has two employldeswvants to reach his goals of
“improving the way to offer a service” by adding magement consultancy to his
services and work on a more international scalealsi@ wants to improve customer care,
which he intends to do by delegating more workisoemployees and by spending more
time with the customers himself. His main advantagé¢he market is his firm’s
personalized customer care, which goes far beywatdof larger, more anonymous
companies. He combines this advantage with his mdvanced professional and

educational background, which goes far beyonddhather smaller firms.

* Innovation concerning advertising
Case study Mr. S. and his brother started their own busineSsnanufacturing and
distributing biscuits in 1993. They deal with stoend sell in bulk and business took off
well building up a solid client base. To also targangle households they have been
working on a ,bonus-system“for customer referraisilar to the clicks club card.
Satisfied customers who bring in new clients wal @iving a choice of free biscuits at
the end of each month depending on the numberfefraés by them, giving them an

incentive for active word-of-mouth advertising.
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Sources of information for innovative ideas — casstudies of innovative business owners
from Africa

Mr. F. is a plumber. He took part in a course fookkeeping at a local NGO. He is now on
the mailing list and regularly gets information abbusiness courses. Also he is invited once
a year to an event organized by the NGO where exgehaf ideas between business owners
from different lines of business is initiated. Atd event he had a conversation with a
constructer about different ways of marketing. Ftbim day on they started a cooperation in
advertising: whenever one of them gets a conteaecebommends the business of the other
one to his customer.

Mrs. H. invites her best customers twice a yeaafbitle “shoe-party” in her shoe store. They
chat, have coffee and try on various shoes. Mrsisds these parties to find out what
additional products her customers would like talfin her store and why they also buy from
her competitors. These “shoe-parties” enable heteotify new trends and stay ahead of her
competitors.

Mrs. P. sends out an employee in regular termaatyae the displays of her competitors’
shops. Afterwards, the employee designs the disgglagr own shop in a way that differs
from all the others. He also includes a speciaratie others not make.

Mr. S. wanted to increase his marketing activibgsadding one new way of marketing. He
decided to gather ideas by walking around in d#féparts of the town. He paid attention to
the ways of marketing of various stores. On thent&in a hairdresser’s shop he saw
pamphlets of a shoe store that was located inaime street. The pamphlets could be used as
discount tickets in the shoe store. Mr. S decidedietlsign pamphlets worth 5% discount and
display them in shops in his area.

Mr. K. owns a grocery store. Last time visiting histher, who lives in a different city, he
used this chance to walk around and gather nevg.id®hen he bought a newspaper, the shop
assistant gave him a little paper and put a stamp éle was told that having five stamps he
will get one newspaper for free. Mr. K introducédstkind of marketing in his own grocery
store.

Mr. M. drives to other districts every third monifhere he actively approaches business
owners in the same line of business to chat albentls, marketing ideas and to exchange
magazines.

Mr. J. is making furniture. On a regular basis begjinto internet cafes. He visits the
websites of American and European furniture stemther ideas about new designs. This
enables him to always make furniture of the lasgde. Thus, he’s always one step ahead of
his local competitors.

Mrs. G. was always irritated when driving the higtybecause of the missing median strip.
She went to the local town council offering to painA contract was made allowing her to
employ two workers on a daily basis. Two montherlahe owned her own business
specialized in street painting.
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Goal setting exercise “Venus - right & wrong goals”

Venus started a catering service in 1994 afteowuarjobs in formal employment, including
work as a food parasite controller for the heattrecsection of the government. Before
starting her catering enterprise, she had madaraiplwhich she determined several goals for
his business:
* She wanted to start a restaurant with a cooking are
* She wanted to cater lunch and dinner for companigsyn
* She wanted the restaurant to offer good food, whestple would enjoy eating.
* She wanted to offer a good service and a nice @mvient for having dinner. She
planned to get as much feedback by the customgrssasble find out if her service is
good enough and if she reached that goal

* She wanted to become the best-known restauraidt mréa.

Venus considered all of these goals to be equalhortant and was therefore unsure
about which goal she should start with.

Instructions:
Applying the “goal setting learning-points” to thdase study,
- Venus’ goalswhat is good?

- Venus goalswhat should be different?
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Exercise: Goals for your own business

1. Write down a long-term, a goal you want to reacln 2 years, here:

Is your goal formulated concerning the learninghpobf “good goal setting”?
( ) Measurable:

( ) Terminated:

( ) Specific:

( ) High:

( ) Realistic:

( ) self-starting (introduce something new):

Re-write goal concerning learning points here:

2. Write down a middle-term goal, a goal you wantd reach in 1 year, here:

Is your goal formulated concerning the learninghpobf “good goal setting”?
( ) Measurable:

( ) Terminated:

( ) Specific:

( ) High:

( ) Realistic:

( ) self-starting (introduce something new):

Re-write goal concerning learning points here:

3. Write down a short-term goal, a goal you want t@each in 2 to 3 months:

Is your goal formulated concerning the learninghpobdf “good goal setting”?
( ) Measurable:

( ) Terminated:

( ) Specific:

( ) High:

( ) Realistic:

( ) self-starting (introduce something new):

Re-write goal concerning learning points here:

AT2



Appendix A8 Training Exercises (Study 2)

Case study “Overcoming barriers”

Mrs. V., thirty-three years old, owns a businesthatownship of Khaelitsha. She makes
school uniforms that are sold locally to a schadKhaelitsha. She started her business in
1995 because she was unemployed.

While working at a tailor shop, she received praitiraining, gained knowledge about
machinery and fabrics and learned about what wedeatkto run a business. After a year of
unemployment she decided that she wanted to sadvn business. From money she had
saved, about 2.000 Rand, she bought a second-kaumgsmachine and fabrics to start with.
She started to work at home to save money.

Because of the competition from Asia in the cloghimdustry, she decided to make school
uniforms, which were not imported from other coiedr Thus, she thought she had found a
niche in the market. She went to her children’snary school in Khaelitsha and tried to get a
contract with the school so that she could at Iselétsome of her products. This was not
successful and she found that she certainly hatlewn the only person to have the idea of
producing school uniforms.

She then chose the personal approach and askediftbey needed school uniforms for
their children. This proved to be a better stratgy provided her at least with some
customers. She used the word-of-mouth advertisrigea marketing strategy. After a year
she was able to buy another second hand sewingimeach

In order to be able to produce more school unifoshs realized that she needed more space
than she had at home but unfortunately she couldffard to pay for the rent of workplace

all by herself. Thus, she asked a number of friemdkthen finally found another business
owner, who was looking for someone to share a wadewith. Thus, Mrs. V. only had to

pay low rent and was satisfied with having a woakpl

Although the number of customers and sales incdediseng the last year, she continues to
look for new opportunities for her business.
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Self rating questionnaire on “self-starting & active behavior & innovation”

How many new products/services did you start to More 2 1 None
produce or offer within the last year? than 2

How many products do you produce or sell or howMore 2 1 None
many services do you offer that your competitors than 2

do not do?

How many sources to learn did you use within the More 3 1to2| None
last year (e.g. take part in course, read books...)?than 3

How many different sources of information (e.g., More 3 lo02 None
asking customers) do you use to get new ideas ffothan 3

your business?

How many different ways of marketing & More 3to4 lo2 None
advertising did you use within the last year (e.g.| than 4

distributing pamphlets)?
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Self rating questionnaire on “goal setting”

How many goals do you have for your business[? Mare2 to 3 1 none
than 3

How many of your goals do you have written all some only | none

down? for 1

How many goals do you have about introducingl More 2t03 1 none

something new (new product/service, way of than 3

marketing...)?

How many goals do you have for the future (goals More 2 1 none

that you want to reach in two years or later) than 2

If difficulties occur when trying to reach my goals totally | rather | rather | not at

| keep my goals in spite of these difficulties. true true not | all true

true
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Self rating questionnaire on “planning”

For how many of your goals do you know already More 2 1 none
what things you have to do in order to reach than 2
them? (e.g. what material, how much money, how

much time you need)

For how many of your goals do you have written More 2 1 none

down the things you have to do in order to reach than 2

them?

| also make plans for goals that | will reach ireon totally | rather | rather | not at

or two years. true true not | all true
true

For how many problems that could occur when More 2 1 none

trying to reach your goals do you already know| than 2
how you will try to overcome them?
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Self rating questionnaire on “feedback”

How many different sources of information | More than | 3to 4 lto2 none
do you use to find out how you could improyé
your products or services (e.g., asking

customers is one source of information)?

How much time per week do you spend in | More than | 30 Less none
getting information to find out how you could2 hours minutes to| than 30
improve your products or services? 2 hours minutes

Do you also ask customers what is gobd | regularly | sometimes seldom no
concerning your products instead of what is
good or what they like?

| also think what the feedback | get means for totally rather true| rather| not at

the future of my business and true not true | all true
products/services.

| also look for feedback from sources of totally rather true| rather| not at
information that are rare and difficult to use true not true | all true
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A8 Training Exercises (Study 2)

Self rating questionnaire on “overcoming barriers”

How many creativity techniques do you uséore 2 1 none
to solve your problems? than 2

How many different sources of information More 2t03 | 1 none
do you use for getting ideas to solve your| than 3

problems?

| always think about problems that may | Not true | Rather Sometimes Totally
occur in the future and about possible not true true
solutions for those problems. true

When problems occur when you wantto | Spend a| You Don't don’t
implement something new: is it better not|ttot should | spend spend
spend much energy in trying to solve the | energy | spend | much any
problems? energy | energy energy
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Contract with myself

I am conscious that | am responsible for the swscaed future of my business: | can influence
the circumstances affecting my businesatiyng self-starting, by going new waysand by

not giving up.

Starting today, | actively take this responsibility
= | will introduce new ideas, products or serviced aays of marketing

= | will set goals for my business, consequently parem and not give up when

facing obstacles
= | will actively use different sources of informatio
= | will think about the future consequences of miyars
In the training I've learned the necessary skdlsld so. Starting today, | will use these skills
in my business. | am aware that this will cost ggethat sometimes | will have to face
obstacles or that sometimes new ideas won’t wotktéowever, | will stay on track and try

again. In the course of time these efforts will p#y

Starting today, | take the future and the succéssydusiness in my hands.

Place/Date Signature
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Training for Success

JUSTUS-LIEBIG-
) UNIVERSITAT
' GIESSEN

Name:

Name of business:

Location:

Line of business:

Products / services:

Additional information (age, interests...)

Phone number:
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A9  MANUAL OF SCALES (Study 2)

Scale: Self-Efficacy

Source: Schwarzer, R., & Jerusalem, M. (1995). General&eftEfficacy Scale. In: J.
Weinman, S. Wright, & M. Johnston (Edd9V)easures in health psychology: A
user’s portfolio. Causal and control beligfsp. 35-37). Windsor, UK: Nfer-Nelson.

Scale
Alpha .761
Mean 3.37
SD 47
N 100
Item Scale Label ITC
2selefl 1-4 | can always manage to solve difficult problemistify 430
hard enough.
2selef? 1-4 If someone opposes me, | can find means and waysttad 347
what | want.
2selef3 1-4 It is easy for me to stick to my aims and acconhpiis/ 400
goals.
2selefa 1-4 I am confident that | could deal efficiently with 452
unexpected events.
2selef5 1-4 Thanks to my respurcefulness, | know how to handle 205
unforeseen situations.
t2selef6 1-4 | can solve most problems if | invb&t necessary effort. 407
2selef7? 1-4 | can remain ca_llm wh_gr) facing difficulties becalisan 508
rely on my coping abilities.
2selefs 1-4 When | am cpnfronted with a problem, | can usufitigl 489
several solutions.
t2selef9 1-4 If  am in a bind, | can usually thioksomething to do. 491
t2selefl0 1-4 il;lo matter what comes my way, I'm usually able todia 494

Note: ITC = Corrected Item Total Correlation.
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Scale: Proactive Personality

Source: Seibert, S., Crant, M., & Kraimer, M. (1999). Proae personality and career
successJournal of Applied Psycholog§4, 416-427.

Scale
Alpha .605
Mean 5.79
SD .73
N 100
Item Scale Label ITC
t2sppersl 1-7 | am constantly on the lookout for new ways to ioya 172
my life
t2sppers2 1-7 Whereve( I have been, | have been a powerful flice 340
constructive change.
t2sppers3 1-7 Nothlng is more exciting than seeing my ideas tota 030
reality
t2sppers4 1-7 If | see something | don't like | fix it. .072
t2sppers5 1-7 No mqtter what the odds, if | believe in sometHingll 529
make it happen.
t2sppers6 1-7 I love pglng a champion for my ideas, even agaittetrs 276
opposition.
t2sppers7 1-7 | excel at identifying opportunities .260
t2sppers8 1-7 I am always looking for better ways to do tlsing 411
t2sppers9 1-7 If | bglleye in an idea, no obstacle will preverg from 532
making it happen.
t2sppers10 1-7 | can spot a good opportunity long before athoam. 416

Note: ITC = Corrected Item Total Correlation.
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Scale: Risk Taking

Source: Cable, D. M., & Judge, T. A. (1994). Pay preferenaed job search decisions: A
person-organisation fit perspectiversonnel Psycholog$7, 317-348.

Scale
Alpha .672
Mean 3.06
SD 1.00
N 100
Item Scale recoded | Label ITC
t2riskir 1-5 Yes I am not willing to take risks when choosing a fmba company 416
to work for.
t2risk2r 1-5 Yes | prefer a low risk and high security job with aatly salary ove 472

a job that offers high risks and high rewards.

| prefer to remain on a job that has problems ithabw about
t2risk2r 1-5 Yes | rather than take the risk of working at a new jodt thas .457
unknown problems even if the new job offers greegrards.

t2risk2r 1-5 Yes | view risk on a job as a situatto be avoided at all cost. A74

Note: ITC = Corrected Item Total Correlation.
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Transfer Motivation

Source: Self-developed

Scale
Alpha .870
Mean 4.43
SD .46
N 47
Item Scale Label ITC
To what extend do you think that after this tragnjrou
t2Isps 1-5 will look if your product/service fits the futureeads of .682
your customers more than you did before the trgihin
To what extend do you think that after this tragnyou
t2lsids 1-5 will look for more information from different sougs than| .665
you did before?
To what extend do you think that after this tragnjyrou
t2Isis 1-5 will seek more information that you can use atterlpoint| .416
of time than you did before?
To what extend do you think that after this tragnyou
t2lsri 1-5 will use more resources to get information thatrare anq .578
difficult to get than you did before?
To what extend do you think that after this tragnyou
t2lsanp 1-5 will spend more time anticipating possible business .597
problems than you did before?
To what extend do you think that after this tragnjyrou
t2Ispla 1-5 will not wait until things happen in your businebst act .583
out plans immediately than you did before?
To what extend do you think that after this tragnyou
t2Isplaf 1-5 will plan towards future opportunities more tharuyid .569
before?
To what extend do you think that after this tragnjyrou
t2lsint 1-5 will introduce more new things into your businesart .241
you did before?
To what extend do you think that after this tragnyou
t2lsgo 1-5 will have more goals with a longer time frame ofpibly .551
two to three years for your business than you dioie?
To what extend do you think that after this tragnjyrou
t2Iskeeg 1-5 will keep your goals even in spite of difficultiexore .618
often than you did before?
To what extend do you think that after this tragnyou
t2lsdsfe 1-5 will look for more different sources of feedbackthyou .562
did before?
To what extend do you think that after this tragnyrou
t2lsfe 1-5 will use more sources of feedback that are rare and .605
difficult to find than you did before?
Note: ITC = Corrected Item Total Correlation.
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Scale: Perceived Training Utility

Source: Self-developed

Scale
Alpha .793
Mean 4.82
SD 31
N 47
Item Scale Label ITC
tousss 1-5 Do you think the part self-starting and innovatias 704
useful for your business?
t2usis 1-5 Do you thlnk the part seeking information is usdful 479
your business?
t2usgs 1-5 Do you think the part goal setting is useful fouyo 570
business?
t2uspla 1-5 Do you think the part making a plan is useful imiyo 266
business?
t2usfe 1-5 Do you think the part feedback is us&fulyour businessP .510
t2usps 1-5 Do you thlnk the problem solving techniques argulder 743
your business?
t2usft 1-5 Do you think the component future thinking that was 514

trained is useful for your business?

Note: ITC = Corrected Item Total Correlation.
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Scale: Initiative Behavior

Source: Self-developed, based on Frese, M., Fay, D., HjbuyrT., Leng, K., & Tag, A.
(1997). The concept of personal initiative: Openadiization, reliability, and
validity in two German sampledournal of Organizational and Occupational
Psychology, 70139-161.

Scale
T1 T3
Alpha .805 .894
Mean 1.67 .195
SD .76 1.00
N 100 100
Iltem ITC ICC
T1 T3 Scale | Label T1 T3 T1 T3
. . itiative i jor — itative initiative i .941 .908
t1ip1gn t3ip1gn 05 Initiative |n_behaV|or guantitative initiative ip 495 723
quality testing
t1ip1g| @ipig| 0.5 | Initiative in behavior — qualitative initiative in 551 789 .928 .904
quality testing
. . itiative i jor — itative initiative i .894 .888
t1ip2gn t3ip2gn 05 Initiative in bghawor guantitative initiative ip 529 497
problem solving
. . itiative i jor — itative initiative i .900 914
t1ip2q| t3ip2q 05 Initiative in b(_ehawor qualitative initiative in 584 598
problem solving
t1ip3gn 3ip3gn 0.5 | Initiative in behavior — quantitative initiative ip 495 734 .872 .890
approaching a goal
. . itiative i jor — itative initiative i .875 .889
t1ip3g| t3ip3g| 05 Initiative in behavior — qualitative initiative in 565 778
approaching a goal
. . itiative i jor — itative initiative i .966 .945
t1ipdgn t3ip4gn 05 Initiative in behavior — quantitative initiative in 447 648
introducing changes
t1ip4g| 3ipag| 0.5 | Initiative in behavior — qualitative initiative in 500 665 951 .963
introducing changes

Note: ITC = Corrected ltem Total Correlation; G two-way mixed effect model of intraclass correlatmefficient.
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Initiative for product/marketing assessing thet plaisee months

Source: Self-developed, based on Frese, M., Fay, D., HjburT., Leng, K., & Tag, A.
(1997). The concept of personal initiative: Openadiization, reliability, and
validity in two German sampledournal of Organizational and Occupational
Psychology, 70139-161.

Scale
T1 T3
Alpha .782 .806
Mean 1.08 1.93
SD .95 1.14
N 100 100
ltem ITC ICC
T1 T3 Scale | Label T1 T3 T1 T3
- - T L .925 .920
tlii2bn t3ii2gn 0-5 | Quantitative initiative in ad¥ising 575 .593
tlii2bl t3ii2ql 0-5 | Qualitative initiative in advésing .586 .583 945 921
- - T . .956 .934
t1ii3bn t3ii3gn 0-5 | Quantitative initiative in pradt/service .637 .682
. - TR . .942 .954
t1ii3bl t3ii3ql 0-5 | Qualitative initiative in prodit/service .568 .638
Note: ITC = Corrected ltem Total Correlation; G two-way mixed effect model of intraclass correlatefficient.
Scale: Initiative for product/marketing assessing thet yasar

Source: Self-developed, based on Frese, M., Fay, D., HjburT., Leng, K., & Tag, A.
(1997). The concept of personal initiative: Openadiization, reliability, and
validity in two German sampledournal of Organizational and Occupational
Psychology, 70139-161.

Scale
T1 T4
Alpha .813 .876
Mean 1.49 2.22
SD 1.02 1.21
N 100 95
Iltem ITC ICC
T1 T4 Scale | Label T1 T4 T1 T4
. . TR - .918 .906
tlii2an tdiiagn 0-5 Quantitative initiative in adtising 543 715
tlii2al tdiiaqgl 0-5 Qualitative initiative in advising .657 .693 939 906
. . TR . .942 .947
tlii3an tdiipgn 0-5 Quantitative initiative in prodt/service 722 .806
. . P . .961 911
tlii3al tdiipgl 0-5 Qualitative initiative in prodiw/service .618 .759
Note: ITC = Corrected Item Total Correlation; G two-way mixed effect model of intraclass correlatmefficient.

A 87




Appendix

Scale:

Source: Fay, D., & Frese, M. (2001). The concept of persontative: An overview of

Overcoming barriers

A9 Manual of Scales (Study 2)

validity studiesHuman Performance, 1497-124.

Scale
T1 T3
Alpha .826 .853
Mean .00 .00
SD .73 .76
N 100 100
Iltem ITC ICC
T1 T3 Scale | Label T1 T3 T1 T3
i - i .957 .948
2t10b13b | zt30b13b  factual| NuUmPber of bariers overcome —set1 (big g, | 677
order & employee quits)
L . .837 .818
ztlob13s zt30b13p 0-5* Proactivity in overcomingrigas .613 .662
. . - .845 .809
ztlob13p zt30b13s 0-5* Persistence in overcomimgdra .597 .646
. 971 .950
ztlob24b zt30b24b) 0-5* Number of barriers solved 64.5| .536
ztlob24s zt30b24p 0-5* Proactivity in overcomingrieas 575 .733 835 862
. . - .832 .832
ztlobh24p zt30b24g 0-5* Persistence in overcomimgdra .582 .586
Note: * z-standardized; ITC = Corrected ltemal@orrelation; ICC %wo-way mixed effect model of intraclass correlatimefficient.

Scale:

Overall personal initiative scale

Source: Self-developed, second order scale

Scale
T1 T3/T4
Alpha .640 771
Mean -.00 -.02
SD 76 .83
N 100 100
Iltem ITC
T1 T3/T4 Scale | Label T1 | T3/T4
zxtlipov zxt3ipov 0-5* | Initiative behavior 414 .622
zxtlobto zxt3obto 0-5* | Overcoming barriers .489 .528
zxtliaap zxtdiiap 0-5* | Initiative for product/marketing 445 .668
Note:

* z-standardized; ITC = Corrected Itemal@orrelation; ICC two-way mixed effect model of intraclass correlatmefficient.
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Short-term growth

A9 Manual of Scales (Study 2)

Source: Self-developed, second order scale

Scale
T1 T3
Alpha .872 .861
Mean .08 .70
SD .78 .59
N 100 100
Iltem ITC
T1 T3/T4 Scale | Label T1 T3
t1ses3m t3ses3m 1-+1 Did the sales within the I_ast three months 794 796
decrease/stay the same/increase?
t1sep3m t3sep3m 1-4+1 Did the profit within the Igst three months 763 717
decrease/stay the same/increase?
tlsec3m t3sec3am 1-+1 Did the amount of customers W|th|n the last three 709 701
months decrease/stay the same/increase?
Note: ITC = Corrected Item Total Correlation.
Scale: Overall success index
Source: Self-developed, second order index
Index
T1 T4
Alpha .661 .622
Mean .00 .00
SD .87 .85
N 100 95
Item Scale Label ITC
T1 T4 T1 T4
ztlempto ztdempto Factualt Number of employees 494 451
zaverslo zt4sallo Factual® Sales level (logarithm) 494 451
Note: * z-standardized; ITC = Corrected Iltemal@orrelation.
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Al10 ALTERNATIVE CALCULATIONS SUCCESS (Study 2)

Because of outliers in the sales level measuremantook the logarithm of sales and
excluded one outlier. Presented below are thetsegtithe calculations with the original sales
level and without exclusion of outliers.

Results of ANCOVAS

Effect Size

Inter- Time Group
action effect effect

Measure effect only after
Before Training After Training TG training
Test
M SO M SD df value*l p  Etaz d d
Analyses of Covariance (Training/Nontraining x Repeted Measures Interaction)
Sales Level (in Mill. Ugande ., TG 47 2.660 3.269 3.389 4.192
Schilling) TI-T4 oG 48 5602 122133817 9430 + #00 <05.04 .19 .06

T1- TG 47 -.05 .58 .20 .57
T3/T4 CG 53 .04 .83 -25 .78

Note. Line of business and control appraisal wectided as covariates in all ANCOVAsSHotellings Trace; %standardized scale; T1 =
before training; T2 = directly after training; T34=to 5 months after training; T4 = 1 year aftairting; TG = training group; CG = control
group; M = mean; SD = standard deviation; df = degrof freedom; p = level of significance.

Overall Success Scafe 1 1336 <.01 .12 .43 .66
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Testing the necessary conditions for mediation: Re#is of regression analyses

Predictor / Step B SE B B R2 AR2
Analysis 1: Effect of Training on the Post Traini@gerall Personal Initiative Scale (T3/T4)
1. Controls A7 A7+
Control Appraisal -.13 .05 -.26**
Line of Business -.29 15 -.19*
Overall Personal Initiative Scale at T1 .26 .10 *24
2. Training vs. Control Group 1.25 A1 T7* .65 48%*
Analysis 2: Effect of Training on the Post Traini@gerall Success Scale (T3/T4)
1. Controls .30 .30**
Control Appraisal -.03 .04 -.06
Line of Business -.24 A2 -17*
Overall Success Scale at T1 .53 .09 52
2. Training vs. Control Group A7 12 .33% .39 .09**

Analysis 3: Effect of the Post Training Overall Bamnal Initiative Scale (T3/T4) on the Post Trainldgerall Success
Scale (T3/T4)

1. Controls 31 31+
Control Appraisal -.03 .04 -.06
Line of Business -.24 A2 -.18*
Overall Success Scale at T1 .53 .09 .53
Overall Personal Initiative Scale at T1 -.07 .08 08-.

2. Training vs. Control Group -.05 .19 .04 m .
Overall Personal Initiative Scale at T3/T4 .33 A7 .38*

Analysis 4: Effect of Training on the Post Traini@gerall Success Scale (T3/T4) when controlledHerRost Training
Overall Personal Initiative Scale (T3/T4)

1. Controls 44 A4
Control Appraisal -.02 .04 .05
Line of Business -.14 A1 -.10
Overall Success Scale at T1 .52 .08 52
Overall Personal Initiative Scale at T1 -.16 .08 17%,
Overall Personal Initiative Scale at T3/T4 .36 .08  .40*
2. Training vs. Control Group -.05 .19 .04 44 .00

Note. T1 = before training; T3 = 4 to 5 months iaftaining; T4 = 1 year after training; * significtat.05 level (2 tailed); ** significant at
the .01 level (2 tailed).

Bootstrapping revealed a strong, significant meaie¢ffect of Pl at the < .01 level
(99% bias corrected confidence interval for theraxt effect of training on success wasd{Cl
=.0762, .8037).
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All GERMAN SUMMARY

Unternehmertum ist von fundamentaler BedeutungliglEntwicklung der Wirtschatft.
Hierlber herrscht Einigkeit unter Wissenschaftherschiedenster Fachgebiete (e.g., Autio,
2005; Baumol, 2002; Birch, 1987; van Stel, 2006)tdgnehmertum wirkt als Katalysator fur
Innovation, fur die Schaffung von Arbeitsplatzerddar eine gesunde Wirtschaft. Eine
besondere Bedeutung kommt Unternehmertum in Enlwigslandern zu, wo es gezielt als
Mittel zur Bekampfung von Armut und Arbeitslosigkgefordert wird. Die Erkenntnis der
wirtschaftlichen Bedeutung von Unternehmertum reigie akademische Interesse an diesem
Thema an. Wissenschaftler aus unterschiedlicherifidisen widmen sich der Forschung
nach Faktoren, die erfolgreichem Unternehmertunmundg liegen und versuchen zu
ergriinden, wie diese Erfolgsfaktoren gefordert warkibnnen.

Die vorliegende Dissertation konzentriert sich auaen dieser Erfolgsfaktoren, den wir
als einen zentralen unternehmerischen Faktor s€heser Faktor ist Eigeninitiative.
Eigeninitiative ist ein Verhaltenssyndrom, das silainch selbstinitiiertes, proaktives
Verhalten und durch Bestandigkeit angesichts vdm&rigkeiten und Hindernissen
auszeichnet (Frese, Kring, Soose, & Zempel, 139&)nunternehmer mit hoher
Eigeninitiative initiieren ihre Handlungen selbsiduwvarten nicht, bis ihnen aul3ere Umstande
Handeln aufzwingen. Sie bereiten sich voraussclhthwri zukinftige Probleme und
Maoglichkeiten vor. Sie geben nicht auf, wenn Himisse die Verwirklichung ihrer
selbstgesetzten Ziele erschweren.

In Korrelationsstudien und Langzeituntersuchungarde der theoretisch postulierte
Zusammenhang zwischen Eigeninitiative und unterreglsthem Erfolg (Koop, de Reu, &
Frese, 2000; Zempel, 1999) und Eigeninitiative Lestung von Mitarbeitern (Tornau &
Frese, 2009) bestatigt. Auch fur Proaktivitat (dieenponente von Eigeninitiative) wurde
empirisch eine positive Korrelation mit unternehisgliem Erfolg nachgewiesen (Rauch,
Wiklund, Lumpkin, & Frese, in press; Koop et abD0B; Krauss, Frese, Friedrich, & Unger,
2005). Eindeutige kausale Aussagen, dass Eigeatiagizu hoherem unternehmerischem
Erfolg fuhrt, kénnen aus diese Studien jedoch radigeleitet werden. Hierzu misste ein

experimenteller Versuchsaufbau angewandt werden.
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Die vorliegende Dissertation prasentiert eine Raliis mit einem experimentellen
Versuchaufbau. Wir haben, abgeleitet aus der Engetivetheorie, eine Intervention
entwickelt, um Eigeninitiative bei Kleinunternehmeau férdern. Wenn diese theoretisch
abgeleitete Intervention in einem Feldexperimentimer Erh6hung von Eigeninitiative fihrt,
und wenn diese Erhdhung der Eigeninitiative wiedeaine Steigerung von
unternehmerischem Erfolg bewirkt, dann ist der tbgsch vorgeschlagene
Kausalzusammenhang zwischen Eigeninitiative undraebmerischem Erfolg
nachgewiesen. Dieses Ergebnis wirde fur die Annaprexhen, dass Eigeninitiative ein
zentraler Faktor fur erfolgreiches UnternehmertamDie Intervention, die wir entwickelt
haben, um Eigeninitiative zu fordern, ist ein digiges Eigeninitiative-Training.

Die vorliegende Dissertation enthalt zwei sepa®telien. Studie 2 evaluiert das
Eigeninitiative-Training an 100 Kleinunternehmennkiampala, Uganda. Studie 1 ist ein
Review von Trainings fur Kleinunternehmern. Bettathvurden 27 Evaluationsstudien von
Trainings, die in Entwicklungslandern durchgefiadrden. Dieser Review ermdéglicht, das
von uns entwickelte Eigeninitiative-Training mitrbas bestehenden Trainings zu vergleichen
und Unterschiede herauszuarbeiten.

Die zweite Studie bestétigte unsere Annahme, dggenibitiative ein zentraler Faktor
fur unternehmerischen Erfolg ist. In einem LangEalkdexperiment mit vier
Messzeitpunkten und einer wartenden Kontrollgrugygeduierten wir die Effekte des
Trainings auf den vier Ebenen nach Kirckpatrickd@;9Reaktion, Wissen, Verhalten und
objektiver Erfolg). Die 100 Studienteilnehmer wumndweer Zufall auf Trainingsgruppe und
Kontrollgruppe aufgeteilt. Das Eigeninitiative-Tmang fihrte zu einer signifikanten
Erh6hung von Wissen und eigeninitiativem Verhal&imdem stieg der Unternehmenserfolg
in der Trainingsgruppe signifikant an, wahrend én Kontrollgruppe der Erfolg sank. Diese
Daten wurden vier bis funf Monate nach dem Trairerigpben. Die positiven Effekte des
Trainings bestétigten sich in einer erneuten Meg®im Jahr nach dem Training. So stieg
beispielsweise die Anzahl der Mitarbeiter in deaifimgsgruppe um durchschnittlich 2.8
Mitarbeiter pro Teilnehmer, wahrend in der Kongalippe die Mitarbeiterzahl sank (-1.8
Mitarbeiter pro Unternehmer). Diese Langzeiteffeqpeechen dafir, dass das Training zu
einer stabilen Verhaltensanderung in Richtung héhigeninitiative gefihrt hat. Wie

angenommen fungierte Eigeninitiative als Mediateiszhen Training und Steigerung des
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Unternehmenserfolgs. Eine Bootstrapping-Analysédbigse eine volle Mediation durch
Eigeninitiative auf dem .05 Signsifikanzniveau.

In der ersten Studie, einem Review, wurden 27 E&talosstudien von
Unternehmenstrainings betrachtet. Die Studien satiten die Effekte von 10
Unternehmertrainings. Es wurden alle verdffentikchtind unverdffentlichten Studie in
diesen Review aufgenommen, die in Entwicklungslamderchgefihrt wurden und tber
Literaturrecherche identifiziert werden konntenea Studie stellt somit die (meines Wissens
nach) umfangreichsten Review in der Literatur zdddmehmertum dar. Der Review deutete
darauf hin, dass alle 10 untersuchten Trainingsprogie zu einer Steigerung in
unternehmerischem Erfolg fuhrten. Unser neuentvtiekedEigeninitiativetraining
unterscheidet sich von den bereits existierendaerdehmenstrainings bezuglich Inhalt und
Trainingsdauer. Aul3er unserem Eigeninitiativetragrkonzentriert sich ein weiteres
Unternehmenstraining auf einen einzelnen psychetbgin Faktor: das Achievement
Motivation Training von McClelland (McClelland & Wier, 1969). Die tbrigen acht
betrachteten Trainingprogramme verfolgen einentBaeidansatz. Sie beinhalten neben dem
Training von psychologischen Faktoren (z.B. Krdtity Proaktivitat oder
Emotionsregulation) die Férderung von Managemetigfeziten (z.B. Erstellung eines
Businessplans oder Kenntnisse in Buchhaltung) hadtien nachgeschaltete Interventionen
(z.B. personliche Beratung) und erleichtern denafggzu finanzieller oder materieller
Unterstltzung. Auf der einen Seite haben solchéli2nedansatze den Vorteil, dass sie ein
breites Spektrum an méglichen natzlichen Inhaltasteaken, auf der anderen Seite beinhaltet
diese Ansatze das Risiko, dass Teile des Inhaltsiiipe Teilnehmer Uberflissig sind. Dies
ist der Fall, wenn die Teilnehmer das vermitteles$&n bereits besitzen oder gar nicht erst
bendtigen. Unser Eigeninitiativetraining und dasigeement Motivation Training hingegen
konzentrieren sich auf jeweils einen zentralen uneemerischen Faktor, von dem
angenommen wird, dass er fur alle Teilnehmer voohtifkeit ist. Hohe Eigeninitiative bei
Kleinunternehmern geht zudem mit der Motivatiorhein proaktiv auch aufRerhalb des
Trainings Wege zu suchen, sich das Wissen anzugigas flr das erfolgreiche Fuhren des
eigenen Unternehmens bendtigt wird.

Die Trainingsdauer bildete ein weiteres Untersalmeggmerkmal zwischen unserem
Eigeninitiativetraining und den untersuchten egignden Unternehmertrainings. Acht der 10

betrachteten Trainings erforderten mehr Anwesesstemden (durchschnittlich ca. zwei
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Wochen) als unser Eigeninitiativetraining. Dies#git einer Dauer von drei Tagen sehr
kurz. Eine hoéhere Trainingsdauer geht in der Remler mit hheren Kosten fur Teilnehmer
(z.B. Teilnehmergebuihr, Verlust an Produktionss&miin Unternehmen) und
Trainingsanbieter (z.B. Trainerhonorar oder Rauntejie

Auf Basis der Ergebnisse von Studie 1 und Studiehint unser neu entwickeltes
Eigeninitiativetraining eine vielversprechende Atigtive zu bereits etablierten
Unternehmertrainings darzustellen: Erstens, dasifigafihrt zu einer Steigerung des
Unternehmenserfolgs; zweitens, es konzentriertaidleinen zentralen Faktor fir
unternehmerischen Erfolg und enthalt daher keirgflilssigen Inhalte; drittens es ist mit
einer Dauer von drei Tagen sehr kurz und daheekgsinstig fur Teilnehmer und Anbieter.

Eine weitere Erkenntnis aus Studie 1 betrifft Anzaid Qualitat der identifizierten
Studien, die Unternehmertrainings in Entwicklungdkirn evaluieren. 27 Studien wurden
identifiziert, eine relativ geringe Zahl, wenn marBetracht zieht, dass jedes Jahr
zehntausende Unternehmer diese Trainingskurse tesugudem ist die methodische
Qualitat der Mehrheit der Studien auf einem niegligliveau.

Die vorliegende Dissertation liefert einen Beitrag Entwicklung evidenzbasiertem
Unternehmertums (vgl. Frese, Schmidt, Bausch, Rau¢tabst, 2005; Rauch & Frese,
2007). Experimentelle Feldstudien mit aus der Tieesmingeleiteten Intervention kénnen die
Kausalzusammenhénge zwischen Faktoren und unteansicilem Erfolg testen. Die
Interventionen kdnnen anschlie3end zur Férderumgwbernehmerischem Erfolg eingesetzt
werden. Die Arbeit zeigt die Relevanz eines indivichzentrierten psychologischen Ansatzes
in der Kleinunternehmerforschung. Mit dem Verhatgmdrom Eigeninitiative wurde ein
indiviuumsbasiertes, praktisch brauchbares Konstrmkontext des Kleinunternehmertums

untersucht und angewandt.
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