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ABSTRACT

The aim of this study was to explain sustainabditusiness Development Services
(BDS) in Kenya. The study was conducted throughutdee of Grounded Theory
methodology on eleven BDS providers, two BDS fatlis and one donor agency
and four small enterprise (SE) entrepreneurs. Datdlection and analysis took 12
months spread between the months of May 2008 amlisAl2010. The study
established that BDS Providers venture into busings different motives. The
motives were classified into three as extrinsi¢timsic and philanthropic motives.
The study established that there are BDS Provigdns venture into and sustain
their businesses mainly for intrinsic and philarthic motives. The study showed that
while it is true that BDS Providers strive to reeowosts and possibly make profits,

this is not the major reason why some stay in lassin

The study showed that there are multiple conceptamfr‘sustainability” depending
on providers’ strategic response; background chégastics; start-up motives;
ability to identify and close gaps; situational des; perception of the business and
the meaning attached to business. These multipheembions of “sustainability”
affect the way continuity is pursued and sustaiiddS becomes sustainable in the
traditional economic sense of covering costs witenprovider manages to identify
and fill at least 9 specific demand and supply sgips. The gaps relate to
awareness, value, trust, quality, capacity, willegs to pay, appreciation, ability to
pay and perception. BDS Providers identify and eltse gaps in their market using
a number of strategies. The strategies were clipnbduct, price, simultaneous
collaboration and competition, trial and error ardiversification which differ by

situational context.

The study showed that filling some of the gapsiregicollaboration among service

providers. Filling other gaps require the actiontbe industry as a whole. The study



further showed that perception of the providera imajor factor that influences how
they do business and whether they stay in busifidss.study offers a number of
theoretical contributions which have both theorati@nd practical implications.
First BDS philanthropy suggests that evaluation peffformance and/or success
should not be based purely on mercantile princidde$s should also combine the
socio-cultural impact of the business. It also sglg that the measure of success
should not be generalized across business sectorwithin a business sector.
Philanthropic motives may also justify spending lubesources on such people
because they have a mission to impact on othergar@img perception, the study
recommends that policy makers should take a deltbezffort to improve perception

of potential opportunities in small-scale businesse
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CHAPTER ONE

INTRODUCTION

1.1Background

The term Business Development Services (BDS) rdteis wide range of non-
financial services provided by public and privatg@iers (BDS providers) to
entrepreneurs to help them operate efficiently tangrow their business with the
broader purpose of contributing to economic growthployment generation and
poverty alleviation (Miehldradt & Mc Vay, 2003). &lservices include assistance
with market access; input supply; technology amblpct development; training
and technical assistance; infrastructure; polioydadcy and alternative financing
mechanisms (Miehldradt & Mc Vay). These services eitical to the survival
and growth (Evans and Volery, 2001; Gibson et2001), entry, productivity,
competitiveness of micro, small and medium entegar{MSMES) (Esim, 2001).

Support for MSMEs dates back to early 1970s whenai$ widely justified in
terms of its alleged poverty reducing effects. $hevices have traditionally been
called non-financial services and have generalgniggrovided in packages along
with other financial and non-financial services [@oark, 1996). During the later
part of the 1980s and early 1990s, the range of BRS expanded to include
developing network and clusters, and providingrimfation in areas of equipment
technology, markets, physical facilities and shasedvices (Esim, 2001). In
addition to the diversification of services, empbkasn a more client-based
approach began to evolve. In the mid to late 199Bere was a growing
awareness that if programs were to be sustaintdid@des had to be a shift in BDS
from supply-driven to demand-driven and market oespre programs.
Sustainability, impact, outreach and cost effectess began to emerge as

performance indicators for BDS (Esim).



1.1.1 History of Business Development Services

Until the early 1990s, business support model vessity supply driven; support
was predominantly centrally organized and admirgsteby governments, and
heavily financed by foreign donors (Caniels & Ram005) and the state (SDC,
2000). The key providers of BDS were governmentnags and Non-
Governmental Organizations (NGOs). This ‘converdlbrapproach to BDS,
emphasized donors’ (supply-side) view of what wasdgfor SMEs, focused on
training and counseling and viewed SMEs as grateéueficiaries of charity.
These standard public policy incentives designectreate dynamic business
development services market were not successfuV@y& Miehlbradt, 2001).
After many years of funding and endeavor, the tesuére disappointing (Gibson
et. al., 2001; Caniels & Romijn, 2005). The progsasuffered from widespread
corruption and inefficiency, lacked outreach, intpand relevance (Caniels &
Romijn). Majority of programs and institutions dgsed to support small
enterprises reached and assisted only a minoritythef small enterprises,
(Farbman & Steel, 1992; Mahemba & Druijn, 2003; |LZD03). In developing
countries, majority of small scale enterprises rlieed sluggish activities
struggling for survival (Caniels & Romijn, 2005).itW regards to sustainability
public organizations supported to deliver servicessumed resources with little
or no income from SME clients and continued to delpen aid. Little was
achieved in terms of creating sustainable formmstitutional support (European
Union, 2000).

The supply-side approach was however, deemed t@appeopriate in many
developing countries where markets for BDS suffdrech small enterprise lack
of information about services and their potentiehdfits. BDS practitioners
argued that BDS needed to be subsidized, promotgd@mnetimes even required

in order to access finance until such a time thatentrepreneurs in a community



realized the value of the BDS (McVay & Miehlbra@)01). In response to the
failures of the supply-side approach; ‘commercigipraach’ to BDS was

developed.

A key feature of the commercial approach was tHaSRlelivery was organized
along commercial lines with an indirect facilitaivole of donors, NGOs and
developmental agencies. BDS facilitators target@chfe sector service suppliers
(called “BDS providers”™) with technical assistarared incentives and encouraged
them to initiate and launch new services and erger markets (Miehldradt & Mc
Vay, 2003; CDAs, 2001). In addition, stringent coeroial criteria were
imposed; new services had to quickly prove theirtivon the market by means of
a demonstrated willingness to pay on the part aillsemterprise clients. Services
that failed to pass this test within a short tirpars (typically months) after their
launch automatically disappeared because BDS tkaois withdrew their support
to the BDS providers (Miehlbradt & McVay, 2003).tBbugh some successes
were achieved, the commercial approach too prowebet especially inept in
reaching the poorest segments of the small enserpspectrum (Caniels &
Romijn, 2005).

The failures of the supply-side approach and thamoercial approach led to a
paradigm shift. Isolated BDS practitioners arounel globe, determined to reach
large numbers of firms through sustainable deliveiBDS experimented with
and developed innovative ways of delivering BDSt thwuld overcome the
challenges of the traditional programs (McVay & Nlleadt, 2000). They
realized that the key to both sustainability andcess was a more rigorous
pursuit of the “market paradigm” a key (but notegatomponent of which was a
focus upon profit activities in the provision ofrgiees to small scale enterprises
(McVay & Miehlbradt 2001; CDAs, 2001; Bear et ab(3).



The ultimate goal of BDS under the market develapnapproach is to enable
small enterprise clients to buy services of th@nahoice from a wide array of
products primarily offered by unsubsidized privasector suppliers in a
competitive and evolving market (McVay & Miehlbrad2000). The market
approach highlights the need for services to beigeal at cost-covering rates and
by providers who operate in a demand-driven andinbas-like manner
(Altenburg & van Drachenfels, 2006). In additioensces should be regarded as
commercial products; the companies that receiwacs as customers rather than
beneficiaries while providers should always chaiges which should be high

enough to secure the provider’s financial sustalitab

Market Development Approach is driven by the belreft objectives of outreach
and sustainability can only be achieved in well eleped BDS markets. The
Market Development perspective recognizes that ghevision of operating
subsidies to particular suppliers may crowd ouepttrivate sector suppliers who
do not receive subsidies, (McVay & Miehlbradt, 2D0Dherefore, it emphasizes
that the goal of market intervention should beteroome the market failures as
well as to take advantage of opportunities to egpdwe service market for SEs.
That the government should play a role that fitthwis core competence as a
provider of public good. The central task in BDS rke# development is
facilitation i.e. development resources should b®tused to support the delivery
of BDS directly but to play a catalytic role in fquting the development of
markets (Gibb, 2003). He noted that while the ‘cartional’ SME development
interventions, projects ask: ‘what problems do besses have and how can | help
to solve them?’ a market development perspectives:ashat problems do
businesses have and why is the market environma&npnoviding solutions to

them?’



1.1.2 Types of BDS

BDS can be categorized according to the followiasjif, 2001):

() Type of servicegnamely, technology and product development, tnginor
technical assistance)lhe most common form of interventions are trainamgl
technical assistance. These services develop thecita of enterprises to better
plan and manage their operations and to improue téehnical expertise.

(if) Sector of servicegsub-sector, sector, or multi-sector progran)sub-sector
is defined by the final product or commodity sushsdk or maize. A sub-sector
analysis examines the vertical supply chains withinsub-sector, diagnoses
opportunities and constraints and prescribes istdgrons (Kantor, 2000).

(i) Level of services(enterprise, meso or macro level initiatived}t the
enterprise level, marketing, technology accesyuaaing and legal services have
proven to be viable services (Goldmark, 1998).the intermediate level, BDS
programs concentrate on building and strengtheoapabilities of intermediary
institutions while at the macro level interventiconcentrates on building an
enabling policy framework, creating an environmeonducive to business
growth, and eliminating barriers and administrativedens imposed by legal and
regulatory systems (Esim, 2001).

(iv) Scope of servicgsninimalist or package programsh terms of scope, BDS
programs can be minimalist with single intervensicsuch as training-only or
marketing-only services or a package where a nurabelifferent services are
combined or linked to microfinance (Esim, 2001).eTiminimalist strategy is
perceived to be better in terms of sustainabilitd acost efficiency while
integrated strategies can be more effective an@ Inaare impact although they
cost more and need subsidies (Kantor, 2000).

Strategic focus of services (could be income gdimgraor entrepreneurship
development)If income generation is the focus, then the ratie is mainly
welfare and poverty alleviation. Such programs ptarthe production of lower



guality products using traditional skills and lawKocus on the market (Mayoux,
1995). An enterprise development focus in BDS iseddaon demand-driven

and market-responsive provision of services wificiency as the guiding
principles in the programs (Esim, 2001). Table highlights examples of
services under different categories of BDS.

Tablel.1: Services under different categories of B®

Market access

Market research
Market information
Trade fairs
Product exhibitions

Advertising; Packaging
Marketing trips and meetings
Subcontracting and outsourcing etg¢.

Infrastructure

Storage and warehousing
Transport and delivery
Business incubators
Telecommunications
Courier

Money transfer

Information through print, radio, TV
Internet access, computer access a
secretarial services, etc.

Policy and| Training in policy advocacy | Direct advocacy on behalf of
advocacy Analysis of policy constraint§ MSMEs; Sponsorship of
and opportunities conferences; Policy studies etc.
Input supply | Linking MSMEs to input Facilitating establishment of bulk
suppliers; Improving buying groups; Information on input
suppliers’ capacity to deliver| supply sources, etc.
quality inputs
Training and| Mentoring Counseling / advisory services
Technical Feasibility studies Legal services
Assistance Business plans Financial and tax services
Franchising Accountancy and bookkeeping
Management training Technical training, etc.
Technology Technology transfer / Facilitating technology procurement;
and  Producti commercialization Quality assurance programmes;

Development

Linking MSMEs to
technology suppliers

Design services, etc.

Alternative Factoring companies Facilitating supplier credit
financing providing capital for Equipment leasing and rental, etc.
mechanisms | confirmed orders

Equity financing

Source: ILO, 2003, pp.3

The actors in the BDS sector include small entsesri(SEs), BDS providers,
BDS facilitators, donors and governments (CDAs, 130G mall enterprises are

the actual or potential clients of BDS provider$ey include micro, small and



medium enterprises (MSMESs) that are mostly prafiérted. BDS providers are
the supply-side actors that are in direct contaith wmall enterprise clients
(Hileman & Tanburn, 2000). BDS facilitators supp@&DS providers, develop
new service products, promote good practice, afld provider capacity. Donors
provide funding for BDS projects and programs. Goweents like donors may
provide funding for BDS projects and programs. Bey®DS interventions, the
principal role of governments is to provide an dmgoenvironment for small
enterprises and BDS providers, as well as pubicdgosuch as basic

infrastructure, education and information servigéideman & Tanburn).

Potentially, a wide range of providers offer BDS #mall enterprises.
Environments that are conducive to small enterpaseelopment provide
relevant and differentiated BDS on an informal ornfal basis. In the most
entrepreneurial situations, private-sector comgaraad formal and informal
networks are the most important players (Gibsoalet2001). Potential providers
include the following: (i) Government and governmerganizations: can be local
or federal government. (ii) For- profit businessésany size or ownership form,
ranging from self employed to large corporatiomg. Business networks: can be
formal or informal (iv) Business membership orgatians namely sector
associations, chamber of commerce and employeganizations whose principal
role is advocacy. (v) Not-for-profit businessesed® include nongovernmental
organizations but also universities and educatiorsitutions.

1.1.3 The importance of Business Development Sereg

Business Development Services are very importaransieof supporting the
development of micro, small and medium sized entp (MSMES). The

services generally seek to raise the profitabifityd enhance the growth and



competitiveness of enterprises, which directlyaaitheir incomes (UNDP, 2004).
The services also help small enterprises to learrintplement competitive

business practices and strategies (OECD, 2004)eTiséncreasing recognition in
developing as well as in developed countries ofried for appropriate policies
to develop BDS markets and to encourage the pamviand use of BDS. BDS
markets are becoming more and more important atcie@ufor 25-35 percent of

GDP in most high income economies and perhaps dfathis in low-income

countries (Gibb, 2003). Business services haverhea@mong the highest growth
sectors in most economies (Gibb). InternationalB&Bs considered to be the key
to enhancing performance in manufacturing and amdce sectors. An effective
and efficient business service sector has also iearified as useful to economic

growth (Central Institute for Economic Managem&g3).

BDS aims at increasing the sales of small entexprasd reducing their costs so
that they can grow and become more profitable (Mgt & McVay, 2003).
This growth and increased productivity leads toreéased income for owners,
increased employment for people in the communitg anonomic growth for
other businesses in the same market (Miehlbradt &/&§). According to
(USAID, 2008), the creation of well-functioning BDBarkets is the best means
of providing micro, small and medium enterpriseshwa wide array of useful
affordable and high quality services. The natur@DS required depends on the
sector and stage of enterprise development buti¢lgeee to which the services
meet the needs of the entrepreneur has a majaremdé on business success
(Gibson et al., 2001).

Understanding how BDS market works is importantaose BDS is a very vital
means of supporting the development of the smadirprise sector (UNDP, 2004)

to make the sector adopt competitive business ipescand strategies especially



in the phase of globalization (OECD, 2004). As glatation is intensifying,
many business opportunities are opening for smafl emedium businesses
(Caniels & Romijn, 2005) but so are numerous chgis and problems (Beyene,
2002). Only a small segment of small enterprisesgble of making full use of
new business openings and coping effectively witledts without assistance
(Caniels & Romijn, 2005). It is generally agreedttemallness confers inherent
competitive disadvantages and that some exterpglostiis needed to help small
enterprises reach their full potential (OECD, 2004)

Most small enterprises lack effective organizatiamsl knowledge of modern
management techniques. Thus as noted by Beyeng)(Zh0all enterprises need
to upgrade their management, quality and deliveqyacity in order for them to
enjoy the benefit that globalization promises. lfnida for example, most small
enterprises are far from meeting the conditions teking advantage of the
promise of globalization. Services to promote amdhamce small enterprise
competitive performance therefore constitute imguarpolicy instruments both in
economically advanced countries of Western Eurtdpe USA and Japan as well
as in developing countries (OECD, 2004).

1.1.4 Meaning of Sustainability

Sustainability comes from the verb to sustain; nreato hold up, to bear, to

support, to provide, to maintain, to keep goingkeéep up, to prolong, to support
the life of (Chambers Concise Dictionary). It iscamplex concept. Different

people perceive sustainability in different waysl @0 it is difficult to arrive at a

consensus on the issue (Buchanan et al., 2005).



Hitchins (2000) defines sustainability in the couitef BDS market development
as the supply-side capacity to ensure that reledsfifierentiated BDS continue to
be offered to and consumed by SMEs beyond the ghasfoan intervention.
Mayoux (1999) defines sustainability as being dbleneet the goals now and in
the long term. In small enterprise developmenait be defined in different ways
and applies to both small enterprise and the semprovider (Kantor, 2001). In
terms of small enterprise, sustainability implies firm’s ability to survive on its
own or without other external assistance, and tamiaclude an evaluation of the
payback or profitability of the investment madepuarchasing support services
(McVay, 1999). For the service provider, definingtainability is more complex,
with some stating it as the ability to maintainvéegs and impact after funding
ends (McVay); and other defining it as the abitbymaintain a continuous level
of services with funds from various sources (Eddgeahal. 1996). Thus while

the former excludes subsidies, the latter does not.

Sustainability also depends on the level of analyllcVay (1999) argues that
sustainability also depends on whether one is a@sted in sustainable service
delivery or sustainable institution. In additiomstainability is closely related to
cost and so is influenced by the organizationiscétire, service delivery approach
and culture (Edgcomb et al., 1996). Others haventifiled three levels of

sustainability namely; (i) individual BDS, which rcde financially sustainable
and even profitable for the provider; sustainapiliteing represented by the
proportion of the direct costs charged as fee¥;ofganizations and companies
which provide the services which may aspire to bezosustainable and
independent, both financially and institutionakystainability being represented
by the proportion of overall costs charged as &a$ (iii) the small enterprises
using those services, which may experience sustaimeprovements in

performance as a result; sustainability being tak®nhe survival rate (Tanburn,
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1998). Sustainability is closely related to cost and sasitinfluenced by the
organization’s structure, service delivery approaold culture. The ability of an
organization to generate new sources of earnednacto decrease costs through
partnerships and linkages and to solidify relatiaith funders are all important

for achieving sustainability (Edgcomb, et al. 1996)

The Committee of Donor Agencies on Small Entergri€&DAs) (2001) define
sustainability of BDS to mean that the provision BIDS should be able to
generate enough revenue (excluding revenue fromitable sources) to cover all
costs. This definition is based on a private sele@dmarket economy framework
which reflects the fundamental belief in the prpies of a market economy. In a
market economy the state has a role in providingeabling environment, in
correcting or compensating for market failures, amdhe provision of public
goods, but not in the direct provision of privateods that can be more efficiently
provided by the market. The assumption here isrttggority of BDS are private
goods and are thus similar to any other service smdnarket rules apply.
Therefore, with appropriate product design, deljivand payment mechanisms
BDS can be provided on a commercial basis evehetdoivest segment of the SE
sector (CDAs). Altenburg and von Drachenfels (20060ed that CDAs’ (2001)
definitionrests on the assumptions that customers are withregver the full cost
of the services and that privatized service markafply the amount of services
needed to raise the overall competitiveness otthall enterprises (Altenburg &

von Drachenfels) which may not be the case.

Altenburg and Stamm (2004) strongly criticize thmwe definition on a number
of grounds; (i) that it presupposes that BDSPs ams-analysis systems that
enable them to determine the total cost and adequate of each service product
they provide which may not be the case; (i) tha¢ tmarket development
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approach underestimates the degree of marketdaiudeveloping countries; (iii)
that even in industrialized countries where sengogply is usually of good
quality and firms are able to pay sizable fees,yr&anvices are not provided on a
cost covering basis; (iv) that most BDS productstam ‘public’ and ‘private’
goods elements in them and as such markets camoeid@ socially optimal
solutions (v) that the benefits of most BDS produate long term and indirect
which means that BDS market may not be ready feinass and, (v) that even
BDS provided by business-like suppliers are higiipendent on institutional
clients such as donor financed NGOs and that teerecovery rates are usually
low even in industrialized countries (Altenburg &8 m). UNDP report (2004)
also indicated that even in advanced economiesptbeision of BDS is not
financially sustainable without on-going publicentention in the form of grants
and other forms of support. These arguments raism@amental question as to
whether or not sustainability of BDS in developioguntries can be evaluated

based purely on the principles of a market economy.

1.1.5 Kenya’s Micro and Small Enterprise (MSE) Sector
Micro and Small Enterprise Sector (MSE) has beerogeized throughout

developing countries as an engine to developmedt @ a vehicle towards
fulfilling the Millennium Development Goals (MDG¢)LO, 2008). The need to
promote and support small-scale and informal ent&p has been recognized in
Kenya since 1972 (ILO, 1972). The government of y&emas made explicit
commitments to SME development in a series of $aakiPapers. Sessional
Paper No. 1 (1986), entitled “Economic ManagemenRenewed Growth” laid a
foundation for the establishment of microfinancstitations (MFIs). Sessional
Paper No. 2 (1992), on the Small Enterprise andKaliaDevelopment in Kenya

was geared towards improving existing policy, tlegulatory environment,
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gender specific issues and policy measures aim@u@bving access to credit
facilities and the provision of non-financial sexes.

However, in Kenya, the data on the MSE sector &c& National Micro and
Small Enterprise Baseline Survey (Central Burealstatistics, National MSE
Baseline Survey, 1999) indicates that the contidoutof the MSE sector
increased from 13.8% in 1993 to 18.4% in 1999. & labour force in this
segment (1-50 employees), 99% was concentratecténpgises with less than 10
workers, while only 1% comprised firms with 10-5@oyees. The increasing
role of the MSME sector is confirmed by the Kengawgrnment in its Economic
Survey (2003). According to the survey, total emgpient recorded in the
informal sector increased from 3.7 million employee 1999 to 4.2 million in
2001 to 5.1 million in 2002, and from 1.74 milliom 1.76 million employees in
the formal sector in the same period. The rep@® &hdicates that in 2001, the
informal sector accounted for 72.8% of total empleynt opportunities. This
percentage rose to 74.3% in 2002 and 76.5% in B@fiighting the potential of

the sector (Economic Survey).

The 1999 National Survey further revealed that anlery small percentage of
MSE actually access any form of non-financial basgassistance. Only 7% of
MSEs in the Baseline Survey had received any fdrrmoa-financial assistance in
the previous four years despite the increasing munab formal and informal
organizations in the country offering all typesnain-financial assistance in form
of business skills and entrepreneurship, pracskdls, technical assistance, and
marketing supporit is however, worth noting that this data has heen updated
since 1999 (ILO, 2008). In addition, there is nomgwehensive data on the status

of BDS in Kenya. The data that exists are thosedividual organizations.
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Although the MSE sector experienced substantialwtrofrom 2000-2002,
increasing to 2.8million enterprises and MSE emplegt of 5.1 million persons,
accounting for 74.2 per cent of total employment2002 (Economic Survey,
2003); the draft Ssessional Paper on DevelopmehktSEs (2004) acknowledges
that a number of constraints need to be addre$ted MSE sector is to realize
its full potential namely;
i. A deteriorating infrastructure which negatively iagbs on the SME
competiveness;
ii. A high cost of credit and unavailability of long cammedium term
financing;
iii. A burdensome and costly regulatory environment;
iv. An unfavourable tax regime;
v. An inefficient legal and judicial system;
vi. Limited access to reliable market data and tratitea@ information, and
poor access to markets;
vii. Scarce IT resources;
viii.  Poor coordination of association and institutions;
ix. Inadequate access to business skills and technology
X. Insecurity of tenure;
xi. Gender inequality; and

xii. Insufficient business development service providers

In their report, Stevenson and St-Onge (2005) nothdt in Kenya,

entrepreneurship had only recently been positi@sed valued economic activity.
Members of the MSE sector were more likely to hstagted an enterprise “out of
necessity”- there were no employment alternativegher than because of the

“opportunity” they perceive in doing so.
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One of the strategies of the Kenyan Governmenttevasipport the formation of
the MSE associations so that they could provideniess support services to
members. Following the release of the 1992 Sseaisidaper, the Government
facilitated the formation of 300 sectoral assooiadi with 6,000 members located
all over the country, along with an umbrella asaben, the Kenya National

Federation of Jua Kali Associations. By 2002, o0 primary Jua Kali

associations belonged to the Kenya National Feideraf Jua Kali Associations
These associations provide forums for Jua Kali nmasbto exchange

experiences, and to support coach and inform ether.o

Namusonge (1999) and Ngugi (1999) noted that basiséart-up, survival and
growth training was offered by a wide array of Kanygovernment agencies,
private consulting firms and NGOs including the IECstart and Improve Your
Business (SIYB) training. Ngugi (1999) reportedtttizere were 500 registered
business development service (BDS) providers inyiden 1999. These services
supplemented those of business one-stop shopsuaittkbs service centres both
initiated with donor support. Havers (1999) alstedathat in addition to the array
of formal and informal private sector providerseréh were a variety of primarily
aid-funded services ranging from counseling andhitryg services offered by
different organizations through the combined tragnand financing package of
the Informal Sector Programme, to the strongly pigvedfocused approaches of
NGOs. Other organizations providing support ses/iceMSEs are Kenya Gatsby
Trust, The British Council, USAID and UNDP among@erts. Given the diversity
of the services provided, the impact of BDS intetian is relatively diffuse
(ILO, 2008).

In his assessment of the business support envinoinfoe MSE development,

Ngugi (1999) outlined several weaknesses in the@tpsystem as lack of a
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coherent national training policy; lack of sustdiity of organizations offering
BDS; lack of trained personnel, staff motivatiomkhges with private sector
organizations and adequate implementation fundgjquation o the activities of
association; and ineffective transfer of nationaliqy objectives to district plans
and annexes.Beyene (2002) asserted that in spite of repeatetlicpu
announcements about the assumed importance of M&Ewany African

countries as instruments of development, most edjaynly lukewarm support.
MSEs lacked effective organization and knowledgenuidern management
techniques. Organizations created to promote thene wot sufficiently prepared
for the task and the interface with policy-makeedt Imuch to be desired.
Furthermore, even though non-financial services eweavailable, their

effectiveness was doubtful (Beyene, 2002).

ILO report (2008) also revealed that BDS providams oriented mainly towards
large firms. On the demand side, past dependencgowernment agencies for
these services, often at highly subsidized ratase tblunted MSES’ orientation
toward seeking private BDS providers who have @ewded out. However, the
report indicates that Kenya with its long privaecter tradition has significant
potential to establish sustainable financial, bessnand other service markets
suitable for MSEs (ILO). In this thesis the termgmm and small enterprises

(MSEs) and small scale enterprises (SEs) are usedthangeably.

1.2 Problem Statement
Business Development Services (BDS) generally seekaise profitability,
enhance growth and competitiveness of small-scalergises (UNDP, 2004).
International experience shows that access to BD&ssential for growth and
development of small enterprises (Dawson, 1997)ha® Ageba (2006) noted

that availability of and access to efficient highatity BDS enables small
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enterprises to acquire new skills and productswkmav, technology and markets
in an increasingly competitive and global environie\ vibrant BDS sector is
essential for small enterprise development paditylfor African economies
where most small-scale enterprises lack effectrgamizations and knowledge of

modern management techniques (OECD, 2004).

The concept of BDS dated back to 1970s. The edd$ Brograms were supply-
driven, were of poor quality and were often confite management training
(Sievers & Vandenberg, 2007). In developing coestrienterprise promotion
efforts were based on the belief that the smalles@ntrepreneur was an
individual that required continuous subsidizationthe form of free training,

ready-made feasibility studies, purpose-built indak estates, marketing
assistance, credit below-market interest rate andirmous advice (Dawson &
Jeans, 1997). However, as Gibson et al., 2001 ameS & Romijn, 2005 noted

the supply driven support programs achieved lgtiecess in terms of outreach,
impact or sustainability (Gibson et al., 2001; @& Romijn, 2005).

Over time this changed; BDS practitioners cameetdize that the only way to
provide quality BDS and make these services salfasning was to use business
principles and instruments; by BDS becoming a hassnitself and selling the
services that clients want at a market price (Bgal., 2003). The market model
highlighted the need for services to be providedast covering rates and by
providers who operate in a demand-driven and basinenner (Altenburg & van
Drachenfels, 2006). Under the market model, cliotsBDS are no longer
government or donor agencies but the SE entreprenglitchins & Gibson,
1999). However evidence shows that developing countrierganizations
offering BDS are either still weak or offering naseful services to MSEs
(CDAs, 2001; Caniels & Romijn, 2005). The financglstainability of these
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enterprises has been a problem, with many operatihg with donor subsidies
(de Ruijter-de Wildt, 2003). For example, in Ugandgomugisha (2001) noted
that institutions offering BDS were either still ake or offering non-useful
services to MSEs (Government of Uganda (GoU)/Migisf Finance, Planning
and Economic Development (MFPED), 2008).

However, existing research on BDS has been typifigd disparate and
inconsistent methodologies (SDC, 2000). In develgpcountries, academic
research on the genesis, sustainability and/oitpbility of BDS business is still
insufficient; research agenda has been driven gndstl donors. Most donor
funded research has focused on how the concepD& Bas evolved over the
years (McVay & Miehbradt, 2001; Bear et al, 200&igBrson, 2006).There is
limited agreement among practitioners and scholans what constitutes
sustainable BDS (SDC, 2000); or how sustainable BDSness is built (Gibb,
2006). Different scholars define sustainability different ways (Gagel, 2006;
Buchanan et al.,, 2005; Mayoux, 1999; Tanburn, 1¥8jcomb et al., 1996).
Caniels and Romijn (2005) noted that there arecurigeviews that have tried to

distil common success and failure factors acrosgrnammes and countries.

Caniels et al., (2006) also argue that not enosginderstood about the factors
driving BDS success. Most studies on BDS in Kehgge concentrated on the
operations of the voucher scheme (Riley et al. 12@hillips and Steel, 2003).

Others focus on the operations of BDS programsndividual donor agencies

(Havers, 1998; USAID, 2008; ILO, 2008)avers (1999); Namusonge (1999);
Ngugi (1999); Economic Survey (2003) all noted tahough a range of BDS

providers were offering BDS to small enterpriset@edn Kenya, they were

insufficient. Ngugi (1999) added that these BDS&skéd sustainabilityThe

guestions that beg therefore are; can BDSPs playetitrepreneurial role of
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identifying opportunities and creating sustainablgsinesses in a developing

country like Kenya? If so how do they do it?

Miller and Toulouse (1986) cautions that researamdifigs often differ

systematically across different groups of firms amider different business
environments hence findings in one business enwigsrt may not be applicable
in another environment. Wijewardena and Garry (12980 noted that causes of
success and failure of firms vary from one courttryanother, depending on
economic, geographical and cultural differencesiceehere is need to carry out
empirical investigation in different countries. @ip(2002) adds to this debate
and argues that theories originating in developedintries have limited

applicability in developing countries. This studyught to establish through the
use of grounded theory, how sustainability of BCf be explained in Kenya.
Through an in-depth investigation, the study soughéxplain how sustainable
BDS is built in a developing country context withet hope of generating

propositions that could guide future research agend

1.3Research Questions
To achieve the above objective, the study soughtanewer the following
guestions:
(a) What motivates people to venture into BDS busimes&enya?
(b) How and why do some BDS providers in Kenya succeetuilding
sustainable business whereas others do not?
(c) What do these successful providers do differenttynf those whose

businesses are not sustainable?

1.4 Rationale for the Research

The study sought to establish how and why some BBfviders succeed in
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building sustainable businesses while others dofrooh a developing country
context. The results of the study will have botreattetical and practical
significance. First, the importance of BDS sec®not questionable judging by
the amount of debate it has generated among ther @dgencies and the amount
of money they (donor agencies) and some govern@agencies have spent to
develop the sector. Understanding how BDS markeksves important for the
following reasons. BDS can contribute to developirgoels such as economic
growth, employment generation as well as povertgviadtion. BDS is a very
important means of supporting the development ef MSE sector (UNDP,
2004); to make MSE sector adopt competitive busir@actices and strategies
especially in the phase of globalization (OECD, £00The creation of well-
functioning BDS markets is the best means of piiagidnicro, small and medium
enterprises with a wide array of useful affordabled high quality services
(USAID, 2008). Finally an effective and efficienidiness service sector is useful

to economic growth (Central Institute for Econoianagement, 2003).

Second, understanding the actions of the BDS peosjchow and why they do
what they do may assist policy makers and donon@gs who are interested in
expanding the BDS sector in designing appropriedelyrct, delivery and payment
mechanism and offer BDS on a commercial basis. Kimisviedge will go a long
way to support the small enterprise sector as Welbrder to expand the BDS
sector the policy makers and the donor communigdrte understand the actions
of the providers; they need to understand why {lpegviders) do what they do.
Furthermore knowing how providers build sustainadBI2S will be of practical
importance to existing and potential BDS providers® may use the information
to develop effective strategies for responding fwe tchanging market
environment. The study also seeks to address th#enbhes which the BDS

sector is facing and the coping mechanisms thatisable providers use to
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address these challenges.

Third, study will extend our theoretical knowledgéout how BDSPs build
sustainable business in the context of a developmmtry like Kenya. Although
sustainability was examined in the context of BR$ deemed to be relevant in
answering the broader questions of why some miedosmall enterprises survive
and thrive while others do not or why some micrd amall enterprise operators
succeed and not others. Sustainability is alsongwoitant indicator of success.
Hence understanding how sustainability is built gana long way in explaining
how success is achieved in the context of smatidirThe study also makes a
methodological contribution by applying groundee@dty methodology in the
context of management. As Bryman (1988) observedpite of the frequency
with which Glaser and Strauss and the idea of gtedrtheory are cited in the

literature, there are comparatively few instandassapplication.

Finally, empirical findings of the study will helpform future academic research.
As already mentioned most of research on sustdityabi BDS has been driven
by donor rather than academic interests. Lastlystely is also driven by the
researcher’s personal drive to make a contributathe body of knowledge both

from a practical point of view as well as fulfillmieof an academic requirement.
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CHAPTER TWO

LITERATURE REVIEW
2.1 Introduction

In this chapter theoretical and empirical literatiare discussed. A common
misconception is that grounded theory method méalusvork before a literature

search (Allan, 2003; Suddaby, 2006). This howeigra contradiction of the

original principle of grounded theory methods as farward by Glaser and

Strauss (1967) who persuaded researchers to useateyial bearing in the area.
Suddaby (2006) notes that the real danger of gnowledge in grounded theory
is not contamination of the researcher’s perspedbiut rather the likelihood of

forcing the researcher into testing hypotheseseeitvertly or unconsciously,

rather than observing. Strauss and Corbin (1998la@xthe role of literature as a
foundation of professional knowledge and refermedt tas literature sensitivity.

The review of the pertinent literature should ré\aarent thinking in an area but
should not bring about any hypotheses (Moghadd@@6)2

The chapter is divided six sections: In section; ame discuss Sustainability and
performance of BDS followed by a review of BDS Tsactions in section two.

Section three looks at firm performance and iteeedents. Section four reviews
firm strategy and its influences on firm survivabdagrowth. Section five gives the

sources of literature. The chapter concludes withapter summary.

2.2 Sustainability and Performance of BDS Business
Sustainability is not a ‘clearly formulated concejt business literature. The
concept is ambiguous, multidimensional and contihg®ifferent researchers
have used different approaches to generate diff&reds of evidence (Buchanan,
et al., 2005). Different people perceive sustailitgghn different ways and so it is

difficult to arrive at a consensus on the issue.il®Viorganizations that are
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committed to earning profit only consider financsaistainability without talking
about institutional, social and environmental issuerganizations that are
involved with development attach a higher valusustainability (Sharma, 2008).
CGAP (2003) states that sustainable means repeatabis definition has two
facets of sustainability namely sustainability df@nsaction and sustainability of
the organization. Sustainable transactions are atapke while sustainable

organizations have structure and incentives toaiejpansactions (CGAP).

According to Owen et al., (2001) organizations gt ibusiness to create long-
term performance and values. A sustainable higliopeance organization is
therefore one that is able to remain responsiveddketplace expectations; and
sustain the behaviours required to meet marketmapectations. They note that
ability of an organization to sustain the delivefyquality products and services
is essential for its long-term success. They oleskthree major deterrents to
sustaining high performance in organizations: Fsshior leadership often has an
inaccurate understanding of the marketplace in khtte organization must
compete, which often lead to inappropriate visimmssion and strategy. Second,
the behaviour required to successfully implemestlibsiness strategy are often
out of alignment with customer and marketplace ieguents. Third,
organization systems and process often fail to sdphe organization’s vision
and strategy. As a result organizations focus @hraeasure wrong things (Owen
et al).

In a study to investigate the behavioural dimensainsustainable service
improvements, it was found out that in most comesarihat were unable to
achieve sustainable service improvements, managelisved that providing
services were beyond the scope of their competereid that it was too risky to

invest resources in an area that did not use #uditibnal competencies of the
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company (Gebauer & Fleisch, 2007). According tohern and Hogarth (1986)
risk aversion is a basic characteristic of humacisien making. Risk aversion
explain why managers prefer risk-free outcomes rofesting resources in
improving products to the uncertain outcome of stwg in improving services
(Kusyk & Lozano, 2007). Another barrier which mainit investment in
improving services arises from the fact that mamageay not believe in the
economic potential of extended service businessyK& Lozano). Ross (1977)
established that people attribute undesirable outsoto people rather than to
system structures (although both are necessary).ekample, managers push
their employees to improve service business, bunhaofocus sufficiently on
setting up the structures and processes that aessery for sustainable service

improvements — this is what Ross calls “fundameattaibution error”.

In an exploratory study (Daniel et al., 2004) sdughframe the factors, both in
the external business environment and within imbligi organizations, which
influence e-marketplaces sustainability. They dafire-marketplaces as web-
based systems which enable automated transactiading or collaboration

between business partners. They adopted a setwd$dd group interviews with
managers that provided an opportunity to uncoveh $actors from their actions
and intentions. Their analysis of the responsesltegs in seven factors which
were thought to influence sustainability of e-mapkaces. Their analysis showed
that the factors operate at three inter-relate@léemamely the macroeconomic
and regulatory level, the industry level and thdividual firm level. At the

highest (macroeconomic) level, certain factors wagtermined by the political
and economic regime in which the market place amdonstituent companies
operated. At the next level were factors that waegermined by the specific
industry in which the marketplace operates. Théofaddentified were power of

buyers and suppliers; characteristics of the prodad the industry IT readiness.
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Finally at the individual firm level, the factordantified were the strategic intent
and the culture of the firm which were assumedftuénce the willingness and

the ability of individual firms to participate inraarketplaces (Daniel et al).

The market development approach views sustaimabilitterms of long term
availability of services in a particular businessrvice market through
unsubsidized, commercial channels (Miehlbradt & MgV2003). Providers may
come and go, training courses may also come anougtohe sustainability and
development of increasing numbers of small entegpelients can be enhanced by
continued access to commercial services long affgogram ends (Miehlbradt &
McVay). According to CDAs (2001) BDS is sustainakfe commercially-
motivated revenues are at least as great as thedsis of service provision
(direct and indirect costs, fixed and variable spsCommercially-motivated
revenues means that revenues received from thecpsbttor (donors and
governments) as well as revenues received as # wmdscharitable or political
motivations are not included. In this definitionnancial sustainability differs
from organizational viability in the sense of thaligy of the BDS institution or
service to continue in existence by drawing on gramd other non-commercial

revenues.

Performance Measurement Framework (PMF) develogeatklbelopment experts
to evaluate the performance of BDS interventionc\lely & Miehlbradt, 2001)

reflects three common objectives namely outreaabth(bscale and access),
sustainability and cost-effectiveness and impactS&nclients. The framework
proposes specific objectives that BDS programgadrgchieve within each of the
broad objectives. Sustainability and cost effectess aims to promote
sustainable access to services and maximize progoaineffectiveness (McVay

& Miehlbradt). The PMF is a management tool thatpbemanagers design
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marketing strategies, monitor customer satisfactimspond to changes in
demand, develop new and better products, manags, casd establish staff
effectiveness. It gives a set of valid, practicadl aiseful indicators to assess the
performance of all BDS interventions (CDAs, 200dg. Ruijter-de Wildt (2003),
noted that financial sustainability of the entesps has been a problem, with
many operating only while they had donor subsidigss is particularly so in
developing countries. For example, in Uganda iatihs offering BDS are either
still weak (Kyomugisha, 2001) or offering non-udefservices to MSEs
(Government of Uganda (GoU)/Ministry of Financearitling and Economic
Development (MFPED), 2008).

2.3 BDS Transactions

BDS transactions take various forms. Some typd&D$ are supplied on a “stand
alone” basis by specialized service providers. Sones, providers bundle BDS
together with other services or products. For mstaassistance in adopting new
technologies could be combined with design andhitrgi services. BDS is also
delivered as part of business-to-business reldtipas which include
supplier/buyer, subcontracting, franchise and ko&p relationships- particularly
common for smaller firms. In each of these case$ Bie delivered as part of
another transaction e.g. design assistance recbivedall scale enterprises who
sell their products to larger firms or training tbue received as part of the
purchase of equipment. There are also differgedyf payment mechanisms for
BDS (CDAs, 2001). For instance, there are fee éovise transactions which are
a minority of the transactions that take placeha BDS markets (McVay &

Miehlbradt, 2001). In this case the price of theviee is charged as a direct fee.

The most common payment mechanisms however arsatthons embedded in

other commercial relationships where BDS is pardofjpcommercial third parties
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(often interested in advertising to SEs) (McVay &ekllbradt, 2001). BDS can

also be paid as a component of the price of a ledndérvice (e.g. when small
enterprises accept lower prices for their product®&xchange for technology
assistance from buyers or on a commission bagis When marketing service
providers are paid upon successful sale of SE pisd{CDAs, 2001). As has

already been discussed in chapter one, BDS isreliffated into operational and
strategic services. The operational services aosetneeded for day-to-day
operations while strategic services are used bgrpnses to address medium- to
long term issues aimed at improving the performasfcan enterprise, its access
to markets and its ability to compete (CDAs, 20@perational business services
(OBS) are mainly private goods that have a dirext predictable effect on a
firm’s performance. These characteristics imply edatively high degree of

marketability. OBS were classified into three carggs namely basic operational
services, e.g. telephone, grid electricity; legalquired operational services
(which a firm requires to comply with laws and rkgions such as legal and
accounting services); and advanced operationalcesrwhich even though may
not be strictly necessary for the operation of amemprise have direct and
predictable outcome on its productivity, efficienend ability to compete.

Examples of these include contracting a specialistproduct design, or

introduction of an enterprise resource planningvefe (Altenburg & Stamm,

2004).

The main characteristics of private goods are thay have clearly identified
owners and that they are rival and excludable the.owner can prevent others
from using or consuming the good or service in jaesA second characteristic
of the three groups of OBS (namely basic operatiseavices legally required
operational services and advanced operational cg=)is that they are, in their

majority, ‘search goods’ i.e. the contractor knawsadvance what the concrete
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result of his investment will be, even though he/siiay not always be able to
predict the effect on his/her enterprise’s perfaroga Because of this the two
parties may define clearly —prior to contracting fervice —the terms of reference
of the relationship as well as the criteria forenli satisfaction (Altenburg &
Stamm, 2004). Due to their private nature, theseices can be provided on a
commercial basis even for the lowest income segnoérthe entrepreneurial
sector with appropriate product design, deliveryd gmayment mechanisms
(CDAs, 2001).

Strategic business services (SBS) on the other, lmadservices that enhance the
long term capacity of an enterprise to competenipdiy enriching its knowledge
base and/or by increasing its capacity to acquioegss and apply information
(Altenburg & Stamm, 2004). SBS is mainly composédraining, consultancy
and advisory services, provision of informatiorse&ch and development, and
some forms of technology development and transfdteifburg & Stamm).
Altenburg and Stamm (2004) noted that the outcofm&RS is indirect, long
term, uncertain and in many cases unpredictablesdtharacteristics give rise to
market failure for two reasons: First many SBS exuffom non-appropriability
that is, the social return from investment is gafighigher than the private return
thus if relied exclusively on private decisionsyeéstment in these services would
be lower than socially desirable. This is true o&RD services, training and
information provision, where private investmentsynewen benefit competitors

because of labour turnover and leakage of knowhow.

Second, some SBS such as consultancy and busideis®rg services have a
highly uncertain and unpredictable outcome thanoaie assessed prior to the
transaction. Because of this, the decision makethis case the SE client) not

only faces risks —as he/she does in each and ewsrgtment decision — but that
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he/she faces risks whose potential benefits or elfange /she cannot assess. This
means that the investor must rely on the serviawiger, believing that the
expected outcome will actually be reached (trustdgd or he/she may be willing
to contract for the service because of positivailtesin the past (experience
goods) (Altenburg & Stamm, 2004).

The exchange of BDS products between BDS provifkaters) and SE clients
(buyers) takes place in a market (which may be &bron informal). In a general
sense, markets are places where buyers and selieract, exchange goods and
services and determine prices. The level or volofrexchange or transaction that
occurs between sellers and buyers of a given gaodeovice determines a
market's effectiveness (Gibson et al., 2001). Me&wkare effective when
transactions take place-that is where there is ax@h between supply and
demand at the market price. In the case of BDS etask effective when the
consumer recognizes the causes of underperformeoeludes that a solution is
required, and is willing to pay for a problem salyiservice while the provider
has the abilities to present an attractive offat the consumer wants and has the
technical know-how to solve the problem with dentated positive impact on

business performance (Gibson et al).

Demand describes behavior of buyers (in this cdsecl#&nts) (Gibson et al.,
2001). Demand for BDS can be broken down into tleonents. First SE clients
must recognize that a solution to a problem is irequ(although they may not
know what the solution could be). Second SE cliemist be willing to pay for a
solution. SE clients’ willingness to pay is inflesd by many factors including
the service price, availability and price of al&imes, consumer income and
tastes. Demand for BDS is effective when SE clieswbibit high level of

recognition of need to solve a problem and highinghess to pay for a solution.
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On the other hand, demand is non- existent if betbgnition of a need to solve a

problem and willingness to pay are very low or abse

A weak demand exists when recognition of a needolee a problem is well
established but willingness to pay is low or viegsa (Gibson et. al., 2000); when
entrepreneurs are unaware of available serviceseounclear about the benefits
of the available services or when SMEs do not rezagthat the services can
raise their productivity and growth (Gibson et. 2000). However, although
many small scale entrepreneurs are not able tdifgehe complex constraints
facing their businesses and have had little expeeeavith purchasing BDS, when
they gain access to a service that meets an atigcliheed so that they are able to
solve a business problem, they start to see and twaaddress other business

problems as well (Chen, 1996).

Supply describes the behavior of sellers (BDS plend in this case) (Gibson et
al., 2001). Like demand, supply of BDS can alsdotmken down into two (i) the
provider's capacity to solve business problemsthe. degree to which service
providers possess skills, knowledge and capac#igh(tology and resources) to
solve SE clients’ problems; and (ii) the providealility to develop an ‘offer’
that SE clients want i.e. the degree to which thevider has the ability to
package skills into a product or ‘offer’ that Skeaks value (and want to buy).
Like demand, supply also depends on a number tbriamamely price, cost of
capacity, service image, and environmental fac{etgh as price of similar
alternatives). When service providers have both appropriate skills and the
ability to package those skills into business sohs, supply is effective. If on the
other hand, a service provider has appropriatésshilt lacks the ability to sell
those skills to customers or vice versa then supplysaid to be weak.

Additionally, supply may also be weak because sappl are offering
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inappropriate products or services that do not Haatures that are SE clients
want (Gibson et. al., 2000).

In developing countries there are a number of factbat make it difficult for
markets (particularly markets for small firms) ton€tion effectively. First, small
firms often suffer from lack of information. Forstance, Hallberg (2000) argues
that MSEs’ demand for non-financial services sushtraining or consultancy
may be low because they do not recognize that tkesdces can raise their
productivity and growth i.e. because of lack obmhation or because of the risk
that these benefits will not occur. For these reasMSEs may use fewer external
sources of advice than larger firms. Secondly, @hsorptive capacity of small
firms is small compared to large firms (Biggs, 20G&gel, 2006). Third, market
failure may also be due to the existence of goveninagencies and /or NGOs
providing free or subsidized services (Gibsonakf.1999), a factor that has been

attributed to SE clients’ unwillingness to pay $arvices.

The unwillingness to pay for training services leso been attributed to a
symptomatic culture of self-deception which pensattee small enterprise sector.
Although many MSEs recognize the importance of tess skills, it appears that
a great proportion perceive their own skills arecqdite (Curran et al., 1996;
Kitching et al., 2002; Carter et al., 2004). Beoedfand Saunders (2005) argue
that the gap between perception and reality isllike be a key barrier to
education and training providers engaging smaltfo)ifirms sector. In addition
this perception may be aided by owners/managelisviogl) that they are too
important to the business to take time away for forgn of study. Time was
identified as the key reason for non-engagemeni wducation and training
providers (Carter et al., 2004). Other barriersetgaging micro and small

businesses in training include cost, lack of aweasen relevance and overly
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bureaucratic application process (Devins et aD22@orrester et al., 2004).

Gagel (2006) noted that most business consultaatsegeting medium and large
enterprises because of lack of capacity or willegg of micro and small
enterprises to pay for management services whieke haedium and long term
impact. He attributes this to the fact that mianal amall enterprises do not have a
diversified division of labour and management likedium and large enterprises.
He argues that medium and large enterprises a@niaeq in various divisions
such as staff management, supply management, se&lragement, accounting
management and top management, most of which Haeie awn budget for
short-term and long-term interventions. Thus whilsole business owner has to
spend ‘his own personal’ money, a manager of a umedinterprise spends the
“anonymous money” of his department. It is for tkasons that micro and small
enterprises want to see immediate impact whichoignally not the case with
medium and long term impact of management and riagké&ainings. He adds
that micro and small enterprises are suspiciou®mgigners and fear the direct

and indirect costs to them at the start (Gagel).

2.4 Firm Performance and its Antecedents

Traditionally, performance has been measured bwthrdturnover, number of
employees, market share), profitability (e.g. grofeturn on investment) and
survival (Storey, 1994; Robinson et al., 1984; D&dRobinson, 1984; Smith et
al., 1988). However, the transformation from theustrial to the information age
signaled by increasingly sophisticated customerd aranagement practices,
among other things (Kaplan & Norton, 1992), hasteda focus on customers
not products and relationships rather than leaddinfAtkinson, 2006).

Kaplan and Norton (1992) first devised the balansedrecard (BSC) as a
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measurement framework for strategic, operationdl famncial measures. BSC
gives a holistic view of the organization by sinaméously looking at four
important perspectives of the firm namely: finahc@istomer, internal process
and innovation and learning perspectives. The firdperspective measures how
well the business is doing in satisfying the ownersshareholders who are
looking for the return on their investments. Thetomer perspective measures
how well the business is satisfying the needs aftauers while the internal
process perspective measures how efficiently afettefely the business meets
the customer’s needs hence allowing the businessteve the twin objectives
of satisfying customers and making profit. Finalhe innovation and learning
perspective measures the innovation and developrokrthe business in a

competitive environment.

Unlike Kaplan and Norton (1992), Fitzgerald et é1991) classified performance
measures (PM) in for-profit services within two adocategories as end results
and means or determinants. End results were suledivhto competitiveness and
financial measures while means or determinants weipelivided into four broad
categories namely quality of service, flexibilityesource utilization and
innovation. There are a number of factors that posited to influence
performance: characteristics of the business i(s&tk, location, legal form and
the number of owners), and the specific stratethias a business adopts (Pearce
& Robinson, 1985; Storey, 1994; Kotey & MereditB9Y).

Using two key top management team (TMT) demographaracteristics namely
education level and functional background diversayll et.al., (2007) developed
a model to examine the relationship between thewledyge capability of top
management, strategic change and firm performanite the environment

moderating the relationship between the variabldgir results supported the
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influence of existing knowledge capability of to@nagers on strategic change as
well as the moderating effect of the environmenttioa strategic change-firm
performance relationship. The study showed that ¢herent stock of top
management knowledge, measured as the level obfa@ducation and functional
diversity, influences the ability of a firm to inmate and change its strategy. Their
study indicated that observable managerial dembggayariables can serve as
powerful proxies for underlying traits, cognitiorm)d capabilities. These findings
are in line with a number of prior studies follogirHambrick and Mason’s

(1984) upper echelon perspective.

Hambrick and Mason’s (1984) upper echelon modeliges a framework within
which the ways managers influence organizationataues can be interpreted.
In a classic study these authors developed a ntodexplain the link between
managerial characteristics and strategy. They thestithe process of strategic
choice as a perceptual one that occurs in a sefigsquential steps. Their model
suggests that managerial choices reflect the at&#of the managers. Thus when
faced with the same objective environment, differaangers will make different
decisions (including strategy decisions) basedhair tindividual characteristics.
The upper echelon model also supported the findifddiller et al.’s (1982) that
established that firms led by confident and aggvesSEOs adopted riskier and

more innovative strategies.

Keats and Bracker (1988) proposed a theoreticaleiadvhich characteristics of
the owner were assumed to exert a disproportianfiteence on the conduct of
the small business and the associated performaelededad outcomes. The
characteristics were (i) the degree of entrepresigpior entrepreneurial intensity
of the owner, (ii) his or her level of task motiwet and (iii) the degree to which

the individual perceives that he/she has the ghdiinfluence critical elements of
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the operating environment. The proposed relatignslhas assumed to be
moderated by both the cognitive strategic soplasba of the owner and the

nature of the task (or operating) environment.

Miller and Toulouse (1986) strongly argue that eesk findings often differ

systematically across different groups of firms amider different business
environments. In a study to establish the impac$tdtegy, structure, decision-
making style and chief executive personality orfgrerance in small firms; they
showed that the personality of the CEO had a stiofigence on the strategies
and the structure of the firm. Among the persopaliimensions studied, CEO
flexibility had the most positive consequencesfilon performance. They argued
that smaller firms have fewer levels of managemertrte centralized and have
less power vis-a-vis customers and competitors emetp to their larger

counterparts. Secondly, they posited that perfoomaim small firms will be

correlated with the use of structured features (Hanust support a strategy of
innovation; or (ii) help avoid problems of one-mamanagement and CEO

rigidity.

Thirdly Miller and Toulouse, (1986) argued that #nsaganizations tend to have
inexplicit, intuitive strategies that reside maiimfythe mind of the CEO. Finally,
they argued that the CEQO’s background and perdgnate likely to have an
important impact on corporate success. They nobed strategic failure in
centralized organizations is often due to the CEIG®st neurotic rigidity which
prevents them from changing their view of the orgation, its mission and its
environment. These findings are consistent with findings of Analoui and
Karami (2002) which revealed that successful SM&sadalyze environmental

factors in formulating business strategies; thedtsgic awareness of the CEOs
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played an important role in the firm’s performanesd that where the CEOs
exhibits distinct lack of strategic awareness, fperformance was low.

Historically researchers have also examined theviohaal traits of entrepreneurs
including the need for achievement (McClelland, ®&utonomy (Hornaday &
Abound, 1971), tolerance for ambiguity (Sexton &wBoan, 1984), and risk
taking propensity (Begley & Boyd, 1986). Severahdédors have been found to
influence small firm performance (Kickul & Gundr®002). One of these
behaviors is opportunity recognition. Other beheviothat impact firm

performance include strategic planning, harnessegpurces, and innovation
(Stearns & Hills, 1996)Other empirical studies on performance have focased
the following variables: organizational variableamely size e.g. Chen and
Hambrick (1995);organization structure e.g. Hill (198%)lanning system e.g.
Pearce, Robbins and Robinson (1987); internatistrategies e.g. Daniels and
Bracker (1989); research and development strategigs Franko (1989);

acquisition e.g. Markides (1994); ownership e.g.afo (1980) and

environmental variables namely industry e.g. Pow&B96); Wernerfelt and

Montgomery (1988) and environment e.g. Prescoi@§)9

Overall, although the impact of various variables performance has been
extensively studied, majority of the empirical sasdhave reported different and
contradicting findings (Bonn, 2000). Furthermoregyatnstudies have focused on
company performance instead of company survival hade often assumed
implicitly that companies with good performance arere likely to survive than

companies with poor performance (Bonn, 2000) wisamot necessarily the case.
Aldrich (1979) and Hannan and Freeman (1989) aéut the performance based
approach arguing that results from performance eoispns are misleading if

one wants to learn the process that creates longsaeccess and survival in the
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market place because all companies under inveistiigate survivors. According
to this argument, good performers might have ceffiesatures which differentiate
them from poor performers but these features migbtt be responsible for

survival of an organization.

2.5 Firm Strategy and its influence on Growth and Surwval

Johnson and Scholes (1993) define strategy as itketidn and scope of an
organization over the long term which matches m’'irresources to its changing
environment and in particular its markets, cust@mer clients so as to meet
stakeholder expectations. Wright et al., (1992)f@nother hand, defines strategy
as top management’s plans to attain outcomes t¢ensiwith the organization’s
missions and goals. One of the earliest framewfmkdeveloping firm strategy —
SWOT analysis is geared toward identifying intestaéngths and weaknesses as
well as external opportunities and threats (Learteal., 1965)The central tenet
in strategic management is that a match betweemommvental conditions and
organizational capabilities and resources is @iitto performance, and that a
strategist’'s job is to find or create this matcho(Bjeos, 1985). Strategic
management therefore requires explicit attentiorbath the internal and the
external environments, to production and demandregources and products
(Priem & Butler, 2001). A common thread binding gbegwo concepts namely
strategy and sustainability of BDS is the beliedtth firm’s strategic response
may offer a useful insight for understanding whyngeoBDSPs are able to build
sustainable business and hence are able to survilee market place while

others are unable to do so.
Strategic management draws its theories of the from both economics and

organization theory, with the primary goal of expiag firm performance and

determinant of strategic choice (Grant, 1996). fidswurce-based view (RBV) of
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the firm which can be traced to Marshall (1890),a8® (1937) and Penrose
(1959) among others, is less a theory of firm stmecand behavior as an attempt
to explain and predict why some firms are able staldish positions of

sustainable competitive advantage and in so daang guperior returns (Barney,
1991). Barney (1991) examined the link between fiesources and sustained
competitive advantage. His organizing frameworthet organizational resources
that are valuable, rare, difficult to imitate an@nrsubstitutable can yield

sustained competitive advantage. He argues that fasources can only be a
source of competitive advantage when they are b&uand that resources are
valuable when they enable a firm to conceive ofiroplement strategies that
improve its efficiency or effectiveness. RBV hadraaited a lot of interest

especially the empirical implications of the theory how a firm’s resources and

capabilities can affect its performance (Godfrefiifl, 1995).

As an emerging theory of firm performance, Kaplawl &Norton (2002) argues
that in order to evaluate which firms will grow sessfully, there is need to focus
on the internal factors which are the real souriceompetitive advantage. The
central premise is that firms compete on the badisheir resources and
capabilities (Peteraf & Bergen, 2003). FollowinghRese (1959)’s contribution it
is now well understood that capabilities are caitito a firm’s ability to mobilize
its resources to grow and compete successfullgprdly changing environment
and market (Grant, 2002; Chandler, 1990). One ettiticisms of the RBV is its
neglect of the firm’s environment in its entiretpdaits over-emphasis of the
uniqueness of resources and strategies (Porte#)1@alcagno (1996) also
argues that RBV takes into account resources andpetencies without
considering industrial factors which might influenstrategy.
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According to Rodriquez et al. (2002), the purpobalbbusiness strategies is to
reveal how a business can persistently create mahge. They argue that
achieving this goal largely depends on industryaativeness and individual
business positioning. They posit further that acessful business position
depends on the persistence of its supporting anwpettive advantages
(Rodriquez et al). They combined Barney's (1991otwece based theory and
Porter's (1996) activity-based business theory aaliied it dynamic business
view theory. They noted that resources, capatslised activities enable the
creation of persistent competitive advantages irfasoas they are difficult to
imitate and substitute by current or potential cetiiprs (Rodriquez et al).

Porter (1980) focuses on competitive environmerit ttonfronts firms in a
particular industry. His work provides five enviroental influences on
organizations barriers to entry, rivalry among Bxgs competitors, pressure from
substitute products, bargaining power of buyersd dargaining power of
suppliers. He classified the competitive advantagarces into two principal
categories: cost leadership and differentiationffeDentiation strategy means
product development with ‘added’ advantages orehelich are perceived to be
unique or different in the industry and offer aajex benefit to consumers. This
can be accomplished through various means, sudiraasl image, technology,
services or product properties. The effects okedéhtiation are basically external,
that is they attempt to realign the firm’s demandve. Differentiation attempts to
create a distinctive competence by offering prosiubiat are perceived to be

unique by customers because of innovativenesg, styduality (Porter, 1980).
Differentiation creates brand loyalty that rendemstomers less sensitive to price

and allows larger profit margins (Miller, 1986). Wever, to be successful,

differentiation strategies require that a comparstitguishes itself from its
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competitors along a dimension which is valued bst@mers (Porter, 1985). This
requires an in-depth understanding of the naturéheforganization’s clientele
and their preferences (Porter). The cost strategfjiout compromising quality,

service or other aspects, on the other hand, atsetopachieve lower costs than
the competitors. That is to say that this strateggnds to render internal
efficiency into lower costs or more reduced prit@sthe purchasers. It is based
on economies of scale, value and scope. This babgsit reduction in product
costs, research and development, services, salssnpel or communication
(Porter, 1980).

Miles and Snow (1978) developed a typology of besslevel strategies that
have been found to be valid in a variety of firmsdaindustries. It is a
comprehensive framework that addresses the alteenatays organizations
define and approach their product-market domairts @mstruct structures and
processes to achieve success in those domainstypblegy classifies firms as
pursuing one of the following four strategies naynadfender (narrow focus and
efficiency), prospector (innovativeness), analyzdigperating in multiple
environments), or reactor (no consistent strategjenders attempt to seal off a
portion of the total market to create a stableo$giroducts and customers. Thus

they devote primary attention to improving efficigrof their existing operations.

Prospectors seek to locate and exploit new produdt market opportunities.
Analyzers occupy two extremes of product-market @osy one relatively stable,
the other changing. In the stable areas, thesenizag@ns operate routinely and
efficiently through use of formalized structuresdaprocesses. In the more
turbulent areas, top managers watch their compegtdiosely for new ideas, and
then they rapidly adopt those that appear to bet rasnising. Finally reactors

are organizations in which top managers frequemérceive change and
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uncertainty occurring in their organizational eowiments but are unable to
respond effectively. This type of organization la@kconsistent strategy-structure
relationship, hence seldom makes adjustment ofsantyuntil forced to do so by

environmental pressures (Miles & Snow, 1978).

Rugman and Verbeke (1987) argue against the ustoér's (1980) model of
competitive strategy in the context of small firared advocated for the adoption
of Miles and Snow's (1978) model. They argue thalsfirms can only adopt a
focus strategy and that the choice between ovexadt leadership, overall
differentiation, and focus as proposed by Port88(Q) is not an issue in a small
enterprise. In their study of Canadian electridatrdbution industry, they found
out that the most dominant strategy in the industag the prospector type. Many
firms were identified as reactors and few as defemdwvhile no firm was
classified as an analyzer (Rugman & Verbeke, 1987).

According to Porter (1991) management will always/éh some influence on
strategy. Porter explained that over time, managens create and sustain
competitive advantage by the continuous innovatimprovement and upgrading
of resources. In his view managers have considerdidcretion in relaxing

internal and external constraints affecting thailsibesses. Porter's views are
supported by Beaver et al. (1998) who explain t@nhpetitive advantage is
fashioned by the actions and abilities of the ppakrole players and owe much
to their personal perception of satisfactory perfance and business direction.
However, they argue that competitive advantagerialisbusinesses is an elusive
concept. Bamberger (1983) also argues that busstegegies are products of the
managers’ visions which in turn originate from thepersonalities.

Owner/managers are powerful enough to overrideaclest to the successful

realization of their business strategies. Manaperse even greater influence on
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business strategy in small firms where the manegalso the owner of the firm
than in large firms (Bamberger). Miller and Touleug1986) adds that
Owner/managers have enormous impact on their ergespthrough their power

of ownership and face-to-face contact with emplsyee

According to McGovern (2006), strategic decision kmg within small
enterprises is a necessary element for businesgtlgr&mall enterprises must
adapt and become more efficient and dynamic withirrent business paths as
well as in finding new paths. He argues that irften collaboration enables
networks to develop solutions to common problenasn ¢gnowledge to achieve
economies of scale, acquire technologies/ resowndsextend their markets to
reach those that would otherwise be beyond theichreHe established that the
main motivator for joining a network was inter ongaational collaboration,
reducing cycle time, decreasing transaction cost&l managing uncertainty
through lobbying (McGovern). Ulrich and Smallwoa2004) also noted that a
new organizational capability that is critical tacsess is the ability of a firm to
understand and learn from organizational perforrearihey argue that with
growing complexity in the business environment, fis on capability building
in small firm is based on their relationships widther organizations and the
complementary assets of those organizations. Iitiaddirms must specialize
and learn to combine their capabilities with otliems in order to optimize

performance and customer satisfaction.

2.6 Literature Search
The literature search included both printed andtedaic sources. The following
print materials were used namely; books, reportsedtations, periodicals mainly
journals, statistics, conference proceedings amtiodaries. Online databases

were used to search electronic materials. The datsbwere: (1). EBSCOhost

42



databases, (2). Emerald Library, (3). Wiley Integsce, (4) JSTOR. A number of
e-books were used namely; World Bank e-library, OlRGbrary, World Bank
data Catalog and relevant web sites such as thédViBank, USAID, Kenya
BDS; and ILO.

2.7 Chapter Summary

Literature review looked at a number of areas Wee deemed to be relevant to
the study objectives. The following areas were ulsed; sustainability of BDS
business and performance, BDS transactions; firmmfopeance and its
antecedents; and firm strategy and its influencgromth and survivalAlthough
these discussions helped to shed some light ordéhate; it was established
sustainability is a multi-dimensional concept, thevas no single theory or
theories that could adequately explain sustaingbidf BDS business a priori.
There was no basis on which hypotheses to explastamability of BDS business
could be formed. Consequently grounded theory nuetlogy was chosen for the
study. In grounded theory, the literature reviewna conclusive. As noted by
Goulding (2005) in grounded theory, the literatigenot exhausted prior to the
research; rather it is consulted as part of amtitex, inductive and interactional
process of data collection, simultaneous analysid emergent interpretation.
Instead, the emerging theory directs the researtchappropriate extant theories

and literature that have relevance to the emergiat grounded concepts.
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CHAPTER THREE
RESEARCH METHODOLOGY

3.1 Introduction
In this chapter the methodology used in the stidpresented. The chapter is
divided into four sections: The first section déses the research process. The
second section discusses research philosophy. Timd section discusses
gualitative and quantitative research approachiésned by a description of how
grounded theory methodology was applied in theystlitie chapter ends with a

brief discussion on ethical considerations.

3.2 Research Process

The research process was as follows: First, theareber read the existing
literature surrounding the research issue (i.etasuwability of BDS business).

Three research questions were specified at thenbieg of the study, in chapter
one. The questions were; (i) what motives peophetdure into BDS business in
Kenya? (ii) How and why do some BDS providers sadde building sustainable
BDS in Kenya while others are not able to do sifWihat do they do differently

(if any) from those whose businesses are not susika?

It was not possible to determine a priori whichattye(or theories) could explain
adequately sustainability of BDS, hence there wasbasis for formulating a
conceptual framework to be tested. A grounded themethodology was,
therefore, chosen to tackle the research questibimde it was considered that
grounded theory should be based exclusively on datacted from the research
(Glaser & Strauss, 1967), in later years Strauss@orbin (1998) acknowledge
that the researcher brings considerable backgroimdprofessional and
disciplinary knowledge into the inquiry. Prior umganding of the literature can
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be used effectively in developing theory in a numbé ways: (i) Concepts
derived from the literature may provide a source& tmmparing data at
dimensional level; (i) Familiarity with relevanitdrature enables an enhanced
sensitivity to subtle nuances of data and increttsawareness of the researcher
as to what to look for including which questionsagk; (iii) Before commencing a
research project, the researcher is able to tulitetature questions which act as
starting point during initial interviews and obsations, and (iv) The literature
can be used to confirm findings and determine 8doa where the literature may
be incorrect, over simplistic and only partially ptaining the phenomenon
(Strauss & Corbin, 1998).

Because the researcher wanted to give freedonetotérviews to bring out the
issues that were important to them, the reseamhlgrposed the first question to
the respondents and allowed the other questiomsnerge. The process of data
collection and analysis which occurred concurrenigyd throughout was
punctuated with periods of reflection which allowdlte researcher to give
meaning to the emerging issues. Based on the emgeiggues further literature
review was done. It gave new insights and new tioes to the study. It also
necessitated going back to the interviewees as wasllinterviewing new
respondents. On the basis of the emerging theoopogitions were made. Figure

3.1 shows the flow of the research process.
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Figure 3.1: The Research Process

3.3 Research Philosophy
A research philosophy is a belief about the waywhich data about a
phenomenon should be gathered, analyzed and ussth(l1988). Two major
research philosophies namely interpretivist andtpeg have been identified by
the Western tradition of science (Galliers, 19%0sitivists believe that reality is
stable and so can be observed and described fravbjaative viewpoint (Levin,
1988). Positivism is based on the ontological ba$isealism; that reality exists
independent of the observer (Landry & Banville, 29®Myers & Avison, 2002).
Positivists view reality as independent of the ppton or mental state of the
observer. According to this school of thought, itgals external in form and
objective; that is reality is ‘out there’. Thus bdson its realist ontology,
positivism subscribes to an empiricist epistemolagyich contends that true
statements about reality can be deduced from imapadbservation and
experience. The aim of positivist research theeefsito find such true statements
that objectively describe reality as it is. On basis of these, positive research is
usually grounded on hypotheses concerning causeféaxt laws about objective
reality.

There has been much debate on the issue of whatmait positivist paradigm is
entirely suitable for social science (Hirschheir®83). Although the positivist
school is a powerful tradition and has been a megmtributor to knowledge in
the social sciences, it does have many limitateoms$ constraints. Hughes (1980)
criticizes the positivist school on the followingrée bases. Firstly, positivist
approaches generally rely on the need to abstedatwhich can misconstrue the
nature of social actions. Secondly, there is latkacknowledgement of the
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subjective status of meanings. Thirdly, positiviassumes that social reality can
be discovered in each society independently. CuablaL&ncoln (1994) argue that
positivistic methods strip contexts from meaningsthe process of developing
guantified measures of phenomena. According toefagiSmith, Thorpe and
Lowe, (1991) the job of social scientists shoult m®to gather facts and measure
how often certain patterns occur, but to apprediaedifferent constructions and

meanings that people place upon their experience.

Interpretivist, on the other hand, is fundamentalbyncerned with meaning and
seeks to understand social members’ definition sit@ation (Schwandt, 1994).
Interpretivists assume that knowledge and meanneg agts of interpretation
hence there is no objective knowledge which is peeelent of thinking,

reasoning humans (Schwandt). Interpretivists cahtdmat only through the
subjective interpretation of and intervention irality can that reality be fully

understood. The key to the interpretivist philospghthe study of phenomena in
their natural environment together with the ackremlglement that scientists
cannot avoid affecting those phenomena which thegys Interpretivists admit

that there may be many interpretations of realltyt maintain that these
interpretations are in themselves a part of themndidic knowledge they are

pursuing.

The study followed an interpretivist research pdoljohy. The ontology and
epistemology adopted in this study rests on tharagton that knowledge is not
static but is always emerging and transforming andhterpreted by both the
observer and the observed; and in the contexteotthrent study, that the how
and the why of building sustainable BDS businessosentirely objective and
exterior but are also socially constructed and mjiveeaning by the actors.

Positivistic and interpretivistic research philobms give rise to two dominant

a7



research methodologies namely quantitative and itgtiaé research
methodologies. Table 3.1 gives a brief summary ef Histinguishing features

between interpretivist and positivist researchgguophies.

Tab le3.1: Positivist vs Interpretivist Researchiddophies

Area Positivism Interpretivism

Assumptions Objective world which science gamter-subjective  world  which
‘mirror’ with privileged knowledge | science can represent with
concepts of actors; social
construction of reality

Key Focus Search  for  contextual anh&earch for patterns of meanings
organizational variables  which
cause organizational actions

Goal of paradigm Uncover truths and facts |d3escribe meanings, understand
guantitatively specified relationsmembers’ definitions of the
among variables situation, examine how objective

realities are produced

Nature of knowledge Verified hypotheses involving valid, Abstract descriptions of meanings

or form of theory reliable and precisely measurednd members= definitions of

variables situations produced in natural
contexts

Criteria for assessing Prediction= Explanation Trustworthiness;

research Rigour; internal & external validity] Authenticity
reliability

Unit of analysis The variable Meaning; symbolic act

Research methods | Experiments; questionnairesEthnography; respondent
secondary data analysispbservation; interviews;

guantitatively coded documents; | conversational analysis; grounded
Type(s) of analysis | Quantitative: regression; Likerttheory development
scaling; structural equation
modeling Case studies; conversational and
Qualitative: grounded theory testingtextual analysis; expansign
analysis

Key Figures Lorsch and Lawrence; Hannan arm@offman, Schutz; Van Maanen;
Freeman; Oliver Williamson David Silverman

Source: Gephart (1999)

3.4 Qualitative and Quantitative Research Approaches
Qualitative research method has no precise meamiagy of the social sciences.
It is at best an umbrella term covering an arrayntdrpretive techniques which
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seek to describe, decode, translate, and otheraosee to terms with the
meaning, not the frequency of certain more or tegsgrally occurring phenomena
in the social world (Van Maanen, 1979). Strauss @ubin (1990) define
gualitative research as any kind of research thadyzes findings not arrived at
by means of statistical procedures or other mearpiantification. They claim
that qualitative methods are applicable to resetirahattempts to understand any
phenomenon about which little is yet known. Milewld&Huberman (1994) prefer
not to specifically define qualitative research imstead focus their understanding
of qualitative research on data in the form of veprduch as observations,
interviews or documentdJany qualitative studies are described as induabive
theory generating research. This means that thmoparof a qualitative study is to
develop theory not test it. As Ryan et al, (200#)lains, the researcher does not
use an existing or known theory to direct the stuflye design in qualitative
research incorporates a range of approaches withat is often referred to as
naturalistic, interpretive or constructivist worldiew. Qualitative research
therefore, comprises of a set of characteristies taflect this world view (see
Table 3.2). Such a view of the world incorporatesetof beliefs about how this
knowledge is developed (Ryan et al).

The goals of qualitative research involves undaditey a phenomenon from the
points of view of the respondents and in its paléic social and institutional
context all of which are lost when textual data agreantified (Kaplan and
Maxwell, 1994). Qualitative investigators also tewddescribe the unfolding of
social processes rather than the social structtitas are often the focus of
guantitative researchers. The raw materials of igui@ke study are therefore
generatedn vivo, close to the point of origin.
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Qualitative data are attractive for many reasohgy tare rich, full, earthy,
holistic, and “real”; their face validity seemedimpeachable; they preserve
chronological flow where that is important, and feuf minimally from
retrospective distortion. In principle they offeffax more precise way to assess
causality in organizational affairs. Furthermotegit collection requires minimal
front-end instrumentation (Miles, 1979). Qualitatigata have attractive qualities
for their producers as well as their consumersy tead to reduce a researcher's

trained incapacity, bias, narrowness, and arrogévides).

Table 3.2: Characteristics of Qualitative Research

Truth There are multiple truths- generalizationds sought

Purpose Concerned with discovery and descriptidroagh verification is alsg
possible

Context There is attention to social context in ahhevents occur and haye
meaning.

Emphasis There is an emphasis on understandingptiial world from the poin
of view of the participants in the study.

Approach The approach is primarily inductive.

Relationship between There is integration between researcher and paatiti interaction is
researcher and valued.

participant

Sample Usually small in number but consists of éhwho are willing and able
to describe the experience.

Data Elicits ‘soft data’ i.e. words.

Data collection The major data collection techngireclude interviewing, participant
observation, examination of personal documents aiher printed
materials.

Analysis Analysis is presented for the most paré inarrative rather numerical
form, but inclusion of some qualitative measuresi arumerical
expressions is not precluded in qualitative redearc

Rigour Credibility, transferability (fittingness@iependability, conformability|

goodness.

Source: Ryan et al, 2007, 740.
Qualitative method also enables the researcherskotlze “how” and “why”

guestions and assess causality as it actually platys a particular settingMiles
& Huberman, 1994; Kiraka, 2003). In addition, qtalve method allows for
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exploration, discovery building and enhancementhebry on how the variables
under study influence each other (Kiraka, 2003)al@ative methods are also
able to analyze data in a way which enables thentien of their contextual
nature, (Kaplan & Maxwell, 1994) where that is imjpat.

However, it is important to note that the qualitatapproaches do differ in their
disciplinary or philosophical origins (Ryan et a007) The methods used by
qualitative researchers include Grounded TheoryseC&tudy, Ethnography,
Phenomenology (Jones et al., 2005) and Generidagig research (Ryan, et al.,
2007). Empirical information for qualitative meth@l acquired from numerous
sources but usually they are confined to obsemaiitterviews, questionnaires,
documents, historical interaction and researcheripressions and reactions
(Meyers, 1997; Denzin & Lincoln, 2000). In a quaiive study, the activities of
sampling, collecting and analyzing data, developargd modifying theory,
elaborating and refocusing the research questidridemtifying and dealing with
validity questions go on more or less simultanegushch influencing the others
(Maxwell, 1998;Janesik, 1994).

Qualitative data have the following limitations: l{@cting and analyzing the data
is a highly labour intensive operation, often gatieg much stress even for top-
gualified research staff (Miles, 1979). Qualitativieldwork is traditionally

demanding even for the lone fieldworker, accouraily to the data and his or
her discipline, and when several fieldworkers' effanust be coordinated much
energy is required to make data systematically fzamable”. Qualitative data also
tend to overload the researcher at almost evergtpthe sheer range of the
phenomena to be observed, the recorded volumeste$,nthe time required for

write up, coding, and analysis can become overwingiifMiles, 1979).
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Quantitative methods on the other hand, derivesh fpositivist and post positivist
research paradigms were developed to study throogans of quantification,
natural phenomena in the natural world (Jones|iKigf Zanko, 2005). Creswell
(2003) states that quantitative methods are matgtlde when problem outcomes
need to be identified or when a theory needs tesied. In quantitative methods,
knowledge is gained through several analytical neples including: cause and
effect thinking, reduction using variables and hjgses, measurement and
observation. The various methods adopted by qadingt researchers include:
surveys, experiments, statistical analysis and mgalenodeling (Meyers, 1997;
Creswell, 2003).

Laughlin (1995) argues that quantitative reseairolitd the relevance of much of
the theoretical foundations and denies the researt¢he opportunity to
significantly explore the attributes of the subjentler study. Van Maanen (1979)
however, notes that qualitative methodology andtjtedive methodology are not
mutually exclusive. Differences between qualitatarel quantitative approaches
are located in the overall form, focus and emphaissgudy. Additionally, Meyers
(1997) and Creswell (2003) argue that no mattertwha topic of study,
gualitative researchers in contrast to the qudivaesearchers claim forcefully
to know relatively little about what a given piectobserved behaviour means
until they have developed the context in which Hehaviour takes place and
attempted to see that behaviour from the positfats @riginator.

3.4.1 Choice of Research Strategy
While it has been acknowledged that no single rebeanethodology is
intrinsically better than the other, with some auth(e.g. Kaplan & Duchon,
1988) calling for a combination of research method®rder to improve the

quality of research, it is not uncommon to finde&shers choosing one approach
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over the other. According to Morse (1994) the choaf a specific research
strategy depends on the purpose of the study,aheenof research questions and

availability to the researcher of intellectual aslvas financial resources.

Based on Morse (1994) argument, the study emplo@edunded Theory
methodology for the four reasons. First, as ha=adly been discussed, there is no
consensus on the meaning of sustainability; thecen is ambiguous,
multidimensional and contingent and so no singeoii can adequately explain
the concept. Second, it was difficult to determiaepriori which theories
adequately explain sustainability of BDS busin€&®unded theory methodology
was therefore deemed appropriate for the studyusecd is not influenced by
explicit expectations about what the researchehtriigd; instead it allows the
researcher to make discoveries without a priorivkedge (Jones, Kriflik &
Zanko, 2005). Grounded theory approach allowsaitters to define situations
and the definitions to be produced in their natacadtexts. The researcher wanted
to know the meaning that BDSPs attach to theirrasses. Weaving together
different definitions and interpretations can aid producing a viable,
multidimensional meaning of sustainability of BDS.

Third, as an emerging market many issues areestillving in the BDS market.
The use of grounded theory was therefore deememppgte as it allows for use
of respondent observation, interviews, conversatiaand contextual analyses
thereby bringing discovery and interpretation tansoof these issues. Finally,
academic research in developing countries on theegi®, sustainability and
performance of BDS organizations are insufficienthwagenda being driven
mostly by donors without a clear theoretical basise use of grounded theory
was therefore deemed appropriate in developinguadstheoretical basis for this

discussion.
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3.4.2 Grounded Theory Approach
Grounded Theory ign interpretive qualitative research methodologgioally
conceived by Glaser and Strauss in their seminakb6rhe Discovery of
Grounded Theory’ (1967). However, after the laurmththeir book, the two
researchers went separate ways. Glaser took a mmaditional positivist
perspective that emphasizes on supposition of gcide and external reality
with the researcher being a neutral observer. Heveel that the researcher
should allow theory to emerge from conceptualizated data (Glaser, 1992).
Strauss and Corbin (1990, 1998) took a more pm#seEi approach and
introduced a new coding process with emphasis aditions, context, interaction
strategies and consequences. Strauss’s later wdrksed on the assumption of
having an unbiased position in collecting data apgplying certain technical
procedures by letting the participants have theiam ovoice (Moghaddam,
2006).The divergent views of the two authors amaioed in the separate works
(Strauss & Corbin, 1998; Glaser, 1992).

Grounded Theory differs from other qualitative noetk for two major reasons.
First, it is not influenced by explicit expectat®oabout what the researcher might
find, or by personal beliefs and philosophies (Rbleampard, 2002); therefore it
allows the researcher to make discoveries withqutai knowledge (Jones et al.,
2005). Second, it is an approach that leaves itgy@dh to charges of relativism
(Pole & Lampard, 2002), which means that the figdinand theoretical
assumptions are not uniquely valid (Jones et 8D52 Under grounded theory,
other researchers using the same method are edjlally to derive empirically
grounded explanations for other social processashwiave equal substance in
any given field of investigation (Jones, 2005). §&éwvo distinguishing principles

of grounded theory render it an excellent tool oélgsis of social phenomena,
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particularly when there is little known about thitguation under investigation
(Glaser & Strauss, 1967).

Grounded theory takes a research approach whiabnisary to most of the more
conventional research models. Jones, (2005) summesathe difference between

grounded theory and conventional research modejsir@3.2).

Conventional

Read Formulate Test Hypothesis
Literature Hypothesis Collect Data with Data —>
Grounded Theory
Collect Analyze Develop Theories Read Literature
—— Data Data or Hypothesis To explain —>
findinas

Figure 3.2: Comparison of conventional research mabd to grounded theory

Grounded theory provides the researcher with thpodpnity of having the data
inform the research and consequently discoverirgthieoretical principles that
are relevant to the situation under investigatidongs et al., 2005). Grounded
theorists want to know what is going on (Yee, 20Q)der grounded theory the
researcher usually starts with a general subjegbroblem conceived only in
terms of a general ‘disciplinary perspective’. Frins general opening the study
becomes continually focused towards an area ofakgoncern (Dey, 1999). In
grounded theory, all is data. Glaser (2001) advisas“all is data™- exactly what
IS going on in the research scene is data, whatbeesource, whether interviews,
observations or documents. It is not just whatamd, how it is being and the

conditions of it being told, but all the data sumding what is being told”.
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(i) Data Collection and Analysis
In grounded theory, data collection, coding andhams occur immediately,
concurrently throughout the study (Glaser & Strad$67). The process of data
collection is not impeded by the development okaesh problems, theoretical
understanding or literature review. Instead, treeaecher is granted the freedom
to enter the field and discover the main concefniegpondents and analyze ways

they resolve these problems (Jones et al., 2005).

Coding consists of naming and categorizing datas lan analytical process
through which “data are fractured, conceptualized iategrated to form theory”
(Strauss & Corbin, 1998). Its aim is to recognidevelop and relate the concepts
that are the building blocks of theory. Groundegbtty coding is a kind of content
analysis to find and conceptualize the core iséwes within the huge pile of the
data.

Glaser and Strauss (1967) originally described levels of coding, first into as
many categories as possible and then integratimateigories. The coding stages
are not meant to be distinct and linear in thee (ldeath and Cowley, 2004). As
has already been discussed, the two researchersMaint separate ways after the
launch of their book. Strauss and Corbin (1990)eddd third level of coding.
Strauss and Corbin (1990) describe the first leveloding as open coding while
Glaser (1978) refers to substantive coding. Pro@diescriptions are similar.
This has led some researchers like Kendell (1999uggest that the difference is
only in the emphasis on emergence. In their origieet emergence remains the
key throughout theory development: it must be eragziea that integration of the
theory is best when it emerges, like concepts. ‘fhieery should never just be put
together” (Glaser & Strauss, 1967, pp.. 41). Sgaasd Corbin’s last coding

procedure of selective coding is also similar taggl’s (1978) theoretical coding.
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For instance, Kendell (1999) says they are sinfilarparadoxically continues to
say that that they are used differently to geneaddterent types of theories. Table
3.3 summarizes major analytical differences betwibese two grounded theory

analysts and methods.

Table 3.3: Comparison of Glaser and Strauss anbi€Method

Strauss and Corbin Glaser
Initial coding Open coding Substantive coding

Use of analytical technique Data dependent
Intermediate phase Axial coding Continuous with previous

Reduction and clustering afphase, comparisons, with focuis
categories (paradigm model) | on data, become more abstrart,
categories refitted, emerging
frameworks

Final development Selective coding Theoretical
Detailed development af Refitting and refinement of
categories, selection of corpcategories which integrat

0]

integration of categories around emerging core
Theory Detailed and dense process fyllparsimony, scope and
described modifiability

(Source: Heath and Cowley, 2004, pp) 146
(i) Open Coding

Open coding is the first phase of grounded theoglysis (Glaser & Strauss,
1967; Strauss & Corbin, 1990). It is a process thaasked with discovery of
categories and their properties, groups or classtfiem into themes or categories
while at the same time looking for a trend in ttetad(Glaser & Strauss, 1967,
Glaser, 1992). Open coding is a stage where raw afat initially examined and
are coded through a process which fractures tleevietv into discrete threads of
datum. During open coding, data are broken dowa discrete parts, closely
examined and compared for similarities and diffeemn Events, happenings,
objects and actions/ interactions that are founsetoconceptually similar in nature
or related in nature or in meaning are grouped umdere abstract concepts

termed as “categories” (Strauss & Corbin, 1998as@i (1992) urges researchers
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to constantly check the category or property ofaéegory that the incident
indicates. The process of eliciting categoriesheirtproperties must be based on

sound, unbiased judgments and a neutral view tddkee

There are several ways of open coding, namelyti(g by line analysis. This

involves close examination of data, phrase by ghi@sd sometimes word by
word. (ii) The analyst may also code by analyzinghele sentence or paragraph
in order to determine the major idea brought ouh&sentence or paragraph. (iii)
Coding by perusing the entire document. Here, ¢élsearcher asks “what is going
on here? What makes this document the same orehtférom the previous one

coded?”

The process of open coding examines data withoytliemtations in its scope,
and without the application of any filters thus ddita are accepted and none is
excluded. This allows the researcher to look fdtgoas which may lead to social
processes which may be of eventual interest. Asdltegories begin to fill, those
that are most dense become known as core categ@laser, 2001). Open

coding uses constant comparative data analysis.

(iif) Constant Comparative Method
Goulding (2005) notes that despite the open andblie nature of the data that
may be used in a grounded theory study; thereegistet of specific principles
for analyzing and abstracting information. Groundedory is founded on the
conceptualization of data through coding using @ho of constant comparison
and theoretical sampling. Constant comparison nsethod of data joint coding
and analysis (Partington, 1990). “The purpose efdbnstant comparative method
of joint coding and analysis is to generate thenoye systematically-----by using

explicit coding and analytic procedures” (GlaseB&auss, 1967, pp. 102). “The
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constant comparative method is designed to aicatiadyst ----- in generating a
theory that is integrated, consistent, plausibld aelose to the data” (Glaser &

Strauss, 1967, pp. 103). Figure 3.3 illustrategtioeess of constant comparison.

Under constant comparative method interview terésamalyzed line by line (or
paragraph by paragraph), provisional themes naed, subsequently compared
with other transcripts in order to ensure consisgeand also to identify negative
cases (Goulding, 2005Puring this process the researcher constantly coespa
incident with incident and then incident with coptéMavetera & and Kroeze,
2009). As data is being coded, and accumulatedrta tategories, a process of

sampling known as theoretical sampling takes place.

Data Data

@ Collection @ Collection @

CONSTANT

. Note-taking
. . Memoing
Memoing Note-taking <:>

Coding

COMPARISON
@ Coding

(Glaser & Strauss, 1967)

Figure 3.3: Constant Comparison

(iv) Theoretical Sampling
Theoretical sampling works to systematically seleetv participants or data
which will guide the researcher to select data saswhich are most salient for

the research being undertaken. Under theoreticapkag, the process of data
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collection is controlled by emerging theory (Pagton, 1990). New targets for
data collection are directed by the results calddtom the preceding sample and
as theory emerges and investigation focuses, sades the selective sampling.
Theoretical sampling works by selecting subsequamiijects based on the
information which emerges from the data alreadyedo{Sarantos, 2005) This
process ensures that new data contribute to theéevglopment and that they
work with the concepts already compiled througheasure of fit and relevance
(Glaser, 1978).

There are two main stages involved with theoretszathpling. In the first stage,
the researcher targets participants who share ralnilifferences with regard to
the subject under examination. After data from #a@shas passed the scrutiny of
constant comparison, the sampling moves into thergestage which ensures an
enlargement of the sample differences betweencpzatits are maximized. By
initially minimizing differences the researcher &ble to quickly develop
categories and determine their properties, subsgquieatments provide the
benefit of ensuring that categories have been fdiyeloped and that data
saturation is actually occurring (Glaser, 1978).

(v) Axial Coding

Gasson (2003) describes axial coding as a conse&anth for relationships that
exist among coded elements. Categories, sub-ca&egand their properties as
elicited during open coding should be scrutinizedcheck for similarities and
dissimilarities (Mavetera & Kroeze, 2009). The pase of axial coding is to
begin the process of reassembling data that wactuiied during open coding. As
the coding procedure before this phase works trra the data and cluster them

according to abstract similarity, theoretical cagimalong with sorting, knits the
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fractured pieces back together again to conceptuatlationships between the
hypotheses derived through open coding (Jones,e204)5). Axial coding is the
process of relating codes (categories and propgrtie each other, via a
combination of inductive and deductive thinkingrédiss & Corbin, 1998). As
categories start to accumulate and gain depth,tmonsomparison compels the
researcher to begin to reflect on the data, andotomence conceptualization,
usually through ‘memos’, eventually leading to hyypasis and theory. Memos are
short documents that one writes to oneself as ooeepds through the analysis of
a corpus of data (Strauss & Corbin, 1990). Memoy iiba descriptions of
locations, behaviours, researcher’'s experienc@ewretical insights which occur
throughout the process. Memos encourage researicheefiect on and describe
patterns in the data, relationships between catgorand emergent

conceptualizations.

In axial coding, categories are related to thelr mtegories to form more precise
and complete explanations about a phenomenon. dRradly, axial coding
involves several basic tasks (Strauss, 1987). Thedade the following: (i)
Laying out the properties of a category and themeshsions; a task that begins
during open coding. (ii) Identifying the variety obnditions, actions/interactions
and consequences associated with a phenomendrR€lating a category to its
sub-categories through statements denoting how dneyrelated to each other.
(iv) Looking for clues in the data that denote hmowajor categories might relate to
each other. Axial coding is achieved by specifyialgtionships and delineating a
core category or construct around which the otlmrcepts revolve (Goulding,
2005).

(vi) Selective Coding

Selective coding is the process of integrating eefthing categories (Strauss &
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Corbin, 1998). It is the stage of grounded theorgthad that includes an
increased depth of focus (Shannak & Aldhmour, 200B)e first step in

integration is deciding on a central category (dsown as the core category)
which is the main theme of the research. It cossiéall the products of analysis
condensed into a few words that seem to explairt ‘e research is all about’
(Strauss & Corbin, 1998). The selective coding estegreached when the core
categories become apparent. A core category isteg@y that has developed
through densification and that explains most ofvthgation which represents the
participants’ major concern. The core category khbe an issue upon which the
basic social concern is centered. Strauss and I€¢tBB0) explain that all other
categories derived from the axial coding processtrba related in some way to

this core category either directly or indirectly.

The central category has analytical power-throughability to pull the other
categories together to form an explanatory stdarghould also be able to account
for a considerable variation within categories. éattal category may evolve out
of the existing categories or the researcher maglystthe categories and
determine that although each tells part of theystoone captures it completely
and so another more abstract term or phrase isede@dconceptual idea under
which all other categories can be subsumed (St&udsrbin, 1998). This means
working through notes, diagrams, and categoriesycheng for the central
phenomenon and the central category. The attritartdsdimensions of possible
core categories are related to those of other oAty looking for regularities,
generalizations, levels of abstraction etc. tha autstanding and have high

explanation power.
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Choosing and situating a core category is import8ttauss (1987) gives the
following criteria that can be applied to a catggéo determine whether it
qualifies to be a core category:

(a) It must be central; that is, all other major catéggcan be related to it.

(b) It must appear frequently in the data. This mehas within all or almost
all cases there are indicators pointing to thateph

(c) The explanation that evolves by relating the categois logical and
consistent. There is no forcing of data.

(d) The name or phrase used to describe the centrabargt should be
sufficiently abstract that it can be used to deaesh in other substantive
areas leading to the development of a more getiezaty.

(e) As the concept is refined analytically through theegration with other
concepts, the theory grows in depth and explangtower.

(N And the concept is able to explain variation ad aglthe main point made
by the data; that is, when conditions vary, thelaxgtions still hold,
although the way in which a phenomenon is expregséght look
somewhat different. One should also be able toagxptontradictory or
alternative cases in terms of that central idee(S6).

Selective coding allows the researcher to filted acode data which are
determined to be more relevant to the emerging equisc The essential idea is
to develop a single storyline around which all gtleng else is draped. Thus,
only the most pertinent passages of a transcrgtised and coded. To facilitate
this, the interview questions are continuously meigdated to encompass the
new and more focused direction of the researche@l@t al., 2005) because

there is a belief that such a core concept alwaigise

(vii)  Theoretical Coding
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Grounded theory builds analytical case by constasgkeking new categories of
evidence. Theoretical coding occurs when core oaieg)have become saturated.
Saturation is both a peculiarity and strength adugded theory (Jones et al.,
2005). Unlike other methods of qualitative analygiich acquire rigour through
multiple levels of confirmation or triangulation @vtens, 1998), grounded theory
builds an analytical case by constantly seeking rategories of evidence.
Eventually after a period of data collection, arpas reached where no new data
result from additional data collection; this is miobf saturation (Jones et al.,
2005). And as Selden (2005, pp.124) puts it; “oeeps on collecting data until
one receives only already known statements”. Thieatecoding examines these
saturated categories and provides the researchieramalytical criteria for the
development of conceptual relationships betweesgoaites and their relevance to
the literature (Glaser, 1992).

3.5 How Grounded Theory Methodology was applied in thifResearch
3.5.1 Design of the Research Questions
Data collection was done between May 2008 and AL@@4.0. In the beginning,
the researcher adopted an unstructured approdhk toterviews because nothing
was certain. The original strategy was to let thsearch open to enable the
respondents to talk about issues that were of itapoe to them. The researcher
started with the general question posed to the BDSkhat motivated you to
venture into this business?” to the respondentg dimswers to this question,
directed subsequent questions. The issues thatgeserated from this question
formed the initial research boundary and directethér research questions. The
guestions were used as guidelines. The structurgleointerviews were not
decided in advance i.e. subsequent questions veerf®mulated in advance and
neither were different interviewees asked the samnestions nor did different

interviews take the same time or follow the santpiseace (see Assad, 2001). The
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guestions that were asked to each interviewee us®é as guidelines.

Glaser (1978) cautions, that researchers usingngeal theory must have a

degree of theoretical sensitivity. In addition, thesearcher must be able to

maintain an open mind with analytical distance wWwhis not clouded by

predetermined ideas or a priori hypotheses. TablegBes a summary of the

design of the research questions.

Table 3.4: The Design of the Research Questions

The initial open ended question that was posehldanitial interviewees was:

1.

Noo,kw

‘Why did you venture into this business?'This walsraad question that tried to
capture the interviewees’ start-up motives for ueng into BDS business.

Some of the answers to this question touched ompéhsonal attributes and the
work background of the interviewees and on starstuategy. This generated the
second part of the question which sought to esfabivhether and how the
personal and work background of BDSPs had anyeénfie in their motives to

venture into the current business. Thus the questio

1b. Where were you working before you started ibisiness?

1c. How did your previous work background influeryorir decision to venture

into this business?

1d. How did you venture into the business?

What challenges are you encountering in the conolugbur business? How are
you countering these challenges?

The answer to this question touched on the natuocempetition, on the role of

the government and the regulatory framework, tflaence of donors, the nature
of the BDS products and on the attitudes of theclshts and the relationship
between BDSPs and their clients and on the relshipnamong the BDSPs
themselves. Subsequently, questions were formulededapture each of the
emerging issues.

How would you describe this business in terms oéipiial?

Are you happy doing this business? Please exptai?h

What motivates you to stay in this business?

Have you ever benefited from donor subsidy?

How do you feel about provision of BDS being sulzsd?

Initially the research was unfocused because theareher was not aware of the

issues and so only posed a general question thed as an introduction to the
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interview process (see Patton, 1990). As the respas answered the initial
guestions, a system started to emerge; the resgaeformulated the subsequent
guestions, focused and refocused the intervievesigstues that were emerging as
relevant to the study. The study began to take aensystematic approach
thereafter. A systematic approach was also prefdyezause it would enable the
researcher to show how she arrived at the conclssiesing propositions

generated from data analysis.

3.5.2 Initial Interviews

The guiding principle in the selection of a samipl@ qualitative study is that it
has to be information rich (Patton, 1990; Yin, 1p9%he researcher chooses any
groups that will help generate to the fullest ektas many properties of a
category and to relate to each other and to theipasties (Glaser & Strauss,
1967). In grounded theory, sampling cannot be @dnn detail before the start
of the field study. It is directed by the emergitigeory. It is not persons or
organizations that are being sampled but rathedemés and events (Goulding,
1999). Triangulation method was employed in thecess of data collection and
analysis. Data was obtained using several soucrely; interview from BDSPs,
four MSEs entrepreneurs and BDS facilitators. Iditwh to the interviews, the
researcher made observations during the fieldvigers. The BDSPs interviewed
were based in Nairobi City two of whom were runnaffiliate businesses outside
Nairobi City; one in Mbere District and the otherKakamega District. The BDS
facilitators were all located in Nairobi while thMSE entrepreneurs were from

Kakamega District.
Data collection was divided into two phases. Datdlection in phase one

concentrated on the BDSPs while phase two condedt@n the SE clients and

the BDS facilitators. Sampling of the respondens WWone as follows: First, the
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researcher got a directory of service providermftbe website of the Ministry of

Trade. This directory proved to be futile; the p¥lene calls made did not go
through indicating that either the addresses wereaxistent or they had moved.
The researcher resorted to use a snowballing methtite identification of the

respondents. Through a friend, the researcheriftehta managing director of

one of the local micro-finance organizations whoegher telephone contacts of
some BDS providers. The first few people who wempntacted provided

information that was fuzzy and disconnected. Thaserviews were used as a
pilot study. From these contacts, one informatimm BDS provider who was

willing to participate in the interview process wesentified.

To this first information rich respondent, the &lling question was posed: “what
motivated you to venture into this business?” Slas wallowed to tell her story.
The researcher voice taped the interview usingydatlivoice recorder and wrote
down field notes as well. After the field intervigthhe voice tape was transferred
to the PC and later transcribed. These transcripttogether with the field notes
formed the initial basis of the later interviewseTinterview lasted for two hours.
This respondent was requested to give contactthef DS providers. She gave
the researcher contacts of four other BDS providene® were contacted and
requested to participate in the interview procésgse four respondents were also
asked the same question: “what motivated you tdwernnto this business?” The
researcher also voice taped and wrote down fietdsnduring the interviews and
after each field interview, the voice tapes weamsferred to the PC and later the
tapes were transcribed. All the interviews werevadld to flow naturally in order
to give the interviewees freedom to talk about idseies that were important to
them. However, as the respondents told their stotiee researcher focused,
refocused the interview process and probed basédeassues that emerged from

the first information rich interview.
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In grounded theory, the process of data collecti®nnot impeded by the
development of research problems, theoretical wtaleding or literature review.
Instead, the researcher is granted the freedomtty éhe field and discover the
main concerns of respondents and analyze ways ré&glve these problems
(Jones et al., (2005). These interviews were fatidwy two months of reflection.
Data analyses from these initial interviews wefféeecéed upon to try to organize
the data around themes that were deemed to be tampdor the research issue.
This resulted in four major themes that formed rbsgearch boundary. This was
followed further data collection and analysis.

One of the recurring grounded theory debates igxitent to which it is desirable
or possible to pin down and formalize the appro&eha general procedure
(Partington, 1990). In setting out and illustratithg grounded theory approach
Glaser and Strauss (1967) emphasized that theicipal aim was to stimulate
others to codify and publish their own methodsdenerating theory. They were
aware of the dilemma of describing in the lineanfat a practically applicable
research monograph, iterative procedure. This awame is evident in their
repeated statements of the need for intangibleitgpgalsuch as insight and
theoretical sensitivity (Glaser & Strauss, 1967rtiRgton, 1990). However, as
has already been discussed since the launch ofibek, Glaser and Strauss have
taken grounded theory in somewhat different dioexgti (Charmaz, 2000). This
study followed a Straussian. The details of howirngdvas done are explained

below.
3.5.3 Subsequent Interviews

As the process of open coding and analysis cordinmew issues emerged and

this necessitated going back to the same respandeneral times to collect more
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data. This necessitated identifying and selectieny respondentdhe researcher
got telephone and email contacts of BDS providdne wad attended a training
organized by International Labour Organization (JLOhe researcher sent emails
to these people requesting them to participatberrésearch process. Six of these
people responded positively. The researcher fokbweh telephone calls and
arranged for interviews with them. The interviewddwed the same procedure
i.e. they were voice taped, and during the intevgie¢he researcher probed in
order to clarify issues and refocused the intervgacess and wrote down field
notes as well. These interviews generated new sssilt necessitated
interviewing consumers of BDS products and BDSlitators. This formed phase

two of the interviews.

(i) How Open Coding was done
Although data collection, analysis and coding fdre tstudy were done
concurrently and throughout as explained by Glaset Strauss (1967), Assad
(2001) noted that separation of the process is soree made to allow a
presentation of data collection techniques thatewemployed. The coding
process followed a paragraph by paragraph methbds basically involved
looking at the transcribed tapes paragraph by paphgtogether with the field
notes that the researcher had written down and@gskie questions “what does
each phrase mean, how is it different from or samib the ones that had been
coded; what insights can | draw from it with regaa the issues under
discussion? As the researcher developed the cedesyrote memos as well. In
addition, the researcher made use of the impoxemts and phrases that she

wrote during the interview process.

The initial open coding process generated a lawgeber ofincidents(Appendix

2). Through constant comparison, the researcher eedi® number of incidents

69



to relatively fewer concepts. By grouping conceapte categories, the number of
units that the researcher works with is reducede Tmocess of constant
comparison and theoretical sampling reduced theems to 18 higher level

concepts known as categorigable 4.1a and b).

(i) How Axial Coding was done
The researcher analyzed and compared the emesgings (that were generated
during the open coding) together with the new intsgrom the additional data
collection to see if similar codes occurred andugesl them under related
concepts. As the process continued, further cohstamparison and theoretical
sampling resulted in a reduced number of sevengodts now called main
categoriesDuring axial coding, some categories were changedesv data were
collected and analyzed. Some of the names of tlhecategories were also
changed while some categories were combined witherst to form new
categories. In addition, new categories also entedyeing the axial coding

process.

(iif) How Selective Coding was done

Selective coding is a process of integrating arfohirgy categories (Strauss &
Corbin, 1998). Selective coding requires selectibthe central or core category
(a central phenomenon which has emerged from thal @oding process)
(Strauss & Corbin, 1990). The researcher chose amme category(BDSPs’
strategic responsegnd positioned it at the centre of the procesagoekplored,
and then related all the other six categories.tdhts category was chosen as the
core category because it seemed to be linked tthallother categories either
directly or indirectly (Strauss & Corbin, 1990). agd on the emerging
relationships, the researcher developed a modeahtefrelationships between

these categories.
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3.5.4 The Structure of the Fieldwork

(i) Phase 1 Field Interviews

The field interviews work took a total of twelve ntbs which were spread out
between May 2008 and August, 2010. It was dong&mpghases. In phase one, a
total of eleven respondents (BDSPs) identified a&SPR to RSP11 were
interviewed and 27 interviews conducted. The lohgdsrview took two and half
hours while the shortest took one hour. Table 8/65ga summary of phase 1 of
the field interviews showing the number of timesclearespondent was

interviewed and the total number of interviews.

Table 3.5: : Phase 1 Field Interviews

Interviewee No. of Interviews
RSP1
RSP2
RSP3
RSP4
RSP5
RSP6
RSP7
RSP8
RSP9
RSP10
RSP11
Total

NP R RN NN N AR A

(i) Phase 2 Field Interviews

The researcher was given names and telephone tordhsome small-scale
entrepreneurs and BDS facilitators by the BDS Ritend. The researcher made
telephone calls arranged for interviews with thdpour SE clients and two

facilitators responded positively Theoretical sangpl works by selecting

subsequent subjects based on the information whiolerges from the data
already coded (Sarantos, 2005; Jones et al., 200®).researcher reformulated

specific sets of questions to each set of thegoneents.
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In phase two, a total of four MSE entrepreneurs tava BDS facilitators were
interviewed. The four entrepreneurs were identifedRSC1 to RSC4 while the
two BDS facilitators were identified as RF1 and RFthe separation of the two
phases of the interview process was necessary $eadiuthe differences in the
focus and depth of the analysis between these hasgs of the research process.
Table 3.6 gives a summary of the interviews showiiregnumber of times each

respondent was interviewed and the total numbertefviews.

Table 3.6: Phase 2 Field Interviews

Interviewee No. of Interviews
RF1
RF2
RSC1
RSC2
RSC3
RSC4
Total

ol FENPEN FENFIN TSI N

In total eleven BDS Providers, four MSE entrepreseand two BDS facilitators
were interviewed. All the respondents could comroata in English so there was
no need for translation. Besides the formal intamg, the researcher also talked
to several colleagues in management and in educatractitioners in the micro-
finance industry whose views were not recorded @ded but which helped in

the reflection and conceptualization of some ofaheerging issues.

3.6 Ethical Considerations
For the pilot and the first phase of the intervieth& respondents were contacted
informally through telephone. The researcher exgldito the respondents the

purpose of the call and how she had obtained ttweitacts. After the telephone
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call, the researcher arranged for a face-to-facetimge with each potential
respondent where she explained to them the purpbsthe research. The
researcher asked their willingness to participatethe research process. She
explained to them that the research process waedgine several interviews
(probably three or four interviews). The researaiso sought the consent of the
respondents to allow her use the digital voice ié&0 She explained the reason

for voice taping the interviews.

In addition, the respondents were assured of cenfidlity and anonymity and
that the data collected and the transcriptions dbel used for academic purposes
only(see Appendix 1 for Letter of Introduct)oifhis assurance was necessary in
order to maximize information from the respondeiiisere were three sets of
respondents namely BDS providers, BDS facilitatare] MSE entrepreneurs. To
ensure confidentiality and anonymity of the respmorid, the names of the
respondents and their organizations were disguieel names of the respondents
were replaced with code numbers as folloRSP1, RSP2, and RSERE. to
denote BDS providerl, BDS provider 2, and BDS pievi3 respectively
Facilitators were coded &F1 and RF2to denote facilitator 1 and 2 respectively.
The MSE entrepreneurs were codedR&C1, RSC2, etto denote entrepreneur 1,
2, and 3 respectively. The organizations of thespandents were also disguised

for the same reasons.
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CHAPTER FOUR

EMERGENT THEORETICAL PERSPECTIVES

4.1 Introduction
In this chapter, the initial analysis of data ahd butcomes of the initial data
analysis are presented. It starts with mergingr@nfees from the issues identified
from the data with the results of the initial retien over what were identified as
important to the actors (BDSPs). The chapter dessrthe first phase of data
analysis. It shows a list of emergent themes frbenanalyses that were deemed
to be of importance to the discussion. These emeripemes were arrived as a
result of constant reflection and comparison. Tinelude the following: Start-up
Motives, BDSPs’ Background Characteristic, Start-8ategy, and BDSPs’
perception of the Business. These research theone®d the boundaries for the
research process. Open coding was done within tlessarch themes and these
helped to generate initial concepts and later #texa categories. These themes
resulted from the initial research question, “Whatdtivated you to venture into

this business?” which was posed to the initial oesients.

4.2 The Emergent Themes

Data from the initial interviews were reflected upi try to organize the data
around themes that was deemed to be importantplaiexng BDS performance
and sustainability. The following are four majoethes that emerged from the
data and the narratives for each:

i. Start- up motives ,

ii. BDSPs’ background characteristic,

iii. Start-up strategy,

iv. BDSPs’ perception of their business

74



4.2.1 Start- up Motives

BDSPs gave several reasons for venturing into lessinThe following statements
capture some of the motives for venturing into in of BDS. For instance,
RSP1 explained that they (she and her partnersgedbthat many business
people in Western Province (the western part ofcthentry) were in dire need of
BDS. They were also moved by the high poverty kevwelthe region. She goes
further to say that she had an inner motivatiomée a difference in the society:
“we realized that there was a lot of poverty in Yées Province and so we
wanted to make a contribution to make a differandbese people’s lives”.

For example, RSP3 explained: “I ventured into srhalliness consulting because
| wanted to make a social contribution. | have @ $mcial heart; | get boost and
energy by impacting on someone. In addition, lizedl | had a lot of potential
that | could not fulfill in a structured organizati like ABC Motors Ltd. Third, |
wanted to give service to the small-scale entregrenbut also to gain financial

independence”.

RSP4 on the other hand, explained that he was atetivby the desire to put into
practice the skills which he had learnt. “I wantedput into practice the group
dynamic skills | had learnt while working at micliaance institution to see

whether it would work for a different clientele etfarmers”.

4.2.2 BDSPs’ Background Characteristics

BDSPs came from diverse backgrounds. The previauk experience seemed to
have influenced their desire to venture into bussneFor example, RSP3
explained: “I was working under a very democratisdowho allowed me to make
certain decisions whenever he was away and sumpaevtetever decisions |

made. In addition, he allowed me to attend manyci#yp building trainings that
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exposed me to all management functions. Througtetltrainings, | also met and
interacted with people. These opportunities opengdeyes. | came to realize |
had a lot of potential that | could not fulfill & structured organization like ABC
Motors Ltd”. This seems to suggest that workingema democratic boss allows
one to recognize his/her potential and/or abilipttending workshops and

capacity building opens people’s eyes to rangeostiple opportunities.

Furthermore, previous work experience enables petmpacquire knowledge and
skills. As RSP4 explained; “I decided to put intagiice the group dynamic skills
that | had learnt at a micro-finance organizatiorsée whether it could work for
small farmers or not”. Previous work environmersioajjave RSP4 and his partner
an opportunity to get market information that otipeople did not have. “He
explained we were lucky because having worked Wighdonor agency, we had
insider information. “So we won the contract”. Timgportance of experience is
also implied by RSP2 when he explained: “I wantedgse BDS as stepping stone
to learn the skills of doing business”. Thus thioexperience people gain skills.
Previous work environment give people insider infation about the market
which other people may not have.

In addition, it also appeared that people deveknath mindset and assumptions
from their work experience. For example, RSP3 arpllt “Having come from
the corporate world, | entered business with a @@fe mentality. Initially, |
would go out and make contact with clients butueranade follow ups because |
believed they (clients) were the ones who neededenyices and so should look
for me”. RSP5 also explained; “micro-entreprenarnes notorious for not paying
for services. They think that someone is respoeditnl their existence”. In this

sense it can be said that previous work experidacea negative impact on the
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market because it made one develop unfavourabldseirand attitudes about the

market.

4.2.3 Start-up Strategy

Different BDSPs used different strategies to eme&r the market. The start-up
strategies seemed to be somehow linked to BDSR®! of the market. BDSPs
seemed to be of the view that many entrepreneurs wet fully aware of the
benefits of BDS, a factor they partly attributedthe fact that BDS market was
still emerging. In addition, as an emerging markbkg risks and uncertainties
associated with business could probably be hidiar tn other markets. Some of
the BDSPs mentioned they were not sure how the ehavks going to respond.
Thus most seem to start small. The reasons fatirgjasmall appeared to differ
from one individual provider to another but seerteelie a risk reduction strategy
against the possible risks of failure of the bussnéor example, RSP1 explained:
“we decided to start small because when we steBfe8 was a new concept;
many entrepreneurs had not experienced BDS the®d. Wwe wanted to give
entrepreneurs time to develop interest first beteeecould roll the services out in
large scale”. “Second, we decided to leverage amdsupport as a temporary
penetration strategy to enable us to charge lowieep until the entrepreneurs

develop interest in the products”.

RSP1 further explained: “when we started, we weresare we would succeed
because BDS was a new concept especially in therregshe mentioned that

their organizationwas the first to take the concept of BDS to Weskanya.
RSP4 also explained: “When we started, we weresno¢ whether we would

succeed or not. So | told my partner ‘let us trg aee’; if we succeed we move

on if not we move to something else”.
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Offering all services- as a package: RSP2 explagifient SE clients you have to
be a jack of all trades. You see many SE client® many issues; they have tax,
marketing, personal problems and they want yowtbal these issues and then
they pay you one fee. Actually, for SE clients @uyspecialize, you lose because
if you specialize, it will be too expensive for thé

It was therefore of theoretical importance to lelssh whether or not the changes

in the approach had any influence on the long-tewntinuity of the businesses.

4.2.4 BDSPs’ Perception of their Businesses

Different BDSPs seemed to perceive their businessésrently; while some
seem to perceive the business positively (as hgwigntial), others perceived it
negatively (as having no potential). Thus, thestjoa of “how BDSPs view their

businesses” was added to the research questions.

The following are some of the views of the BDSRgarding their businesses: For
example, RSP3 explained: “I believe my businegpisg to succeed. | compare
this business to a “bamboo tree” that once it takes it spreads very quickly. |

know | time is going to come when | will not haxework as hard but to reap the
fruits of my efforts. But now is a time to sow teeeds. Again for me it is the
success of my clients that gives me the most satish”. It appears that the this
respondent has a strong belief that the businegsimg to perform very well in

the future and it is this belief that seems to ghemotivation to push on.
RSP4 explained that they are making a positiveachpn the farmers who are

now assured not only of a steady market but algbdmiprices than they would

get outside the market linkage. He believes thattliisiness has a lot of potential
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sees the business as a fulfilling career and als daes all it takes to make it
succeed.

RSP1 explained: “We reached the lowest height mbosiness so we had to stop
normal operations. Now we only do business whenaiges. However, we did
not want to lose touch with their clients so we énaetained an office which we
use to keep in touch with their former clients”.sdemed that although RSP1’s
business is doing very badly she still nurses tygehthat in future they will be
able to resume normal business operations. RSBZearontrary does not see any
potential in the business. He says “I have neven DS grow unless when one
is dealing with large organizations”. For RSP2s thiisiness is a stepping stone to
do ‘a serious business’ in the future. He saystarted this business to learn the
skills of running a business”. This probably expéd RSP2’s attitude towards his
clients who are doing well. “When | see a clientkmg so much money yet |
know | can do much better than him/her it makeswoader what | am doing in
this business”. His action confirms that he hadimtention of sustaining the
business; by the time of the fourth interview, lagl lalready quit the consultancy
and had had joined salaried employment. All thesehts were noted in order to
be followed to establish how if at all they had aelationship with how BDSPs

succeed in building sustainable business.

4.3 Open Coding
As already mentioned, emergent research theme®sutigg research boundaries
during data collection. Open coding is a stage wtibe raw data are initially
examined and are coded through a process whiclufescthe interview into
discrete threads of datum. During open coding, degdbroken down into discrete
parts closely examined and compared for similaritied differences (Strauss &

Corbin, 1998). Open coding involved identifying, rmag, and describing

79



instances found within the interview transcriptsd afield notes. The main
purposes of open coding are to conceptualize ahdl ldata. While naming
concepts, grounded theory does not attempt to atadet the world of the
research respondents as they construct it (Glas@98). Charmaz (2006)
recommends that data be broken down into segmdmthvare called incidents.
An incident is found in a phrase, a sentence or lwbinfrequently in as many

words as a paragraph (Glaser, 1978).

Open coding followed a paragraph by paragraph ndetbaletermine what each
paragraph actually means in relation to the stumgatives and at the end of it, a
large number of concepts known as incidents/ opeles were generatédable
4.1a-b).The researcher minimized these incidents by grappihd labeling them
into initial categories through a continuous congmar analysis process to see
similarities and differences between them. Thes&lénts were compared with
other incidents and other data to develop the codésough continuous

comparison and theoretical sampling, the numbeontepts was reduced

The incidents were analyzed and those relatingcanamon theme were collected
to give a higher commonality of concepts. Thesecepts were finally grouped to
find yet higher commonalities called categories. @wuping concepts into
categories, the number of units that the researalweks with reduced. For
example, various concepts could be identified dating to the reasons for
venturing into the business. These were labelestaatup motives. Others could
be identified as relating to how BDSPs enteredntlagket and these were labeled
as start-up strategy. The categories reduceduimder of concepts to be handled
as well as provided conceptual basis to the thémbe discovered. At the end of
this process, a total of 18 categories were gesgratmely;

(i)  Start —up motives,
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(i) Start-up strategy,

(i)  Nature of BDS products,

(iv)  Types of clients,

(v) Staying close to clients,

(vi)  The role of Trust,

(vi) BDSPs’ personal characteristics,
(viii)  Previous work experience,

(ix)  Presence of donors,

x) Value addition

(xi)  Government involvement,

(xii)  The role of experience,

(xiii)  Competition,

(xiv) Change of business approach,
(xv) Initiating and running partnerships,
(xvi) Collaborations,

(xvii) Intrinsic Satisfaction

(xviii) BDSPs’ perception of BDS business,

Table 4.5 andb gives a description of the concepts that were qunedized and
the sub-categories that were formed during the opeding process. The
researcher made use of quotes from the respondedtfor this reason there may
be repetitions of the some of the quotes to ilatstdifferent points.
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Table 4.1a: Concepts and Categories 1-7

Concepts/Codes Categories
Desire for autonomy; need for status; desire falapthropy; Start— up
desire to explore; frustrations within the curresrk place; Motives

response to market opportunity; a stepping stomoilog businesses;
desire to fulfill childhood dreams; desire to flil& divine call;
| wanted to acquire the skills of running a busielswanted to put intc
practice the group dynamic skills that | acquirehilev working at a micro-
finance organization; | wanted to put my skillssefveral years of working int
practice; having tasted administration work, | dedi to start my own busines
Initially charged very low prices to allow clients experience and developStart- up
interest in the product; Start small and use engstietwork of associates; focusStrategy
strategy- focus on the niche market (the womenydvad mouth by a the few
clients who have experienced the services; Injtifticused on the missing
middle, on a particular sub-sector, concentrategumtessful clients; entered
into a market relationship with clients i.e. usewgy dynamics approach; use
payment a precondition for the contract; leveragitgy on other businesses to
cover overheads, on donor support to enter thekehaleveraging on other
business segments to offer BDS; diversification. @ffer a wide range of
services, have different category of clients
BDS was a new concept; intangible nature of md3§Bstatutory services arNature of BDS
easier to sell compared to non statutory serviB&S is a long-term proces products
and so success cannot come in the short- term; &% products are easit
sold as a package; the returns of most BDS produetéong term; the proces
of BDS products have to be nurtured.
Unwillingness of many small entrepreneurs’ to pay $ervices; many SEType
entrepreneurs they think they know; some SE cliglitsnot appreciate of clients
professionalism; some SE clients like to do thifigenyeji’; SE clients are
very sensitive to prices; lack of apperception oD by many SE
entrepreneurs; inability of some SE entreprenenrgaly for services; lack of
awareness of many SE entrepreneurs lack awarebesstae benefits of BDS;
some SE clients think somebody is responsible fairtexistence; many
entrepreneurs think BDS is for the elite”
Having field officers living among the clients; aiant touch with clients Staying
Getting constant feedback from clients; regulaidyking and/or visiting; close to
frequent interaction with clients through workshasl seminars; interactin clients
with clients through membership clubs; having aeriactive web site; regula
feedback from clients used to improve the servidesgback from clients
build mutual relationship with clients;
Level of trust; source of trust or lack of it thefeconsequence of lack of trustThe role
how trust is built or eroded of Trust
The impact of donors’ presence in the market; hdferent BDSPs respond t  Presence
the presence of donors; how some BDSPs have bethefiom donors’  of donors
presence; whether or not donors should continuthénmarket; donors ar
exiting the market
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Table 4.1b: Concepts and Categories 8-18

Concepts/Codes Categories

The nature of the previous work experience; oppities presented by th Previous work
previous work experience e.g. opportunity to meeteptial clients, environment
potential network of associates, learn new thingsevious work

experience enabled acquisition of knowledge aniisskipened one’s eye

to a range of opportunities; enabled one to reamgpiotential/abilities;

creates opportunity to learn new things; makes lgedpvelop certair

attitudes and mentality; People may get insidesrimition

Degree of confidence or lack of it there of; aleds; perseverance; risBDSPs’ personal
taking; patience; degree of passion; innovativenessd to have the softcharacteristics
skills; proactiveness; commitment; empathy; flegjbl

| thought | had gained enough experience after imgrikn ABC Motors  The Role of
Ltd for six years; | made many stupid mistakes beeahere was no on  Experience
to learn from; the mistakes | made opened my etfgsugh experience

you gain the soft skills; experience enables onactyuire the skills grouy

dynamic skills; having tasted administration worlak®es one develoj

interest in running their own business.

Employed qualified field officers who give practicaolutions to the Value

clients; clients must be able to see value; Satigfgustomers is what addition
keeps us going; having tailor made services; ctersy in providing the

services; giving quality products; clients are name assured of market;

clients are getting higher prices for their produse demonstrated value

by using those whom we had trained as show case;

BDSPs’ level of awareness about what the governnsedbing; need for Government
government involvement in the sector; degree okgawment involvement involvement;
what the role of government should be in the sector

Degree of competition; nature of competition; caséscheating and Competition
coning by some consultants; some consultants camiping standards;
consequences of weak legislation on competitionsequences of unfair

competition; how different BDSPs handle competitipresence of quack

consultants; need for self-regulation to check mrdampetition; How to

check unfair competition in the industry.

Change of clientele; change of network of assosjatedesigning the Change of
products; change use clients already trained as haw scase; business
diversification into new markets and new produé&dppted a trial anc approach;
error strategy; change of pricing strategy; changesl design of the

programmes;

The basis of partnerships; challenges of runnimgnpeships; sharing of Initiating and
roles within partnerships; making decisions in parships; commitment running the
by partners; partnerships
Need for collaboration; need for some kind of pssfenal body to guide Collaborations
self-regulation; benefits of collaboration; diffifes involved in initiating

collaborations; memberships of collaborations; degrof members

involvement in collaborations; BDSPs’ level of aemess of existenc

and need for collaborations;

Level of personal satisfaction; source of persaadisfaction; reasons for Intrinsic
personal satisfaction satisfaction
Perception regarding potential of the business;cqm@ion regardinc BDSPS’ perception
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possibility of success; perception regarding host e returns of the of their business
business should be realized; perception how thénéss is doing;
perception regarding the impact of the business

4.3.1 Start-Up Motives

BDSPs mentioned a number of reasons for venturimg small business
consulting. The motives varied from one individgabvider to another. It also
emerged that one provider had more than one gptartative. The following
motives were given by BDSPs as having influencedntto venture into business:
autonomy/independence, desire to make a sociatilsotibn/impact, to use BDS
as a stepping stone to do other businesses, t@rexgieir skills/ potential, to
realize a childhood dream, as a response to a mapgortunity, to put skills
learnt into practice, to learn the skills of doibgsiness, to make money and
frustration in formal employment. In addition, BDSRad more than one motive

for venturing into business. The motives are diseddelow:

i. Desire for Autonomy
Desire for autonomy was expressed in different wayslifferent respondents.
But overall it pointed to the desire to be in cohof life; to be answerable to no
one. The following are some of the ways in whichpandents expressed this
desire:
To gain financial independencé started the consultancy for independence. |
wanted financial independence”.
To fulfill childhood dreams’l had always had a desire to do my own busingses.
when | got tired of working at a Micro-finance Instion, | decided to start my
own consultancy. | thought this was an opporturidy me to full fill my

childhood dreams. | started doing business wheras @ child, selling fruits,
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vegetables in the local market. | have always bespired to start my own
consultancy firm. In our family, people like doibgsiness”.

Desire to be one’s own boss and make independergiales “After working at
ABC Motors Ltd. under a very democratic boss wHoveéd me to make certain
decisions and supported my decisions, | realizatlitheeded to be my own boss
where | could make independent decisions withowinigato consult anybody”.
RSP6 also explained that: “I motivated by the desir be ones’ own boss and

make independent decisions”.

Memo

The desire for autonomy seemed to point to strategrmal locus of control. It seemed
that the people who have this desire do not wabetdirected or controlled by others.
Such people want to chart their own course of lifieis starting their own business
gives them freedom so that they feel they are esiticted by anybody or structure.

ii. Desire for Philanthropy
Desire for philanthropy or to make social contribotwas expressed in different
ways by different respondents. The degree of samakern seemed to differ
from one BDSP to another. In addition, the deseensed to be influenced by
different factors and was expressed in differengsmMay different providers. The
following are some of the ways in which respondexjsressed this desire:

For example, RSP1 explained that they (RSP1 angdrémers) noticed that many
business people in Western Kenya were in dire réeDS. They were also
moved by the high poverty levels in the region. Slemt further to say that she
had an inner motivation to make a difference in sbeiety: “we realized that
there was a lot of poverty in Western Province, yeny BDS providers

concentrated in Nairobi. We wanted to provide BD&vikes to many
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entrepreneurs in the province because we beligvedcobuld helpcontribute to
employment creation and hence reduce the levebadny”.

To give back something to the community; as a seoatribution giving some
kind of support to SME§ he desire to make social contribution is alspregsed
by RSP3 who explained: “I was involved in a lot ®6R activities at ABC
Motors Ltd. and so when | started my own businésspught | could continue
doing the same. You see | have a big social héayet boost and energy by

impacting on someone. | get a lot of satisfactramf CSR issues”.

RSP5, on the other hand explained: “We wanted tkenaadifference in these
peoples (SMESs) lives. But we realized that many SM&uld not pay the kind of
fees our consultants for the main consulting firerevcharging. So we started the
organization as an offshoot of the main consultimmn as part of its CSR
activity”.

To give service to SMESt wanted to help entrepreneurs come up with fdasib
solutions to the business challenge”.

Divine calt”l have always been moved by poverty levels; wihgse small-scale
entrepreneurs remain perpetually poor? And | haenlihinking about what God
thinks of poverty? So | thought | got an opportyrid offer a contribution to the

world using God'’s/ Christian approach”.

Memo

The desire to make a social contribution pointgh® need to give service others. It
means giving something to others without expecsogmething back from them. The
desire for philanthropy seemed to transcend thengit needs of the individual BDSP.
Therefore though this desire is internally motihiteseemed to go beyond the individual
person who is giving services. The desire for phiieopy is expressed by people doing
business that do seem to generate a lot finar@mdnds. These people have professional
qualifications that could enable them get jobs duatld give them more money.
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iii. Desire to Explore
Desire to explore was expressed in different wayslifferent respondents, but
overall it pointed to the desire to do somethingvndesire to break away from
doing routine work. The following are some of thays in which respondents

expressed this desire:

To realize my potentiall wanted to exploit my potential because | thbtighad
much more to offer than could be given in a stmexuorganization like ABC
Motors Ltd. So | needed to start my own busineseresll could explore my
potential”. RSP3 explained how her boss allowed tbeattend many capacity
building trainings through which she met and intezd with many people. She
explained: “These opportunities opened my eyesalized that after working for
six years at ABC Motors Ltd. | thought | had a tdtpotential that | could not
fulfill in a structured organization like ABC MoterLtd. | found the structured
organization too restricting”. When RSP3 explaitizat she realized that she had
a lot of potential that could not be fulfilled in structured organization, she
seemed to suggest that the current job was natlihgdf it was limiting her in
some way.

To use my experiencéAfter working at ABC Motors Ltd for six years | tlught

| had gained enough experience that could enablengubusiness”.

The same sentiments were expressed by RSP8 whaireegblthat having worked
in the banking industry for a long time, they wahi@ change. For example,
RSP8explained: “After working in the bank for sealgrears, | decided to venture

into business consulting for a change and alsaoes”.

To put into practice skills learnt; to test thellsklearnt: RSP4 explained that he

wanted to start a consultancy in order to put jractice skills acquired to see
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whether it could work‘Part of the motivation to start Organization 4 wagest
the skills (the group dynamic skills) | had leawttile working at a micro-finance
organization to see whether it would work for farmeso we decided to give it a
trial. | told my partner let us try and see if thi@up dynamics skills which we
learnt could work with the farmers”. Giving it adr suggests an element of
doubt, that they were not sure whether they woulttsed; it suggests that they

were taking a risk.

| wanted to do something nefsor example, RSP8 explained that after working in
the banking industry for several years: “I decitedenture out because | wanted
to do something different”. This seemed to suggestesire to do BDSor a
change; it points to a desire to start a careeripat

Memo

Desire to explore requires a spirit of adventurd ask taking. Desire to explore means
that one is ready to undertake something new, theome of which may be favourable
or otherwise. Therefore exploring means being raadgke the risks associated with the
unexpected outcomes. But to be willing to takertbles requires people who are aware of
their potential; something in them which they wouldnt to explore and exploit. Thus it
seemed that awareness of one’s potential is andriarce that pushes people to seek self
fulfillment- through own venture creation.

iv. Frustration within the workplace

Some BDSPs cited frustration in their former wollce as a factor that pushed
them out of their previous jobs into consultancgr Example, RSP5 explained
that because of frustration at his workplace hadaelcto quit his job to start his
own consultancy although he did not start consglfor SMEs immediately. “I
started the business consultancy much later beaduke positive feedback from
my former clients: whenever | met my former clietitey would tell me; 'you
really used to help us; why don’t you start sormegtsimilar’. And so | thought to

myself | can do it”. Frustration was also implieg RSP3 when she explained: “I
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realized that | had risen so quickly to the postinfadministrative assistant at
ABC Motors Ltd. and that | could not rise any fuath In this case frustration
appeared to be a hidden motive that worked to eetefthe other motives to push
RSP3 to venture into business.

Frustration within the workplace was expressed iffer@nt ways by different
respondents. The following are some of the wayshith respondents expressed
this:

Disagreement with the bosY:did not like the way things were being managed
where | was working”.

Unhappy with the way things are managed in the vpdake: “l was not getting
satisfaction in my work place”.

Lack of career growth/prospect&or example, RSP3 explained: | realize that
having risen so quickly to the rank of an admimiste assistant at ABC Motors
Ltd. I could not rise any further”. This seemedstaygest some kind of hidden
frustration; the realization that one cannot mawehier along the career ladder.
That is the realization that one cannot rise furthleng the career path may be
seen as a negative factor that pushes one to tmo&lternative paths of career

opportunities.

Memo

It seems like people who have worked for severalryen an organization develop a
certain mindset and expectations about how thenigggon should be run. It is also
possible that after working in an organizationgeveral years, people develop a sense of
ownership; which if not recognized and encouragey iinustrate people and so push
them to look for alternative forms of employmenhus frustration can be a push factor
either directly or indirectly making people to $tdaheir own business. However,
frustration within the workplace may not fully eaplt why someone would venture into
his/her own business since one can look for amraltive job. It suggests that those who
are frustrated in their current jobs require argrovill (willing to take the risks and
uncertainties associated with a new business v&ntoir them to start their own business.
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v. Response to market opportunity
Some BDSPs ventured into the BDS market becausg shev a market
opportunity and so they responded to it. The motoveenture into BDS as a
response to market opportunity was expressed ilerdift ways by different
respondents. But overall it pointed to the recagnibf the opportunity and the
belief that one has at least what it takes tatfilThe following are some of the
ways in which BDSPs expressed this desResponse to market opportunity.
RSP4 explained; “I would say that we saw a markgtootunity and we acted
upon it. While doing consultancy for a Donor Agenoye had insider
information about what was required and so we aekttd register a consultancy
firm, bid for the job and we got it”. To RSP1 it sva response to a felt need in
the market as she explained; “we realized thakethexs business opportunity in
Western Kenya. There was hardly any BDS providehéregion yet there were
many SMEs who needed the services. So we decidgd to Western Kenya

and give support services to the small-scale ergngurs”.

Request from former clientlSP5 explained; “After | left the micro-finance
institution where | was working, | started a comanty firm which was basically
dealing with large organizations, but anytime | mmgt former clients, they would
tell me; you really used to help us; why don't y&tart something similar’? (i.e.
offer the same services as bejoi®o we conducted a study and through this we
realized that SMEs needed many more services tleaweve already offering.
And so | thought since it does not require a losdice, | would start and see how
it goes. So we started a wing to offer consultaseyvices to small-scale

entrepreneurs”.
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Memo

For one to respond to market opportunity, they nfiust recognize the existence of
the market opportunity in the first place. This uigs people who are alert.
Furthermore, being alert also means constantlyihgokor the opportunity. Even
then, it is possible that people may see a manedrdunity and not respond to it for
a number of reasons: e.g. they may lack the negesk&als or physical resources
required; they may lack the will and the confidemoeake risks involved. Taking
risk requires confidence or belief that one camatt do it and at the same time
perceiving the venture that it is worth the riskwu$ response to market opportunity
requires one to harness the appropriate resousceld as the willingness to take
the risks.

vi. A stepping stone to do other business

Desire to use BDS as a stepping stone pointedetdattt that the respondent had
no desire to do BDS on a permanent basis. For pleaRSP2 explained that he
explained that he ventured into consultancy to gewvices to the SMEs but with

a motive to learn the ‘tricks of doing a busines. explained: “| wanted to learn

the ‘tricks of doing a business’. | wanted to ude@as a stepping stone to doing
other businesses as well as to make money becauaatito become a serious
businessman in the future”. Although RSP2 mentlotiat he wanted to give

services to small-scale entrepreneurs (philanthropyseems that his desire to
venture into BDS was primarily externality motivétegiving something to the

community with the motive of taking something fronem.

The following are some of the ways in which thiside was expressed:

Learn business skills of running a businé$svanted to help entrepreneurs find
solutions to the challenges they were facing bahatsame time learn from their
experiences because | want to be a serious busiaass the future. In short |

wanted to give service and learn at the same firoetell you the truth, for me

BDS business is a bridge”.
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Make money and move on to start businéisazant to make money quickly and
move on to a serious business. That is why | anmgavbig chunk of the revenue

that | am generating to enable me start anothenéss in the near future”.

Memo

The stepping stone motive suggests that ventunittghiusiness as a temporary and a
stop gap and not a permanent career. The BDSP dgenventure into the business
to acquire seed capital and practical skills ineortb start ‘serious business. This
suggests that venturing into a business as stepgporg to doing other things may
inhibit one’s motivation to work hard or to persevewhen things are hard.
Furthermore, it suggests that as soon as the olgedcire achieved, there would be no
motivation to continue doing the business.

vii. Desire for status
Desire for status was expressed in different wayslifferent respondents. But
overall it pointed to the desire for recognitiontire society. The following are

some of the ways in which BDSPs expressed thisalesi

The desire to make monéy;realized that | was making a lot of money for my
employer through consultancies so | thought to fftysény don’t | make that
money for myself”.

The desire to manage a big businé$syanted to make money which | could use
to start a serious business that my children caeriti.

The desire for recognitiorfl was working in a large organization where utsh
not be noticed so | decided to start my own smalingany”. Table 4.2

summarizes BDSPs’ start-up motives.
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Table 4.2: Start- up Motives

Incidents The concept

To gain financial independence; desire to be oaels boss and make independe Desire for
decisions; to start my own business; | wanted aot shy own business where | ¢ autonomy
not have to consult anybody

Desire to build one’s own company; desire to malkaey; desire to manage a bidNeed for status
business; to start a business that my childrenimlaerit; desire to start a small
company where | can be noticed: for recognition

To give service to the people; As a CSR by givioms kind of support to SMEs; Desire for

desire to make social contributions; to give bamikething to the community; philanthropy
Desire to make a difference in the society; we ¢gimuve could give BDS to thi

small-scale entrepreneurs in order to contribufeoerty reduction, so we wante

to give service to these people.

To explore my potential; desire to start a caregh;pto use ones experience; to pudesire to explore
into practice skills learnt; to do something nevg BDS for a change; to do

something different; trial and error to put to téwt skills learnt.

Disagreement with the boss; lack of opportunity dareer progression; unhapj Frustrations

with the way things are managed in the work place; within the current
workplace

Having insider knowledge of existing market oppoityy do BDS as a Response to
diversification strategy; request from former cterwe saw that there was a markeharket

opportunity in Western Kenya. opportunity
To learn business skills of running a businessnaixe money and move on to sti A stepping stone
business to doing things

In my family all my siblings including myself haedways engaged in business; Fulfill childhood
when | was young | used to sell small things in theal market; to fulfil my dreams
childhood dream of running own business;
| ventured into this business a divine call, théd is what God wanted me to do. Fulfill a divine call
use BDS to reduce poverty levels; to have a holegtiproach to business; not just to
make money but also fulfill God’s call to reducevpay

4.3.2 Start-Up Strategy

Different providers used different entry strateggsapproaches to venture into
the market. The properties were identified as {ipe tof strategyds diversified
vs. focus; small-scale. Large-scale, and systematicad loc); reasons for the
choice of strategyas risk reduction and/or fear of competitjoand donor
supported or not. It seemed that most BDSPs stameall. The reasons for

starting small differed from one individual provide® another. For example,
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RSP1 explained: “We decided to start small becBB38 was a new concept; at
that time; many entrepreneurs had not experiencégen. We wanted to give

entrepreneurs time to develop interest first befeeecould roll the services out.

We found a donor agency which was willing to suppmur programme so we

decided to leverage on the donor support as a faioet strategy to allow us

charge lower prices until we established oursel\és.intended to use this as a
temporary strategy to make entrepreneurs develepest in the products”. Thus
use of donor funding was seen as a temporary [@ivetrstrategy to enable

providers charge lower prices to give entreprenduns to develop interest in

BDS.

RSP5 on the other hand explained; “we decided toextrate on the missing
middle; we did not want to carry everybody alongdiese micro-entrepreneurs
are notorious for not paying for services”. Thisswlike a focus strategy-
focusing on the upper segment of the SME secterchivice of the strategy being

influenced by small-scale entrepreneurs’ unwillieggto pay for services.

RSP3's entry strategy was to focus on providing $éRvices such as recruitment
and training which she said was her strength. “Miial strategy was to focus on
HR which | thought was my strength. | did not wamtcompete where | knew |
would not succeed. Furthermore, | thought | cowdd the network of associates
which | had built while working at ABC Motors Ltdbnce | stepped out of
employment”. It seemed that RSP3 was very much ewéarher strengths and
limitations. She wanted to focus on her area @mgjth while acknowledging her
weaknesses as she explained: “I did not want topetenwhere | knew | would
not succeed”. Furthermore, it seemed that RSPRialiapproach was influenced

by her previous work experience.
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RSP4 explained that they ventured into the busimssa trial and error. “We
decided to try out and see; if it succeeds we geaahif not we move to
something else. RSP4 explained; “we were not stnether the group dynamics
approach would work for farmers or not”. This sugijgehat RSP4 and his partner
started small for fear of risk of failure. In tluase staring small could be seen as a
risk reduction strategy.

On the other hand, RSP2 ventured into businesaittorgsas a stepping stone to
learn the skills of running a business. He expldhitieat: “I wanted to give
services to SMEs but at the same time learn thiés skd running a business
because | want to be a serious businessman myskdf'entry strategy of giving
services to the entrepreneurs had an external entivit: to learn the skills of
doing business. Furthermore, because he wantedie money quickly so as to
venture into a ‘serious business’, it does not sserprising that RSP2 decided to
concentrate on successful entrepreneurs; “bechase are the ones who can pay
for my services”. His choice of strategy, theref@eems to be influenced by his
reward orientation. It is possible that he concdett on successful entrepreneurs
because he needed to make money quickly. Als@useche wanted to learn the
skills of running a serious business, it is possthat he wanted to associate with

successful business people because these aregbd®wcould learn from.

Overall most BDSPs seemed to start small. Althoilngine were various reasons
for starting small but it was mostly linked to risékduction. BDSPs interviewed
were cautious about the risks involved in ventuiimg BDS hence they tried to
minimize the risks of failure by starting small.rFexample, RSP4 explained that
they ventured into the business as trial and eHerexplained “we decided to try
out and see; if it succeeds we go ahead; if nomege to something else. We

were not sure whether the group dynamics approamiidmwvork for farmers or
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not”. RSP1 also explained that when they starte® Bias a new concept and so
they were not sure how the market would respondlskh appeared that BDSPs
were not sure of their own strengths and so stagmall was a precaution against

their own weaknesses.

4.3.3 Nature of BDS Products

The nature of BDS product was conceptualized indichotomy as relatively
easier to sell and relatively more difficult to IsefThe product exhibited the
following dichotomies: intangible vs. tangible; si®@ry vs. non statutory; single
service vs. package; and those having immediaten®tvs. long-term returns.
These features seemed to hawglications on clients' willingness to palyor
example, RSP3 explained: “the greatest challengselling BDS is that it is
intangible yet clients need to see value for thenbé willing to pay for the
services”. RSP2 added that many SE clientsvaee willing to payfor statutory
services like compiling tax returns because theseaequired but are not willing
to pay for non- statutory services. Furthermore,SBB® concurred that those
services that have immediate returns and tangiierns were easier to sell.
RSP2 added that the clients’ willingness to payther services also depends on
whether BDS is provided as a single product onlyasra package. RSP2
explained that; “many providers are forced to oS as a package because
many small enterprise entrepreneurs cannot aftopay for single services”.
RSP3 also explained; “I have come to realize thastrentrepreneurs want
practical solutions to the problems they are fdtingable 4.3 shows the

dichotomy of the BDS products offered.
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Table 4.3: Dichotomy of BDS Products Offered

Relatively difficult to sell Relatively easy to sél
Intangible returns Tangible returns

Long Term Returns Short term (immediate) returns
Non Statutory Required (statutory)

Single service only Package

Indirect benefits Direct benefits

4.3.4 Type of Clients

The category ‘nature of clientele’ reflects BDSPBstception of the clients they
were dealing with. The properties of this categasyviewed by BDSPs were;
attitude of the clients; their ability to pay; theillingness to pay for services and
their level of awareness. The following featuresadiwe the SE clients from the
interviewees’ perspectives. The BDSPs mentionedl ttie general public (SE
clients) was largely unaware and ignorant aboutbireefits of and/or quality of

BDS because many have not experienced it.

With regard to attitude, BDSPs explained that m&gyclients were dependent on
free things because they have been spoilt by therdoAs RSP3 explained; “In
an attempt to encourage SE clients to use BDS,rdquaid everything for them
to access and this culture has stuck with entregomsi. As such, they are
unwilling to pay for services and instead want tcess services for free. This
attitude of dependency was identified as a cultbe has stuck with SE clients
but one which must be discouraged. Other propentezs self - deception i.e. that
many SE clients think they know; and lack of ap@een for professionalism.
Because many SE clients do business with serios@uree constraints; their
priority is making quick cash hence are not willimgpurchase BDS with long-

term returns.
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The following statements from BDSPs illustrate theproperties: RSP5
explained: “the culture of free things is so deeqplgted in these people’s minds
particularly micro entrepreneurs. Micro- entrepraiseare notorious for their
unwillingness to pay for services. They think othere responsible for their
existence. The culture is partly African. We hawa@ developed a culture of
taking charge of our own existence even when weattnd it”. Furthermore,
RSP3 added: “because these entrepreneurs cagestibme of these services free
or at a subsidized rate from donor agencies, tloeyad understand where you are
coming from if you are asking them to pay for tragn The challenge is even

bigger if you are dealing with women entrepreneurs”

RSP2 explained: “many small enterprises entrepmsnalo not appreciate
professionalism; they want to do business 'kietlydjhe types of clients we are
dealing with are very sensitive to price and ghdy find somebody who can give
them the 'sameservice at a lower price they will not hesitadenove because for
such clients the cheaper the better. Furthermoagynsmall-scale entrepreneurs
cannot differentiate low quality from high qualggrvices”. RSP3 also explained
that; “Some SE clients even tell you ‘I have beeind this business for a long
time so what are you coming to tell”; a statemehiclwv RSP2 concurs with when
he explained: “Many of these SE clients think thepw”. RSP7 also explained:
‘many SE clients want training where they will geertificates which
unfortunately many BDSPs do not provide”.

However, there are some clients who were informedR&P4 explained; “our

organization was dealing with informed clientelee farmers had already trained

Kienyeji is a Swahili word for local; traditional unprofessional.
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by the donor before they entered into the marketiomship with us; they know
about the benefits of the market relationship: tkegw what to expect from it i.e.
they can recognize value addition in the serviaadygiven to them. This put a
psychological pressure on us to deliver the sesvae specified in the contract.
Our organization entered into a yearly suppliertot meaning that any one
party may decide not to renew the contract if ingg satisfied”. RSP4 and his
partner were well aware of this fact and so weredd to deliver the services to

keep the relationship going.

MSE entrepreneurs’ unwillingness to pay for sersiseemed to stem from the
entrepreneurs’ culture of dependency (i.e. wantmg@ccess services for free)
which appears to be deeply rooted and from théfr deception. Therefore, self-
deception prevents these entrepreneurs from bemefiom the services because
they ‘think they know’ how to run business whileaatual fact they do not know.
Although it is true that after doing business forlang time people gain
experience, but such experience may be limitedsanentrepreneurs who do not

go through training may not be able to take thasibess to the next level.

It also emerged that many SE clients operate wetibgs resource constraints.
For this reason, sometimes these entrepreneursimpdy unable to pay for the
services. The BDSPs interviewed concur that theuulof ‘free things’ must be
dismantled if the provision of BDS is to becometaumable. It was, therefore,

important to establish how BDPs dismantle the caltaf dependency.

4.3.5 Staying close to Clients

Staying close to clients was a category conceiechlas an important factor that

influenced the strategy to the conduct of theirimess. Its properties were
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identified as importance of staying close to ckentvays of initiating and
maintaining close contact with clients; the stréngt the relationship; and the

benefits of staying close to clients.

BDSPs use several ways to stay close to theirtstien
(i) Living among clients;
(i) Getting constant feedback from clients;
(inRegularly talking and/or visiting;
(iv) Frequent interaction with clients through workshapd seminars;
(v) Through membership clubs;

(vi)Having an interactive web site.

It emerged that establishing close relationshiphveglients enabled BDSPs to
know what their clients really want and value. Esample, RSP4 explained: “we
have a system that ensures that we are in cortstaett with our client. We have
employed extension officers who live among the fasntherefore, the officers
share the experience of the farmers; they knowfdhmers’ problems and such
are able to empathize with them (farmers). Becaisthis farmers are able to
identify with the officers and so feel they havstake in the relationship. It has
made them own the process. Staying close to cussoreesures customer
satisfactioi. This seemed to suggest that when providers arsecto their

clients, they come to know what their clients waltd when clients get what
they want, they will be happy and satisfied and nvbastomers are happy they
stay with you. Thus staying close to clients mayhe way in which BDSPs are
able to build sustainable business. As RSP6 exgdaifmany providers fail to

make it because they are trying to sell what theayehand not what clients want”.
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Other ways of staying close to clients were idédifas getting constant feedback
from clients. For instance, RSP2 explained thatarfl able to stay in constant
touch with my clients by visiting them regularlycaby getting feedback from
them after every assignment. It is the relatignghat you have built with your
clients that keep the business moving most of ithed”. It is however, worth
noting that this view seemed to contradict with RSPstyle of handling
competition. He explained that: “When | find myetiis have been taken by
competitors, | look for other clients”. RSP2’s stybf handling competition

seemed to suggest lack of commitment or lastirgfiogiship with clients.

RSP3 on the other hand, explained that she magdailose contact by regularly
talking to her clients. “Talking to my clients rdgty has enabled me to
appreciate what they want”. She added: “I decitleccreate awareness by
attending many workshops and also by building neétsrowith women
organizations and facilitating some of the workshofhrough these events | have
come into contact with some of my clients and puéclients”. Another way in
which BDSPs were able to be in touch with theiemis was through membership
clubs: RSP5 explained: “through the membership,chwe are in touch with our
clients all the time”.

Memo

It seems that staying close to clients enablesigeos to know what their clients value and/or
want. But staying close to clients requires prokgd® build long-term relationship with
clients. Thus it appeared that knowledge of cliemables providers to go after the needs of
the market rather than their own (supplier's) peeg needs. This means that sustaining a
business requires BDSPs who know their clientsapdlwants.

4.3.6 The Role of Trust

Trust emerged as an important concept in the psogkemitiating and maintaining

relationships. Its properties were identified as llasis of trust, the level of trust;
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how BDSPs build trust and its impact on the busné&be basis of trust seemed to
be prior past experiences. It appeared that triet @eroded by negative past
experiences and strengthened by positive past iexpes. For example, RSP3
explained: “I have been conned before by some damgs who lured me to bid

for a job with them only to realize that they hazhg behind my back and got the
job”. RSP2 also explained how he had been cheatedidnts and associates: “I

have been conned before by clients and associatescaam very hesitant to enter
into any kind of contract”. RSP3 also explainedm@&cclients have been conned in
the past by ‘fake’ consultants and because ofttieg shy aware from buying the

services”.

The consequence of cheating and coning is lossust. When clients do not trust
providers they become suspicious. This may raisectist of transactions because
these have to be factored in. Likewise if providdos not trust one another it
compromises the possibility of building any kind cbllaborations. As RSP3
explained; there was low level of trust in the istly; a factor she attributed to the
fact that many clients and even consultants had bkeated by ‘fake consultants’.
She explained: “some entrepreneurs have lostbesduse they have been cheated
by ‘quack’ consultants. Also some providers haveerbeconned by fellow
consultants. Yet because BDS is intangible, cliemsd to have faith in the
provider; they must trust that the services beiolgl $0 them will work”. RSP2
explained that because he had been cheated bef@ssbciates and clients, he is
very cautious whenever he is getting into any lohdontracts. “If | have to enter

into any kind of contract it is only for a shortitebasis”.
Trust was also located along personal level e.yvden a provider and a client;

between one provider and another or at the industgl. BDSPs also mentioned

certain words and used certain expressions thdtagyed lack of trust for one
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another. BDSPs mentioned that because BDS is ifil@nglients take a risk

whenever they purchased the service. They expldimgdentrepreneurs can only
buy the services if they have trust in the providkeat the services being sold to
them would work. This seemed to suggest that tiera relationship between
staying close to clients and building trust. RSRglaned that they have earned
client loyalty by making them own the process. “Wae employed field officers

who stay close to the clients; this enables thentivio the experiences of the
entrepreneurs. This mutual relationship has magessible for entrepreneurs to

develop trust in us”.

Memo

It appears that trust is an important factor theftres the kind of relationship between the
BDSP and his or her clients and amongst the BDB&w®gelves. In some instances there
seems to be low trust between BDSPs and theirtsliand also amongst the BDSPs
themselves. When trust is lacking one needs talliudnd when it is lost, there is need to
restore it. However, building trust is a procesat ttakes time and effort. It requires

patience. This may suggest building sustainablénbas may require those who are aware
of the trust gap and who move to close the gap.

4.3.7 Presence of Donors

'Presence of donors' as a category captured thes\a€BDSPs about how it had
affected the conduct of their business. BDSPs’ simsgemed to suggest that
donor agencies should already have exited the rmailkee properties of the
category were identified as: the current levelnablvement; the impact on the
business and how the providers respond to the meesef donors. Presence of
donors was identified as negatively impacting om $kctor. For example, RSP3
explained: “the entrepreneurs do not see why theyld pay anything for the
services when they know they can get the same cesrvior free”. The
interviewees mentioned that although the donordaginning to exit the market,

they are doing so at a very slow pace. Most ingsvees felt that in the meantime
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they must find a way to leverage on donor fundindpgnever they have the
opportunity) as strategy to minimize the negativgact. They seem to suggest
that in the absence of donors SE clients would haweproblem buying the

products from the private providers.

The following are some of the concerns of the BD®RIS regard to the presence
of donors. RSP3 explained: “in order to encouraggepreneurs to use BDS
donors paid everything for the entrepreneurs tessthe services (donors paid
for accommodation, transport and even paid thenafi@nding training); as such
the entrepreneurs got used to free things anddhisire has just stuck with
them”. RSP5 also added that: “These entrepreneursotithink they should pay
because of their previous experiences; they haeea bpoilt by the donors who
paid everything for them to attend the course”. VBBSPs mentioned that the
presence of donors is a big threat to them becantsepreneurs especially small-
scale entrepreneurs are not willing to pay fomirag when they can get the same

free of charge or at a subsidized rate elsewhere.

It also emerged that some BDSPs had benefited #fonors in different ways.
Some had been trained by the donors. For exam@@3Rexplained: “I really
owe a lot of gratitude to International Labour Qrgation (ILO)". “I attended a
Business Plan training that was funded by ILO dmwdugh that | learned a lot of
practical business skills which | had assumed uh&h”. “I also met women
entrepreneurs —whom | am now working hard to captUfurthermore, she met
many potential associates and clients. RSP2 algdaieed he had been a

beneficiary of donor funded trainings.

It also emerged that donors had not exited the etadompletely. The

interviewees mentioned that the donor agencies slevely beginning to exit the
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market. For example, RSP3 explained: “I know the donor agency that is still
giving subsidy but it is weaning people from thdtwe”. “The private service
providers must find some way of leveraging on dosopport if they are to
survive”. “This is what | have discovered that maugccessful providers do and
this is what | intend to do”. RSP3 explained tiied is however a very short-term
strategy and that when donors gave support, tivegyal had conditions attached.

Memo

On the one hand, BDSPs seems to attribute SE €lientvillingness to pay for services
continued presence of donor agencies. Thus thempeesf donors appears as a threat to
their business; which they find ways and meanssefaoming. One way in which they
this was to get donor subsidy. Thus getting domppert may or may not have anything
do with financial sustainability of the business tBe other hand, some BDSPs use
donor support to launch their businesses. Some BD&kched their businesses with
of dono support. when they assist them (the BDSPs), There tseem to be a paradox
regarding g donor subsidy: that some service pargitiave benefited (while some still
benefiting) from donor agencies by attending tragsi that were donor subsidized but
s a threat when donor subsidized trainingthéoentrepreneur

4.3.8 Previous Work Experience

The category previous work experience was concépéabalong the following

properties; nature of the previous work experieffi@eourable or unfavourable);
its impact on personality attributes (built andnferced or otherwise); possible
creation and recognition of market opportunity apgortunity to meet potential
clients and/or associates. The nature of work epee was defined in terms of
the type of leadership and management describetbm®cratic (for positive)

and autocratic (implied) for (negative). Furthermothrough previous work
experience, BDSPs acquired relevant skills (pasjthwit also developed certain
mindsets from which they developed wrong assumptiabout the market

(negative).
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For example, RSP3 explained: “my boss allowed mattend many capacity
building trainings through which | met and inteexttwith many people. These
opportunities opened my eyes. | realized | hadt afigotential that | could not
fulfill in a structured organization like ABC MoterLtd”. Through working at
ABC Motors Ltd, RSP3 was able to recognize her miae She explained: “I
was working under a very democratic boss who altbwes to make certain
decisions and supported whatever decisions | mauk keecause of this |
developed confidence in myself. | realized thaad la lot potential which | could
not fulfill in a structured organization like ABC dfors. | found the structured
organization too restricting. Furthermore, afterrkuag for six years at ABC
Motors Ltd., | thought | had built a network of asgtes whom | would rely on
to get business once | stepped out of employmdd8P4 also explained: “I
learnt the group dynamic approach at a microfinasrganization. | decided to
start the consultancy to put into practice thelslkalcquired to see whether it
could work. Furthermore, while at microfinance argation; we worked with a
donor agency which gave us insider informationt R&P5, it was actually his
former clients who motivated him to start the cdtascy: “whenever | met my
former clients, they would tell me, you used tophek, why don’t you start
something similar”. It seems that previous work iemvnent created an
opportunity for BDSPs to interact with other prosigl and potential clients. It
also created an opportunity to build loyal custasmén addition, working in the

industry created an opportunity for BDSPs to recgtheir potential.

It emerged that previous work experience also mpelgple develop certain
mindsets and attitudes. For example, RSP3 explaimad “I ventured into the
market with corporate mentality. | would go outrhdéooking for clients, but |
never made any follow ups because | thought itethieepreneurs who needed

my services so they were the ones to look for nmvéver, | soon realized that
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the market does not work that way”. Previous womwpegience was also
identified as frustrating. For example, RSP1 exmdi “| was not happy with the
way things were being managed so | decided to vemut”. RSP5 also quit his
job due to frustration in the work place: “I didtrixe the way things were being

managed so | decided to quit”.

Memo

It seems that the work experience can have bothiy@sand negative impact on an individual
attitude. Work experience is seen to have positiyeact if it enables an individual to acquire
relevant knowledge and skills of running a sucadsblusiness. It also gives people the
opportunity to build a network of loyal customers well as meet potential clients and
associates. On the other hand, work experienaeis  impact negatively on an individual if it
makes him/her acquire negative attitudes and agsomsp(unrealistic or wrong assumptions or
expectations) about the market. In a corporate @are ignore certain things which cannot
happen when one is running ones’ own business.ulf@ve in running own business requires
hard work and total dedication, e.g. looking faeirts and finding a way to retain them. This
suggests that people who run their own businesd teee/ork harder than in order to succeed
than those who work in a corporation. Thus movirgyf a corporation into self employment
requires a change of mind set.

4.3.9 BDSPs' Personal Characteristics
A number of personality attributes of the providemerged, namely; social

concern, risk taking, commitment, flexibility, pieve, perseverance, passion,
empathy, patience and self-confiden€he source of personality characteristics
seemed to be experience i.e. learnt (external)ntarnally acquired (innate).
BDSPs’ personal characteristics seemed to be aartang factor influencing the
direction of the business. Its properties were tified as the type of attribute;
the source of the attribute and the strength ofatiiéoute and how the attribute
influences the conduct of the business. The at&#appeared to vary from one
provider to another and to be changing over tinte fbllowing statements from
the respondents illustrate some of these attributes
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Self-Confidence

BDSPs seemed to have been acquired confidencegthrihweir previous work
experience. For example, explained: “having rumi@sssful leadership training
programme while in the university, | realized | hagotential- leadership skill.
Therefore as soon as | left the university, | dedido start my own business”.
RSP2 seemed to imply that he developed confiderter ¢éaving run a
successful leadership training programme’. RSP3henother hand, seemed to
express confidence which was both innate and eadtgracquired. For instance
when she explained: “I was working under a very demratic boss who allowed
me to make certain decisions and supported whatdeeisions | made and
because of this | developed confidence in mysealfie seemed to be expressing
confidence that she acquired from the workplaceehVasked whether she was
going to succeed in the business or not, RSP3 sk@mexpress confidence that
was internal that went beyond what was externatuaed. She explained; “l am
very sure | was going to succeed in the business.nte this is planting time.
Harvesting time is going to come”. Judging by thaywhe respondent carried
herself; and by the way she was answering the igmssione could tell that she

was confident about what she was doing.

Thus, it seemed that belief in ones’ ability (ssffidence) was an important
element sustaining a business. It seemed thatseffdence was a driving force
that enabled people to overcome difficulties andllenges. For example, RSP3
encountered unexpected challenges in the coursdoiofy business; her self-
confidence did not seem to diminish. On the cogirar seemed that the
challenges or difficulties strengthened her andegaer opportunity to prove her

abilities. This is summed in her statement thatmssk to express her
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determination: “I know the few clients who have expnced my services will

market my products. | know the challenges are thertel am prepared. | have
identified a niche market that | intend to developrture and serve”. This

probably partly explained why she was spendingehergy and time to develop a
market what she called her niche market-‘the wometnepreneurs’ (whom she
intended to mentor) from the scratch. Confidengerabably important when one
has to decide on a new direction for the businegsdesigning new products,
seeking new alternative markets or networks; ities self- awareness, knowing

ones’ potential, abilities as well as limitations.

Not all providers were confident at start-up. RS#lained how they did not
know whether they would succeed or not; “When watst we were not sure
whether we would succeed or not. So | told my partiet us try and see’; if we
succeed we move on, if not we move to something’eRSP5 also explained
that “we decided to start small because we weresno¢ whether we would
succeed or not”. RSP1 also explained: “when weestawe were not sure we
would succeed because BDS was a new concept epecthe region”. Lack of

confidence seemed to be linked to uncertainty sumding the market

environment. For instance, (as was earlier indidateSP1 explained; “our
business was the first organization to take BDSceph to Western Kenya

suggesting that the organization had the first madeantage.

Passion and Commitment

Passion and commitment were expressed by BDSPsfferedt degrees. For

example, RSP3 explained that she was very passiabatut what she was doing.
She explained: “This is where | get my energy fromy, boost comes from giving

service to people. | enjoy doing this. | get a dbtsatisfaction when | make a

contribution to people”. The body language of tlespondent conveyed very
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much the same. Commitment was also exhibited by4R8en he explained;

“keeping our clients happy is what keeps us inrness”. But what does it take to
keep clients happy? Keeping clients happy demanonts tommitment and

dedication to the business. It also calls for kmmwvhat clients want and moving
to satisfy it. In addition, because clients’ wacksnge all the time, keeping them
happy means constantly looking for ways and meéhdgfdling their new wants.

It means constantly seeing new ways and meansiof lahead of them. This

calls for total commitment and dedication to thesibass which cannot be
achieved unless someone has a passion for theelsasiin addition, keeping
clients happy requires providers to be in constantact with the clients; to know
their wants. As RSP5 says; “I do not allow anythiogcome in between me and

the business”.

Commitment was expressed by RSP6 in the followiegtence: “Consultants
should take their work very seriously as their magoupation. Personally, | have
taken it as the main source of my livelihood amilve it the highest standard that

| can be able to give and | do not let anything eambetween”.

Lack of commitment was cited by RSP1 as a majosaedor the problems they
were experiencing in their business. She explathat their business was doing
very well when all the principal directors were Iyulcommitted to the

management process. However, things started goirapgvthe moment the
directors started wavering in their commitment. 8kttebuted the problems that
they were experiencing in the business to lack ahmitment by the other
partners. She explained that; “each one of thectdire was running their own
businesses aside from the joint business. | watie one who was actively
involved in the day to day running of the busineSe. when | took leave of

absence from the business; that made the busiaessffer a great deal”. This
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may suggest that success requires consistence iprtvision of services. Clients
need the assurance that the services will be daitamorrow. But for this to
happen one has got to be committed to the busimésshelps to build the image

of the organization as well as customer loyalty.

RSP5 also explained that the reason why they wetedoing so well as they
could at the start —up was due to lack of commitmide explained: “we did not
find the right person to run the business. Thegrermho was there was only part
time coming at particular times of the week”. Widats it mean to be a part
timer? A part timer cannot give herself/himselfljulo the business. It means
partial commitment. Therefore, it means that the pgener consultant that was
contracted by RSP5 was only partly committed to dinganization. Second,
because the consultant is there all the time, &mae¢he business cannot realize its
potential. Consequently, the inability of the besis to realize its potential could
be attributable to lack of commitment by the ownargl/or employees. This
suggests that the level of commitment to the bssifeas important influence on

the success of the businesadcess being defined from the respondents’ points

view).

In addition, these attributes seemed to differhie tlegrees to which individual
providers expressed them. For instance, RSP3 seengqgbress a high degree of
passionate for what she was doing when she explafti@s is where | get my
energy from; my boost comes from giving servicgeéople. | enjoy doing this. |
if it were for money | would have closed shop Idragk. | get a lot of satisfaction
when | make a contribution to people”. It seemeat thwas the high degree of
passion that gave RSP3 the stamina and the motivéd move on especially
when things were hard. This suggests that passiardriving force for direction,

for commitment. Passion makes one persevere andftwaalternative paths or
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goals. What could explain the high degree of pasamd/or commitment? These
insights were followed in order to establish how af all they have any

relationship with ability and motive to sustainusiness activity.

Flexibility

It appeared that flexibility was driven by exterrdattors.For example, RSP3
explained; “the moment | realized that my assumnmgtiabout the market were
wrong, | decided to change not just my assumptirisalso many of the products

| had assumed would selldecided to change my network of associates ak wel
These hard lessons made me to adopt a flexibleapipito business. | decided to
redesign my whole approach to the market, desigm peducts to suit the
market, create new target market (the women emneprrs) as well as form new
networks. In the process | made mistakes but | veasly to learn from the
mistakes. In making mistakes my eyes were opertgat’'this requires one to be

proactive and innovative; to anticipate what thekeawants.

This seemed to suggest that RSP3’s experiencehttaeg to flexible. She was
constantly redesigning the product to suit the miarBeing flexible makes it

possible for one to be responsive to the needshefmarket; willing to do

anything and everything; trying anything and ifldes not work, you redesign the
product. In the process one learns and changesdaegly. RSP3 adopted a trial
and error strategy. Her readiness to learn from rhestakes could also be
attributed to her high level of passion; that ixdiese of her passion for the

business, she was ready to do anything and evegythisustain the business.
Other BDSPs also showed some level of flexibilitytheir approach to business,

although not to the same degree. For instance, RRPlined that when they

realized that they had carried ‘everybody’ theyided to change. They decided
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to raise fees in order to cut off many of the miergrepreneurs. In this sense, it
could be said that RSP5 was exhibiting some fléxbi

Memo

But trying out new things requires an innovativenchiBeing innovative means taking the ideas
to market place. Innovation means responding tondexls of the market. It requires providers

who are proactive; who are willing to change. Boafequires knowing what the market wants

and moving to fill the gap. But innovation also dves taking a risk because the new idea may
or may not succeed. It means being ready to géhforunknown. But taking risks also requires

self-confidence. Failure to respond to the neddbe market could be a common mistake that
unsuccessful BDSPs make; such providers try towsledit they know/have and not what the

clients want.

Social Concern

Another characteristic that was expressed by th&BDwas social concern i.e.
desire to make social contribution. For examplePR8xplained: “we (RSP1 and
her partners) noticed that many business peopWestern Kenya were in dire
need of BDS”. We realized that there was a lot@fgsty in Western Kenya and
so we wanted to make a contribution; we wanted &xema difference in these
people’s lives. | have always had an inner motorato make a difference in the

society”.

RSP3 explained that her motive for venturing inbmsulting for small business
entrepreneurs was to make a social contributionP3RS social concern was
expressed in the following statements: “It is sdnmgg in me. At the individual

level 1 would say | get more satisfaction when iimpacting something to other
people. That gives me a lot of satisfaction and bmeahat is why | have a huge
social responsibility because | get my boost framng service to people, even
ideas. | get a lot of energy out of the service thgive to people. And | have
made sure that | have something to go back tormgeof my morale because

when it comes to actual BDS, it takes a long tiifeave a big social heart. | get
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my boost and energy by impacting on someone. Goungthere and seeing
peoples’ challenges and giving them ideas that Hem solve their problems;
that motivates me; that gives me a lot of satigfactl was involved in a lot of
CSR activities at ABC Motors Ltd. and so while &gt | decided to continue
doing the same”. RSP5 also explained: “we wantethid&e a contribution to the

small-scale entrepreneurs”.

For some BDSPs social concern came from their taplriconviction. For

example, RSP11 explained: “I wanted to venture ibtrsiness and give it a
holistic approach. | have seen the rising levgb@ferty and been asking myself;
what does God think of poverty? So | saw this bessnas a way to contribute to
poverty using a Christian approach”. It seemed that desire to make social
contribution came from different sources; some gaag transcendental, a divine

call while for others it was internal, and a deeqlgted value in them.

The level of social concern, however, differed am@noviders. Some BDSPs
were driven by the desire to help the small-scaleepreneurs find solutions to
some of the challenges facing them (small-scaleepréneurs); others by the
desire to change the lives of many small-scaleepntneurs yet others were
moved by the status of these entrepreneurs. Howellelseemed to express
different levels of social concern. For instanc&FR expressed how she derived
high level of satisfaction when she was impactingsomeone. For her the desire
to make a positive contribution to the community;simall-scale entrepreneurs
was so great that even though she might not hage betting a lot of financial
rewards, she still got satisfaction from what slasdoing. As she explained: “If
it were for money | would have closed shop longkbac
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It seemed that for RSP3, monetary reward was secpn@®n the contrary, RSP2
expressed a low degree of social concern when plaiard that his intention of
venturing into business was; “to give serviceshi $MEs but at the same time
learn the ‘tricks of doing a business’. | want #cbme a serious businessman in

the future”. This suggests that RSP2’s behaviua mvare of a self-seeking one.

The degree of social concern somehow seemed tie teldhe provider's passion
for the business which in turn appeared to infleetihe level commitment to the
business. For instance it is possible that RSP8h hevel of passion and
commitment to the business could have been defreed her high level of social
concern. She seemed to give the business allrherand effort. Her statement of:
“This is where | get my energy from; my boost confiesn giving service to
people. | enjoy doing this. | get a lot of satisiae when | make a contribution to
people”. Thus it could be argued that RSP3 wasnsitr satisfaction from the

business. She was not just in business for finageias.

On the contrary, those BDSPs who start becauseookynwere likely to give up
or move to other types of businesses, making thesmesses unsustainable. Such
people may not have the passion for or commitmeitté business. For example,
RSP2 who ventured into consultancy to make quickeyado make money and
move to serious business might not have had theedesgrow and/or sustain the
business. His action confirmed this; by the timehef third interview, RSP2 had

already stopped running the consultancy formally was now employed.

Risk- Taking
Like any business BDS business was a risk takinguwe. However, because
BDS market is still emerging, it is possible thlagére are more risks associated

with it than most conventional businesses; most B®Bdicated that the concept
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was relatively new when they ventured into the raarkhey were not sure how
the market was going to respond. For example, R&R/ilained: “When we
started, we were not sure whether or not we woutteed because BDS was a
new concept”. RSP4 also explained that when thastest they were not sure
whether they would succeed or not. In fact, thepraach was a ‘let us try and
see’. RSP5 also explained that “we decided to stadll because we were not
sure whether we would succeed or not”. Thus tHeaidailure in BDS business

was probably compared to other traditional busisessors.

Patience

Another characteristic of BDSPs was patience ok lat it. Patience was

expressed by BDSPs in terms of how soon they eggdct realize the rewards
and how long they were prepared to wait for thearelvThe reward orientation
was classified as long-term or short- term. Fotanse, RSP3 explained: “BDS is
long-term and so you must be patient for you taead. When | started | knew it
was going to take time. | compare this businedstaboo tree; its roots take long
to mature, but once its roots are establishegyréeals very quickly”. Thus RSP3
seemed to exhibit long-term focus of the businBssause of her long-term focus
of BDS RSP3 was ready to spend time and resouncelsainge the attitude of the
entrepreneurs. She was ready to invest time anceyntanredesign new products

and create new markets. She was ready to buildrket@che from the scratch.

RSP1 shares the same view. She explained that thiegnstarted the business:
“BDS was a new concept and entrepreneurs had ribtahaexperience with it.
“The process has to be nurtured; it requires pe¢ienAccording to RSP1, to
succeed in running a BDS business “you need to lagejy. This suggests
commitment; it implies nurturing the process. Oa tontrary, RSP2 seemed to

prefer a fast rewarding business. He was impatigdatwanted to make money
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quickly in order to ‘move on to a serious businesr him, BDS was a stepping
stone to doing other businesses. He did not sesdfiioing this business in the

next few years.

Empathizing with clients

BDSPs concurred that service providers must estaldiose relationship with
clients in order to serve them better. They neestdy close to clients. Different
BDSPs used different means to stay close to thieints. RSP4 explained that
they had a system that ensured that they werenstaot touch with their clients.
They employed extension officers who lived among thrmers; these officers
shared the experiences of the farmers; knew thelslgms and so were able to
empathize with them. According to RSP4 this arramg@ made their clients (the
farmers) to identify with them. It made them febatt they had a stake in the
relationship: It created a sense of ownership enpfocess. RSP4 explained that:

“Staying close to customers ensures customer aetiigh”.

RSP2 on the other hand, explained: “I am abledyg st contact with my clients
by visiting them regularly and by getting feedbaalter every assignment’-
RSP2: Clarity Resource Centre. He explained thatehabled him to know what
the clients wanted. RSP3 achieved this by regutatking to her clients. In fact,
she says: “talking to my clients has enabled magpreciate what they want.
Talking to my clients regularly has also made tprapiate the fact that some of
these entrepreneurs are really struggling. Forréason | sometimes charge them

very low prices”.
The researcher conceptualized the attributes of BD&ho were able to sustain

their businesses intability, attitude and reward orientationTable 4.4

summarizes the classification of the attributes.
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Table 4.4: BDSPs Personal Attributes

Ability

Attitude Reward Orientation

Ability to build close

Social Concern; Long-term focus;

relationship with clients Empathy; Non-monetary
Ability to form networks Confidence; focus
Ability to harness Proactive;
appropriate resources; Innovative;
Ability to build trust; Perseverance/
Ability to design patience;
appropriate products; Flexible;
Ability to discern Passionate about
opportunities; what they do;
Committed,;
Risk- taking

Personal attributes were conceptualized as intgrmal externally driven. The
following statements show how some BDSPs acquiethio attributes from
their environment. For example, RSP3 explainedsthece of her social concern
as: “It is something in me”; she seemed to be esgung attributes that were
internal but when she explained that: “I developedfidence because of working
under a supportive boss. Because my boss suppbeedecisions that | made, it
made me develop confidence in myself’; she washatihg attributes that were
externally acquired. RSP5 also explained the sdthe:positive feedback from

my former clients made me develop self- confidence”

The degree of the personal attributes seemed ferdifom one provider to
another. As already discussed, while some proviéstsbited high level of
confidence about their business success, othersaeggh to have low level of
confidence. Also while some providers seemed vessinate and committed to
the business, others were not. Furthermore, it ageared that certain BDSPs’
personal attributes influenced their approach teiress. For example, RSP3

explained; “when | realized that my strategy coodd work, | became flexible. 1
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decided to learn through my mistakes. But in makirgmistakes, my eyes were

opened”.

4.3.10 The Role of Experience

The category ‘the role of experience’ was concd@ed along the following
properties:source of experience; nature of experience; lewwlsexperience;

relevance of experience; and its implications ® ¢bnduct of the business

BDSPs interviewed had some work experience by itme they started the
business although the length and the nature of wrperience differed from one
provider to another. In addition, the nature ofengnce seemed to be linked to
their previous work background. BDSPs came from edig business
backgrounds. For example, RSP1, RSP2, and RSPH,RE8&® RSP10 came from
micro-finance industry. Work experience seemed &awehenabled BDSPs to
acquire practical skills that they found useful mmnning the business. For
example, RSP2 cited acquisition of practical skaésone motivation for him to
venture into BDS business. He explained that: “Int@d to venture into
consultancy to learn the skills of doing busine3sie role of experience could be
inferred from the following statement from RSP2:ufihg the two years that |
worked with a Briton company, | learned lessonsclvHilater applied in running
my consultancy firm”. RSP4’s statement summaribesrbtle of work experience.
“l wanted to put into practice the group dynamidisk had learnt while working
in a micro-finance organization to see whetheratiid work or not”. The level of
experience also seemed to depend on the numbezan$ wf work. As RSP3
explained; “After working for six years at ABC MatoLtd | thought | had gained
enough skills that could make me succeed out there”
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Memo

It seemed that that people who have gained workmxpce through several years of work have
the confidence of running a successful consultaBegond, it is possible that after several years
of working in an organization, people may perceivat their current jobs do not meet their
expectations in terms of career progression heree lme motivated to move out to start their
own businesses.

4.3.11 Value Addition

The category ‘value addition’ was identified by BBsSas an important factor that
influenced SE clients’ willingness to pay for thensces. Its properties were
conceptualized as followsts definition (e.g. whether the services weréeatio

give practical solutions to the client’s problemsnmt); whether providers were

able to demonstrate value and whether clients \abte to see the value addition

RSP3 explained: “BDS should add value to the ergregurs and providers must
be able to make entrepreneurs recognize valuesigdhvices they (providers) are
selling. For providers to do this; they need twéhaoft skills — they need to be
knowledgeable in their fields”. She added thattfgoreneurs can only be willing
to buy the products if they see value in the pra@ydeing offered. As for me |
know that the few clients who use my products waillvertise my products. | am
relying on the word of mouth advertising”. This gegts that when clients are
happy, they not only stay with you- customer loyditt they also talk to other
people about your products. In addition, therehis lemonstration effect- i.e.
other people will see the improvement in their bass performance and so
develop interest in the services; that it works.2RE BDS facilitator added;
“Providers cannot expect entrepreneurs to removeemdrom their pockets to
pay for the services. The money they pay must imerggéed from the business.

The services must be able to add value”.
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RSP2 explained: “many of our clients are referrgts) do a good job to a client
and they refer some other client to you”. “We hasgeat purchase clients; these
are clients who thought you gave them a good serdicat you gave them
something that helped them expand their busineshiey come back to you. This
suggests that when clients are happy, they not stdy with you (customer
loyalty) but they also talk to other people abootiyproducts- the word of mouth
effect. In addition, other people see their busessloing better than before and
inquire—'the demonstration effect’. It emerged thmany providers face the
challenge not only about value addition becauste@fintangible nature of most
BDS products but also how to make their clientsogeize the value. RSP6
added: “the reason why many providers cannot miaisebiecause they are trying
to sell what they have not what entrepreneurs wd®P4 attributed part of their
success to the fact that the farmers can see inateetgturns from the market
relationship; “farmers are able to see the incréasde volumes while at the same
time enjoying export prices (which was higher thia@ local prices)”. This means
that clients need something tangible in order f@m to pay. Customers need to
see the value of the services that are being afferehem for them to be willing
to pay. If they don’t they will not pay and theylmguit the relationship. This is

important especially when dealing with an infornoidntele.

Memo

This would suggest that successful providers aosethwho are able to demonstrate value to
clients. It appeared that value can be demonstiatddferent ways by different providers but
whatever the method used, clients must be convitiedhe services are adding value to them.
Furthermore, providers must have a way of makirg dlients recognize and appreciate the
value addition.
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4.3.12 Government Involvement

Government involvement was conceptualized in teoinkevel of involvement

(measured by the existence of laws and regulatiadhs)relevance of what the
government was doing; and the consequences of gmesit involvement in the
industry (i.e. negatively or positively). Political and Egenvironment defined

the kinds of laws and regulation that were in plaxguide the conduct of the
actors in the industry. For example, RSP4 saysnijnview there was need for
reasonable regulation to protect consumers and weakers from unfair

practices. Regulation should not be used to prqegple's business 'territory’ to
make it impossible for new players to get into tharket. Also excessive
regulation and government control normally hurte thdustry; many times
government regulation ends up limiting and inhrigtithe volume of business
rather than promoting business”. He added thatgtheernment was not doing
much to support the sector: “because it does neh awnderstand the sector.

There is need for self-regulation”.

While some BDSPs were aware of government involvioiper interviewees
were not aware of anything specific that the gorent was doing. The absence
of regulation was seen as impacting negativelylengector. RSP3 explained;
‘the absence of regulation has seen so many ‘comSwtants in the industry”.
“These fake consultants spoil the image of consajftaand so make
entrepreneurs shy away from BDS”. RSP2 also exgthiril do not see the
government getting involved. The hand of the gowemnt is very far. The
government has been very far even from the SMEmgdbles, so unless
something drastic happens that forces the governtoemant to put regulation
around SME management, it will be very difficulthave the kind of regulation

we are talking about”. He added; “I feel the goveemt need to have policy
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around SME management to encourage entrepreneurstive growth oriented

businesses”.

Furthermore, RSP1 explained: “because the governmmearot doing enough to
promote the industry, there is need to create avess®. BDSPs seemed to be of
the opinion that the government is not doing muechthe sector; that the
government should put in place measures to createaess in the sector
because; “the costs of creating awareness cannwich&led in the cost of the
services”. RSP4 also expressed a similar view wieeraid: “someone needs to
underwrite some of the costs of investing in thaster until such a time when

the concept is understood”.

43.13 Competition

The category ‘Competition” was conceptualized altimg following properties:
nature of competition (described as fair or unfaghd level (high or low); its
impact on the business conduct (negatively or petyt) and BDSPs’ response
towards it.

Competition in the BDS industry was largely desedlcompetition as unfair.
This was attributed to several reasons. RSP3 euathat: “the fact that
anybody can venture into consultancy business paséair competition to

genuine consultants. Sometimes these ‘con conssiltgnote very low prices

and give substandard services. The problem is exaisel by the fact that most
entrepreneurs were not ignorant about the qualithe services”. In addition, it
was difficult for service providers to make clie¢gognize quality in those BDS

products whose benefits were long-term and indirect
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The nature of competition seemed to be closelyelinko the regulatory
framework. The absence of regulation in the BD3mewras seen as impacting
negatively on the sector. RSP2 explained: “becdhsee are no standards or
regulations in the market, anybody can venture theoBDS market”. Lack of
standards also made it difficult for SE clients’ ddferentiate inferior from
superior services. Some BDSPs were of the opirhah many SE clients were
‘ignorant’ and so could not differentiate betweeghhand low quality products.
Inability of clients to differentiate inferior fronsuperior products reinforced
unfair competition because it made clients easyetafor unscrupulous service
providers.

Unfair competition appeared to impact negativelyttom industry. It gave undue
advantage to the unscrupulous business people tbeeigenuine ones. The
presence of unscrupulous consultants is a disaagarib those consultants who
choose to uphold high integrity because they do waht to compromise
standards. RSP3 explained; “The dilemma for somasaé that you may know
what these unscrupulous consultants do but yowtlavant to do that. You want
to protect and build your name because you areicoad it pays in the long

run-.

BDSP’s perception of competition seems to be linkeslr experiences. While
some BDSPs viewed competition in the industry ay eéff, others saw it as

natural phenomenon of any business environmentaared which they could

influence. For example, RSP6 believed it dependethe way one did business.
He explained: “For me | always give the entrepreseudetailed diagnostic of
their business, showing how the training is goimglirectly affect the sales and
profits; and | always have more on my plate thaan take”. Thus for RSP6 was

unfair competition in the industry did not put aadoblock for him. Instead it
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gives him opportunity to prove himself. He explaifismust admit that many
people who venture into this sector have messednidwket to a point where
clients believe they will not be given quality sees. That is why | try to rise
above everybody else by providing high quality &svIl know where most
consultants go wrong. They go out there sellingctese instead of the benefits
of the course. | do it differently and | always bBawore on my table than | can

take”.

RSP1 also explained: “I believe really in termssefvice delivery, it is not what
you do but how you do it. | believe we had the pb& to deliver quality

services and that is part of business anyway. Yaticlgallenges. In any case, we
cannot provide all the services. | would ratherkla other consultants as
complementing one another rather than competingaussc we have our
particular competencies which may not be similawt@at somebody else does”.
On the contrary, RSP 2 viewed competition in théusiry as very stiff. He

explained: “I have trained SMEs through large orgations but such large

organizations are very few and there are so maowjigbers”.

Standardization was suggested a way to rid these€tunscrupulous BDSPs.
This would have double benefit: (i) it would makempetition fair and so
protect the entrepreneurs from unscrupulous busipeactices, and (ii) help
build and maintain the image of the industry. Givleat BDS is intangible and

its benefits indirect; the challenge was for BD$&Pdemonstrate value.
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Memo

In the absence standards for measuring the qualggrvices, it seemed that each BDSP was
using his/her own subjective measure of standartiseir concern over consultants who were
giving substandard products and services. In aiditthe following issues seemed to
distinguish genuine consultants from those who wese Charging low price in order to
undercut others but with intention of giving lowatjty services; failing to deliver services to
clients as agreed; venturing into the industry with'qualifications!

4.3.14 Change of Business Approach

BDSPs providers seemed to change their approatiusmess in the course of
doing business as situational forces chandedaddition, it seemed that some
BDSPs entered the market with preconceived idedsagsumptions about what
the market wanted (and this influenced their apgio® business) and so were
forced to change their approaches when they rehtizat their initial approaches
could not work. Change of business approach asegay was conceptualized
along the following properties; what caused BDS®<shange their approach,;
nature of the changesystematic or ad hoc)the types of approach and the

consequences of the change of approach on thedsssin

BDSPs providers changed their approach to busineagsponse to changes in the
market environment and also whenever they realibedl their approaches no
longer worked. The following statements showed Hifferent BDSPs changed
their approaches to business (expressed in ditfexays). For example, RSP5
explained: “we wanted to start small because weewet sure whether we would
succeed. However, when we started we realizedwkeahad carried everybody.
We realized that we had made a mistake by carrgiiniipese micro entrepreneurs;
so we had to change. We decided to cut off allehe&ro entrepreneurs. We did
not want to take people who ventured into busiriesdack of alternativesWe
decided to have fewer members but who are committexl decided to pick
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gainers from losers. We decided to form businegb.dWe decided to raise our
fees in order to reduce the numbers so that wedcoemain with serious

entrepreneurs who know where they are going”.

As for RSP3: “When | realized that my originalaségy did not work, | decided
to look at other ways of reaching the market -1 hadchange my strategy. |
decided to build my market from the scratch- | dedito focus on the women
entrepreneurs. In addition, | decided to becomey Mitexible- | decided to
redesign my products. | was forced to re-look atapgroach to business because
| realized that in consultancy business there eveqalures. | had to diversify and
look at BDS in its totality in terms of what valweddition | could give to
entrepreneurs especially startups”. She added ttradt realization made me
change my focus and strategy. Initially | wouldad there to make contact with
clients but | never followed up. | believed theylidots) were the ones who
needed my services and so should look for me.unasd that the market would

buy the services | was offering”.

RSP1 also explained that when they started, thexg wunning a fixed programme
but the moment the donor withdrew the support, ttegfized that the approach
would not work. So they had to change their apgrdac them to survive. This
suggests that flexibility may be important stragsgfor long-term survival; that
providers who recognize their mistakes and areyréadearn from their mistakes
are able to develop innovative coping strategieghvimay enable them find new
business directions. But flexibility requires aneap mind. It means that you try
something and if it does not work you redesigritiinvolves learning about what
works and what does not work and changing accolgling
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Changing approach to business had the some carsszEgion the business. The
following statements captured the respondents’-eafuation of their new
approach to business. RSP3 explained: “I have nentified a niche market- the
women entrepreneurs whom | am working so hard pduca and retain”. “I know
the few clients who experience my products will edige me”. RSP5 also
explained: “we are now making positive impact. @embers are in contact with
one another and we meet regularly to exchange’id&asd we intend to expand
this in the near future”. On the other hand, R&”3ained that: “By shifting my
networks to working with other consultants, | stdrto see things in a different
perspective: that the services may be there btihaf are not tailored to the
specific needs of the entrepreneurs they will nog. 50 | took the initiative to

develop products that suit the market. That isoébeuty of being your own boss”.

Thus it seemed that action oriented BDSPs were t@abfecognize and respond to
opportunities in their environments as well as ne&iom their mistakes. In
addition, they changed their strategy or approachbusiness as the market
environment changed. As RSP1 explained; “we redlihat we have a large mass
of young people who are not doing anything proaduactlt is this kind of need that
motivated us to look at this category. We are alyeaorking with some of these
youths. Our focus was to build competencies of sofrtkem through training and

the marketing clubs which would market their pragtic

It further emerged that providers used more thaapproach to business and that
a particular strategy was expressed in differengsway the provider(s). As later
emerged, change of business approach seemed t@amavgact on the conduct of
the business and hence its sustainability. Furtbesmpersonal characteristics

seemed to influence the kind of approach an indafiddopted.
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Memo

It appears changing business approach enables BBSRdapt to changes in the market
environment. The small independent BDSPs may hdvardage when it comes to initiating
changes because they do not have to consult anySedpnd, it appears that BDSPs’ strategy
is evolving responding to opportunities, challengesl circumstances; that it is not pre-set:
which requires people who are flexible. In additigin suggests that BDSPs who respond
appropriately to the market are action orientedythre able to design appropriate strategies
(i.e. by responding appropriately to the changethénmarket environment) and seek to extend
their capabilities and capacities through netwagkiffhis involves making mistakes; but
through mistake, one discovers, innovates and éwels new directions or paths suggesting
that to develop a sustainable business it may bessary to change approach as circumstance
may require.

4.3.15 Initiating and Managing Partnerships

The category ‘initiating and managing partnershipas conceptualized along the
properties: how the partnership was formed; shairgidn; level of commitment
of the partners; the effectiveness of partnerséligtionship and how that affected
the conduct of the business. Lack of commitmentrgete as a problem in the
running of a partnership. For example, RSP1 attieitbypart of the problems they
were facing in their business to lack of commitmdayt the partners. She
mentioned that she was the only one who was agtimeblved in the day- to -
day running of the business. As such the busingiésred a great deal when she
decided to take some time off the business. It aygokthat part of Organization
1's problem could be traced back to partnershipPR®xplained how she
ventured into business: “When | left the micro-fica institution where | was
working, | was joined by three other colleagues whared the same vision came

together to start the consultancy”.

It seemed that RSP2 had had a negative experiemcertinning a partnership.
He also explained: “before | started my own corsudy, we were running a
partnership with a friend of mine. We started withthing and things were going

on very well. The moment money started coming im, Megan to disagree with
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my partner over the way money was to be handleds&ldisagreements persisted
and so | eventually decided to quit the busine3sius it is possible that the
negative experience that RSP2 had could have madéohbe very cautious and
not to trust anyone. This later plays out as hdagxp his reluctance to enter into
any kind of collaboration with anybody. This seentedcontras with RSP4’s
experience of partnership. RSP4 reported a smootkimg partnership, where
the roles were so clearly divided between him aisdohartner; each person knew
what his role was. There was no conflict at allappeared they were managing
the partnership very well. RSP4 explained that he quite satisfied with the way

the business was being run.

Memo

It appears that the conflicts that some BDSPs éapeed regarding the partnerships could be
attributed to the specific partnership arrangemeWhile some BDSPs are happy with their
partnerships other are not. Conflicts within tletperships could be also be attributed to how
they were formed and managed. The conflicts maygestgthat initiating and managing
partnerships could have important implications @rfgrmance of a business in terms of
success or failure

4.3.16 Initiating and maintaining Collaborations

The category ‘initiating and maintaining collabeoats’ was conceptualized along
the following properties:awareness of its existence (membership of the
association); the need for being a member of argo@ation; the benefits of
being a member; and the level of involvement (dlesdras active or otherwise)

in the process of initiating and maintaining assiicins.
The need to form associations arose from two ssuf€est, all the respondents

mentioned that there was lack of appreciation oSBLy the general public. This
suggests the need for awareness campaigns to bhidgaformation gap. BDSPs
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further mentioned that one provider could not daldane, hence the need to build
synergies. RSP3 added another dimension that: “éheeproviders did not know
one another. There was need to create some kimdliamfice to make ourselves
known to the public. | realized this when | left 8BViotors Ltd.; | was looked for
any information about BDS in Kenya; who the provelare but | could not find

any information”.

Second, the weak regulatory framework made itdaliffito enforce contracts. As
such some BDSPs saw membership of any associaianvway of lobbying for
government involvement in the industry and supptirtwas also a way of
lobbying for self-regulation. RSP2 explained: “besa of weak regulatory
framework, | fear to get into long-term contractshveither associates or clients”.
“I have done work on credit before for associatad also to clients but who
failed to pay me. Because of weak regulatory franrewseeking legal redress
was a costly and a time consuming affair. Thereftiiere was need for some
kind of self-regulation”. He added that: “I knowetle are some people who are
trying to come up with an 'association of managdmensultants' who wanted to
start some kind of regulation. | do feel there mead for regulation. Today
anybody can start offering BDS. However, when adksdpinion regarding how
regulation could be done; he explained; “As to s®hf -regulation can be done;

that | really do not know. | have not thought abitut

Other BDSPs echoed the similar concern regardingkwegulatory framework
which made it easy for anybody to venture into ¢tbasulting business. RSP3
explained: “I have been conned before by ‘fake’stdtants, so | know there are
in the industry. Because of these experiences Vamreluctant to enter into any
kind of contracts with other consultants”. It alsmerged that in some instances

one may be forced to enter into an alliance witheptconsultants. As RSP3
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explained; “I came to realize that the public dnesappreciate the years one has
worked in the industry. What they want and apptecis your profile-how many
assignments you have done”. Because of this shefamesd to leverage on the
shoulders of the established consultants to bicaffb. | decided to work with
established consultants to enable me build my lerdfecond, | decided to work
with many organizations dealing with women entraptes to enable me reach
and change the attitude of the women entrepreneursegard women
entrepreneurs as my ‘niche’ market”. RSP3 addedtt thastill work with an
associate of existing consultants because workiitly people has opened for me
new paths”. But for RSP2: “I only enter into temayr alliances because | had
been conned before but at the same time | am metafuthe quality of the work

of these consultants”.

The need to form alliances and collaborations afims®e three factors: First, lack
of appreciation of BDS by the general public neidats] creating awareness
campaigns to bridge the information gap, but wisome BDSPs felt they could
not do alone. Second, lack of regulatory frameworguide the operations of the
sector impacted negatively on the sector. Howebecause BDSPs felt the
government was either doing nothing or doing taiteli there was need for self-
regulation to bridge this gap. For example, RSPAtmoeed that there is need for
self-regulation; because “the government is doiegy \ittle but at the same time
the government does not even understand the settardl, the need to enter into
an alliance was prompted by some BDSPs’ theirzedin of lack of capacity to

undertake certain tasks on their own. RSP3 explaitierealized that what the

public needs is your profile. So | decided to leger on existing consultants”.
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4.3.17 Intrinsic Satisfaction

The category ‘BDSPs’ personal satisfaction’ captuself- evaluation of the
respondents regarding whether or not they wereviderisatisfaction from the
business activity. It appeared along the properséstus’ as ‘happy’ or ‘not
happy’ and ‘satisfied’ or ‘not satisfied’ with darthe business.

RSP3 explained: “I get a lot of satisfaction frorhat/| am doing”. “I get a lot of
satisfaction from CSR issues”. “This is where mp&tocomes from”. | get a lot
of satisfaction when | am impacting on someone”. R8P3 the greatest
motivation was her personal satisfaction. She exgththat: “if it were for money
| would have closed shop long back”. RSP4 alsanseeto derive similar
satisfaction. He explained: “satisfying our custosness what drives us”. As for
RSP5: “we have made a positive impact on thesemmneurs and we are very
happy with the progress we are making and we interekpand this in the near
future”. On the contrary, RSP2 did not seem todisfed or happy with the way
the business was doing. He explained: “when | sedieat making so much
money yet | know | can run that business betten thien or her, it makes me feel

very bad. It makes me wonder what | am doing ia buisiness”.

Personal satisfaction also appeared to be linkedhtether or not the motives for
doing business were being fulfilled. For exampl&PR explained: “I took the
initiative to develop new products that suits tharket. That is the beauty of
being your own boss. | did not need to consult adyb It was, therefore,
necessary to establish whether or not personafaetion had any relationship
with the respondents’ perception of their busireasd hence the motive to sustain
it.
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4.3.18 Perception of the Business

It seemed that financially RSP2’s business wasgleery well. For example, he
explained: “I am able to pay all my business expsnsmeet my family expenses
and make some savings”. Yet he did not seem satisfith the way the business
was doing at all. He explained: “I have never sB&S business grows unless
when one is dealing with large organizations”. R&P% seemed to have a lot of
expectations of the business. When asked whetherobBDS is worthwhile
doing he explained: “there is a lot of potentialtims business”. This contrasted
with RSP3’s perception of her business. RSP3 exgthi“there are times when |
am really struggling to meet my business expenadseaen to put food on my
table. However, | believe that a time is goingeone when | will not struggle like
this. For me this is planting time and harvestimgetis going to come"Thus it
seems that her positive perception pushed hervesin(her time, energy and
money) into the business. On the contrary, RSP2gative perception of the
business prevented him from investing resourceth (foeancial and time) into the

business.
Through axial coding process, these categories wenebined with others to

form higher concepts known as main categories. Ten categories are

described in chapter five.
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CHAPTER FIVE
THE MAIN CATEGORIES

5.1 Introduction
This chapter advances grounded theory analysis flmmlevel of open code
categories, as discrete aspects of the phenomeaaigher level analysis (axial
coding) where the main categories emerge. The ehaptdivided into eight
sections. Section one explains how the main categjovere generate. Sections

two to eight explains the seven main categories.

5.2 Generation of the main Categories

Through breaking down of data, open coding enalilesl identification of
eighteen categories. Axial coding (also known asotétical coding) is an
advanced level of coding and aims to interconnebistantive codes and first
order concepts to construct higher order codeslaMpening coding 'opens' data
to theoretical possibilities, the axial coding $%utogether' concepts and
interrelates them to reach higher level of abstactAxial coding assembles the
categories identified during open coding and semkmections between them
(Strauss & Corbin, 1990). It is a process of rafatcategories to their sub-
categories, termed “axial’ because coding occuosirat the axis of a category
(Strauss & Corbin) and specifies the properties dimlensions of a category
(Charmaz, 2006).

The purpose of axial coding is to begin the procéssassembling data that were
fractured during open coding. In axial coding, gatées are related to their
subcategories to form more precise and completaeapons about phenomena
although the sense of how categories relate ofegyinb to emerge during open

coding (Strauss & Corbin, 1990). Procedurally, bg@ling is an act of relating
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categories to their subcategories along the linéstheir properties and
dimensions. It looks at how categories crosscutliaicl the actual linking taking

place not descriptively but rather at the concdgawel (Strauss & Corbin).

It is possible to think of the coding process dsran of pyramid at the base of
which is open coding. Through systematic analysid eonstant comparison of
data, axial coding reduces the number of codescatidcts them together in a
way that shows a relationship among them (Moghad@&®6). The end result of
axial coding is a collection of higher order categ® also known as main
categories. Brown et al, (2002), give four anabftiprocesses during axial
coding: (i) continually relating subcategories tategories; (i) comparing

categories with the collected data; (iii) expanding density of the categories by
detailing their properties and dimensions; and @xploring variations in the

phenomena. During axial coding, the initial opgedes become sub-categories.

After the initial stage of open coding which resdltin 18 categories, the
researcher revisited the data, collected more datalyzed and compared the key
points to see if similar codes occurred and groupeth together under related
concepts. Axial coding resulted in a reduced nundfesevencategories called
main categories. During axial coding, some categonere changed, some of the
names of the sub-categories (categories during opdimg) were changed while
some others were combined with others to form nat@gories, as new data were
collected and analyzed. In addition, new categarasrged. The following seven
main categories emerged from axial coding:

I. Start- up motives,

il BDSPs’ background characteristics,

iii. Strategic response of BDSPs,

iv. Ability to identify and close gaps in the market,
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V. Situational forces,
Vi. BDSPs’ perception of the business, and

Vil. BDSPs’ motive to sustain business

These categories are explained in detail below:

5.2.1 Start-Up Motives

The category ‘Start- up motives’ from the initigdem coding was maintained as
the main category but with more incidents added.téor example, it became
clearer from the interviews that BSPs may havesdme motivation for venturing
into consultancy but their level of motivation médiffer. It also emerged that
even for the same provider; the level of motivateeemed to differ from one
motive to the other. The sources of start-up metiveere conceptualized as
intrinsic, extrinsic and philanthropic. In additioih became apparent that certain
motives were dominant over others. For example,WR8P3 explained; “If it
was for money | would have closed shop long batlavie a big social heart. This
is where my boost comes from. | get my energy bpaating on others”. It

suggests that to her social objective overridesrtbve to make money.

It also emerged that motives shifted over time. &@mple, when RSP4 ventured
into business, his overriding objective was to malaney as he explained: “We
saw an opportunity to make money and so we dedidduad for the job”. But
over time his focus seemed to have changed torgeohients. His statement of:
“keeping our clients happy is what drives us” seeér suggest the change of
from making money to satisfying clients.

In addition, some motives appeared interlinked. é&@mple, people who venture

into BDS market because they were unhappy witmtaaagement style in their
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previous organization (as explained by RSP1 anddR8Ry suggest higher need
for autonomy which if not met could have pushedrttmit to look for alternative
forms of employment. But venturing to start onewnobusiness gives an
opportunity for people to realize other motives vesll. For example, RSP1
explained that frustration in her workplace puskedtart her own business but
this gave her an opportunity to realize her chitsthdream, which she did not do
until she saw a market opportunity. Also from RS®3e can deduce frustration
at workplace. She explained how she rose very guigk the career ladder to
become the HR Administrator in her organization $ndn realized that she could
not rise further. Talking to her one got the imgres that she was a go getter
who would settle for nothing less than what she teetchieve. Thus it was
possible that the realization that she could nseé nup the ladder within the

organization could have frustrated her and pusleeait.

RSP5 also explained that because of frustratiohisatvorkplace he decided to
quit his job to start his own consulting firm mairibr large organizations. He did
not start consulting for SMEs immediately. It wadyomuch later after meeting
his former clients that the idea of consulting toal-scale entrepreneurs occurred
to him. He explained: “whenever | met my formerenlis they used to tell me,
you really used to help us why don’t you start stinimg similar. This gave me
the confidence to start the consultancy”. In tlase; it is possible that frustration
at workplace combined with the positive feedbaafrformer clients worked

jointly to make RSP5 start the business.

Another start-up motive was desire for independendée desire for
independence was expressed in different ways Wgrdift providers. First, there
was the desire for financial independence. For @@nRSP3 says she ventured

into consultancy to give service to the small-s@l&epreneurs but also to gain
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financial independence. But there was also the@ésibe one’s own boss. RSP3
explained that the beauty of running one’s own mess was that you did not have
to consult any one. The desire to be one’s own hassalso expressed by RSP1
indirectly when she explained: “my childhood drehad always been to start my

own business”.

The desire for independence seemed to be influengagveral factors. First, the
desire seemed to come from the working environmeot. example, RSP3
explained that working under a very democratic beks allowed her to make
certain decisions enabled her to develop self denfie. She explained: “My boss
allowed me to make certain decisions whenever he awaay and supported
whatever decisions | made. In addition, he allowssl to attend many capacity
building trainings that exposed me to all managenh@nctions. Through these
trainings | also met and interacted with peopleesehopportunities opened my
eyes. | came to realize that | had a lot of po&trthiat | could not fulfill in a
structured organization like ABC Motors Ltd. Thedractions also enabled me to
build a network of associates which | thought Ildamnake use of later on when |
stepped out of employment”.

For RSP4 the start-up motive was to put into pcactihe skills learnt. He
explained; “I wanted to test the skills that | Hadrnt”. RSP2 also expressed the
same when he says: “having run a successful |dagetsining programme
while in the university, | realized | had a potahtileadership skill. Therefore, |
decided to start my own business as soon as thHefuniversity”. As for RSP5,
that awareness came through positive feedback fnsnformer clients. He
explained that “Whenever | met my former clienkeyt would tell me; you really
used to help us; ‘why don’t you start somethingikiri” And so | thought to

myself | can do it”.
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For some BDSPs, venturing into own consulting bessncould also be attributed
to their desire to make money for themselves. R&SRfained: “I realized that |
was making a lot of money for my employer througinsultancy jobs so |
thought to myself, why not | make that much monayrhyself? So | decided to
start my own consultancy in order to make moneynigself”. RSP2 on his part
ventured into BDS to make money which he couldlat® as seed capital to start
what he calls a “serious business”. He explaineat tie was saving a large
portion of the money that he was currently genegafor that purpose. RSP2
explained that he wanted to run a big businesfiénfuiture which his children

could inherit.

Analysis of the start-up motives reveals that thestives could be categorized
into three agxtrinsic, intrinsic and philanthropicContrary to empirical findings
on start -up motivation of small-scale entrepresetirat show that most are
motivated by economic necessity and survival (OJo2d01) the study did not
find any BDSP was motivated to venture into corady for economic necessity
and survival. They were mostly motivated by highevrels of (intrinsic and
philanthropic) needs for example, the need tolfuine’s potential, the need to
explore, the need to give service to society a$ agetesire for autonomy among
other things. The source of motives was class#dethternal if it was intrinsically
motivated, external if it was externally motivatadd philanthropic if it was

transcendental. Table 5.1 gives the classificaticthe start-up motives.
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Table 5.1: Classifications of BDSPs’ Start-Up Metv

Extrinsic Motivators Intrinsic Motivators Philanthr opic Motivators
Frustration within the work Desire for autonomy; To give service to others;

place; Desire to explore; Doing BDS as CSR by giving
Desire to make money; Desire to fulfill childhood support to MSEs;

Using BDS as a stepping stone dreams; Desire to make social contributions;
to do other businesses; Desire to realize ones’ To give back something to the
Response to market potential community;

opportunity; Desire to make a difference in the
Desire to fulfill to family society;

tradition; Desire to contribute to poverty
Desire to put skills learnt into reduction

practice Desire to fulfill a divine mission

5.2.2 BDSPs’ Background Characteristics

The sub categories (i.e. categories in during opmuing; personal
characteristics, previous work environment and tioée of experience were
combined to form the main category ‘BDSPs’ backgobwharacteristics’ It
emerged that these factors do singly or severaflyence the knowledge and
skills of the providers and hence their strateggponse. As already mentioned,
BDSPs came from diverse backgrounds. They came fidferent industry
background; different work experience and differgeaars of experience. An
interesting finding is that all BDSPs intervieweddhsome involvement with a
microfinance institution. Majority had worked in endfinance institutions before
they ventured into their own consultancies. Eveos¢hwho had not worked
formality in a microfinance institution before mamted they had attended some
training sponsored by donor agencies linked in atmiation with some

microfinance institution.

First, it appeared that the interest to venture imiisiness consulting had been

prompted by the industry experience. It emerged élxperience in the industry
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enables people to acquire skills. RSP4’s statesw@enimarizes it. “| wanted to put
the skills 1 had learnt while working at a microdince organization into

practice”. RSP3 also explained: “I thought | hadhgd enough skills that could
make me succeed out there”. In addition, workingtha industry creates an
opportunity for the providers to build networksheit of associates or of potential
clients. For example, RSP3 explained: “I thoughhad built a network of

associates whom | would rely on to get businesseohcstepped out of

employment”. For RSP5, it was his former clientsowhotivated him to start the
consultancy: “whenever | met my former clients,ytheould tell me, you used to

help us, why don’t you start something similar?’etherged that most of these
BDSPs have had previous contact with some dononcaég® Through these
contacts their capacities and skills have been |dped. The contact with the

donor agency also brought them into contact with gmall-scale entrepreneurs
either directly or indirectly.

Work experience sometimes made BDSPs develop wcenaindset or
assumptions of the market. RSP3 explained thatnymmoviders venture into
the market with wrong assumptions; they think theyw what the market
wants. | know this because, when | ventured intsiress, | had assumed that
the market was going to buy the services | wasrioffe But later | realized that
my assumptions about the market were wrong”. RS8wred with this when
he explains; “the reason why many providers canmake it is because they are

trying to sell what they have, not what entrepreaevant”.

BDSPs also echoed the need to have soft skillget&knowledgeable in their
fields. RSP3 explained: “entrepreneurs can onlwitleng to buy the products if
they see value in the product(s) being offered. @daviders can only add value

if they have the required soft skills; if they dmeowledgeable in their fields. |
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owe al lot of gratitude to ILO because through Business Plan Training that |
attended, | was able to acquire practical skilé tthave found very useful”.

Third, different providers also exhibited differgrgrsonality characteristics. For
example, risk taking behaviour was shown by althem even RSP3 who said
she was very confident she was going to succeed. ofhers explained they
started small because they were not sure whetlegr wiould succeed or not.
RSP1 explained: “when we started, BDS was a neweegun so we decided to
start small to give entrepreneurs time to expegetie services”. RSP4 also
mentioned: “we were not sure whether we would seddaut | told my partner
‘let us try and see’, if it succeeds we continuedf we move to something else”.
Only one BDSP said she was sure of succeedingeirbtisiness. As explained
other personality characteristics were proactiv@mmitment, patience,
perseverance and confidence. The degree of peratinhutes differed from one
provider to another. For example, while RSP3 exgldi “I am very passionate
about what | am doing. This is where my boost andemergy come from”.
RSP2 explained that sometimes he wondered what && doing in the
consulting business suggesting he was not passi@aiut the business. These
insights were deemed to be relevant to the reseiastie and as such were
followed to establish whether and how they influmthahe development of

sustainable BDS.

5.2.3 BDSPs’ Strategic Response

BDSPs’ strategic response was conceptualized asnglto what BDSPs do and
how they respond to changes in the markehe sub-categories ‘start-up
approach; change of business approach; building arahaging partnerships; and

building and managing associations were combinedoton a main category
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‘BDSPs’ strategic responset was conceptualized ‘strategic response’ becaftise
the following reasons; (i) it seemed to be prompigdBDSPs’ recognition of the
need to change the business approach; (ii) it sedmée planned and closely
related to the specific situational context; ang (i seemed to be directed to
achieve some desired goals. Strategic respondeeqgfroviders was identified as
effective or ineffective depending on whether tiaged the desired outcome.

BDSPs’ strategic response was identified as effealr ineffective depending on
whether it enabled the provider to achieve therddsoutcome. The following
guotes from the respondents show how the incideete identified and coded:

Table 5.2 shows how these strategies were coded.

Table 5.2: How the Coding of BDS strategies wemeed

Quotes from respondent Coding

“I was forced to re-look at my approach to busini Change of business approach;
because | realized that my initial strategy coudtiwwork-

that realization made me change my focus and girate

“I had to diversify and look at BDS in its totality terms

of what value addition | could give to entreprerse Diversification strategy.
especially start ups. | had to do this in ordesuovive”-

“l also realized that the challenges | was facingrav Corporate mentality;

because of the assumptions | made. Influence  of  previous  work
I had assumed that the market would buy the sesvic experience on provider attitude;
was offering”

“Although we had intended to start small, we did start Change of business approach;
small. Focus strategy;

We realized that we had carried ‘everybody’ andw& Change of business approach;
had to cut off some of these micro-entrepreneurs are Price strategy’

notorious for not paying. We raised our fees”;

“We realized that we needed to have our field effic Client strategy;

stay among the farmers in order to serve our dient

better. It has made has to give services that are

appreciated by our clients (farmers)” Product strategy’.

It also emerged that there were many challengéseilBDS market that providers
could not overcome alone. This necessitated imgaand forming relationships

(i.e. partnerships or associates). BDSPs neededfotm synergies. The
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relationships were initiated and maintained at texels namely at individual

level e.g. between a provider and another (likethe case of associates or
partnerships) and/or at the industry level. Industwel collaborations brought
providers together mainly to form lobby groups. Hwer, while some BDSPs
were members of these collaborations others wetreStidl others were not even
aware of any existence of any associations in tiwgtry. It emerged that
providers do use more than one approach to busamekthat a particular strategy
was expressed in different ways by the providei{aple 5.& andb summarizes

the different types of strategies used by BDSPs.

Table5.3a: Business Strategies used by BDSPs

Codes Category/ Strategy
Using already successful clients who had beenddaas show case; Client strategy;
Getting regular feedback from clients; Empowering clients,

Having interactive website where | communicate withnts;

Constantly talking to clients;

Focusing on specific clientele;

Keeping constant touch with clients;

Entering into service contract with clients;

Working with successful clients only;

Building mutual relationship with clients;

Living among clients to make them develop a sefisavoership;

Using of word of mouth from clients,

Organizing annual events that bring clients togethe

Making follow ups with clients,

Organizing regular get together for clients,

Forming drama and health clubs which served assaéss, health and a

educational tool (for personal health in particuéy/AIDS);

Organizing SE entrepreneurs to form self-help sgvand lending groups.

Designing tailor made products; Product strategy;
Providing high quality products; Differentiation strategy
Providing products that add value;

Making follow up services,

Forming marketing clubs to market the productstbéoclubs
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Table5.3b: Business Strategies used by BDSPs

Codes Category/ Strategy
Charging very low price temporarily; Price strategy;
Occasionally giving free services; Differentiation strategy;
Using payment as a precondition; Cost strategy

Increase of fees to cut off micro clients,

Leveraging on other businesses to cover costs;

Entering into service contract with existing cotants; Strategic alliance strategy
networking with other organizations in the area atiger developmental or collaboration
organizations; developed linkage with institutiafidigher learning,

Leveraging on existing associates to develop mpfilse of donor

subsidy to launch new products;

Using a pool of existing associates to get business

Collaborating with other organizations in the eaximent;

Forming network of associates to lobby for changes.

Focusing on specific clientele: e.g. youths; onvloenen; Focus strategy

Dealing with successful clients only

Reducing the number of clients and forming busingsbs of only

serious clients,

Trying anything and if it does not work you charige.g. designing new Trial and error strategy;
products and if it does not work you redesign it. Product strategy
Creating and running other businesses alongsideathgultancy; Diversification strategy,
Having different kinds of clientele;

Offering variety of products;

Doing other things alongside business consultiggstarted working or

part time basis to supplement the business incomes.

Using donor subsidy to offer some services or harge low prices Price strategy;

(temporary); Leveraging on donor
Attending some workshops sponsored by donors to e tricks, support;
Launching some services in collaboration with denor Product strategy

5.2.4 Ability to identify and close gaps in the Market

Ability to identify and close gaps in the marketisnain category that resulted
from combining three categories, namely; stayirgselto clients, value addition,
and the role of trustThe revealed that gaps do exist in the BDS mabskét in
the demand and supply side and that BDSPs needetdify and close or fill
these gaps foe them to sustain their businesses.

Gaps as Perceived by BDSPs
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A number of gaps as perceived by BDS were conckpéda The gaps include
awareness gap, value gap, trust gap, quality ggggoity gap; willingness to pay
gap, appreciation gap, and ability to pay gap, aedception gap. It was
established that these gaps must be identified dosed if BDS is to be
sustainable. Different respondents used ways teectbese gaps. The gaps as
discussed below:

Awareness Gap: As already explained, the interviewees mentioneat the
general public was largely unaware of BDS and®bgnefits. At the same time,
some BDSPs had wrong assumptions of the market. éxample, RSP3
explained: “Many entrepreneurs are not aware oforeefits of BDS and/or the
existence of BDS providers”. And she adds thatefethe providers themselves

do not know one another”.

Value Gap: It emerged that many small-scale entrepreneurs wperating with
serious resource constraints. They were only wllio pay for the services that
added value to their businesses, i.e. for entrepmsnto be willing to pay for the
services they must see value in those services. fDote services that add value
will be bought. RSP3 explained: “BDS should be atdeadd value and the
providers must be able to make entrepreneurs seéereognize value in the
services they are selling. However, the biggesti@mge is that you cannot see it
so how do you make someone see the value? The eatuenly be realized after
experiencing it; you have to go through it and egmee it in order to see the

value”.
Another respondent explained: “satisfying our diseis what keeps us going”.

This suggests that successful providers are thdse ave able to demonstrate

value to their clients. It emerged that value isndastrated in different ways by
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different providers e.g. using successful clientsovihave been trained as show
case; whatever the method used, clients must beéromd that the services are
adding value to them. For example, some BDSPs ma&ef people whom they
had trained to demonstrate value. Others give ipeltolutions to the problems

that clients are facing.

Trust Gap: RSP3 explained: “some entrepreneurs had beenechégt ‘quack’
consultants. Consequently they had lost trust”’oAleme consultants have been
conned by fellow consultants. Second, BDS is istdnentrepreneurs were taking
a risk whenever they purchase the service. Thisimes trust.” Furthermore,
because BDS is intangible, the clients needed ve ffath in the provider; they
must trust that the services being sold to themldvaork”. It emerged that some
BDSPs lost trust through previous bad experiendeRSP2 explained; “I do not
want to get into long- term contract with any cdtesut because | do not know the
quality of their work. Furthermore, | have done Wwéor clients and for associates
before who never paid me”. RSP2 also explained sy feared to get into
contract with other consultants. She explainednstimes fellow consultants
come to you with a proposal. You sit together tonegate ideas only to realize that
they went behind you and bid for the job withoutiydhis has happened to me

and so | know such malpractices exist”.

Quality Gap: It emerged that there was no standard measureualityy of

services being provided. This implied that it wé§ia@llt to judge the quality of
services. The gap arose from lack of regulation stachdards in the industry.
RSP3 explained: “because there are no standardse tAre many ‘quack’
consultants who charge low prices but offer lowlquaervices. The problem
was exacerbated by the fact that many entreprermansot differentiate low

guality from high quality services”. To fill thisagp, some respondents explained
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that they had undertaken to help their clientsndarrecognize and appreciate
guality. This they did through campaigns and awessrworkshops. In addition,
some BDSPs were lobbying for self- regulation s they could set standards in
the industry. Furthermore, lobbying for self- regjidn could not be achieved by

one individual provider.

Capacity Gap: It emerged that for BDSPs to add value, they nhaste the

capacity; they must have the soft skills to doFm. example, RSP3 explained: “I
came to realize that most entrepreneurs want pedcdlutions to the problems
they are facing”. “Therefore providers must have #oft skills; they must be
knowledgeable in their field”. Providers must hathe capacity to offer the
services required by clients. As RSP6 explainedynmaaviders are trying to sell
what they have and not what clients want becausg dlo not have the relevant

skills.

Willingness to Pay Gap:BDSPs mentioned that many small-scale entrepreneurs
were not willing to pay for the serviceWillingness to pay for services was
attributed to a number of factors: (i) the way tomcept of BDS was developed;
that the donors paid everything for entrepreneniactess BDS. RSP3 explained:
“In order to encourage entrepreneurs to use BDBomdagencies paid everything
for them to access the services. “The culture @e'fthings’ has stuck with the
entrepreneurs hence their unwillingness to payskmvices”. RSP5 adds that
small-scale entrepreneurs are notorious for theitue of free things. He
explained that: “the culture of free things is dgemoted in the minds of the
many entrepreneurs especially the micro entreprenelio think that someone is

responsible for their existence”.
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BDSPs explained that to change the ‘culture of theegs’, required synergies;
collaborative efforts of all providers because malividual provider had the
capacity to do so. It appeared that the sourckeotiependency culture internal as
well as external (i.e. acquired from the donor &gs). (ii) According to RSP
small businesses need to grow for SE clients toBIDg. He explained; “You see
if the businesses are not growing, the entrepreneould not see the need for
your services”. To him if businesses are growingytkill need the services as
they need to take their business to the next |€uglRSP6 explains; “You see
entrepreneurs are only willing to pay for servitiest add value to them; when
they are stuck or meet obstacles or getting intv @eas that need new
knowledge they will be willing to pay. Furthermorethe business is doing well
and he can directly associate the business suagtsthe training or mentoring,
they will be willing to pay”. RSP7 added that: “dther reason why SE clients
are not willing to pay for BDS is that training tise least of priorities for them.

What they are concerned about is quick cash”.

Appreciation Gap: For example, RSP2 explained: “Many small-scale
entrepreneurs do not run their businesses profeafjo They don’t appreciate
professionalism and as such do not appreciate By are used to doing
things ‘kienyeji’. There is also the ‘self- decepti Many small-scale
entrepreneurs think thégnow, many think because they have been doing business
so long, they do not see what somebody would conelltthem. You see you are
given an assignment, it is a lot of work becauseSté clients, everything is going
wrong: their books of accounts, personnel, tax ketarg etc. and they want you
to fix all these problems for them. It takes adbttime. Then you look at what
you are being paid. You realize that it is not \wgrour time”. To this respondent
low pay was a sign of lack of appreciation of sesgi on that part of

entrepreneurs.
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In addition it appeared that sometimes entrepreneught not value what BDSPs
had to offer. For example, RSP3 explained: “I madithat the profile | had which
was my personal CV which people do not seem toevaéry much. | had to look
for ways of working with existing consultants to &lele to build my profile”. It

was mentioned that some providers fail because tityeto sell what they have

and not what the market wants.

Ability to Pay Gap: But BDSPs acknowledge that many small-scale
entrepreneurs were operating with serious resocwestraints and so some are
unable to pay for the services. For example, RS®&med: “sometimes these
small-scale entrepreneurs are simply unable tof@athe services”. This view is
shared by other interviewees. Second, because R&R3deriving a lot of
satisfaction from what she was doing she was reéadyork with entrepreneurs
from the low end of the market and nurture therhgoome her niche market. She
was also willing to charge very low prices; sometineven give free services to
some entrepreneurs because she is confident tisatwith be able her niche
market in the future. The challenge for the proksdeas, therefore, to design low
priced products for the low end of the market.ikglthis gap requires providers

who take cognizance of this fact and who responuicgiately.

Perception Gap: It emerged that different BDSPs had different pption of

their businesses. The perception of the BDSPs! flisane of reference of the
respondents) regarding how the business was perfgrappeared to be linked to
whether the provider’'s motive(s) for doing business (were) being met or not.
For example, those whose start-up motives weregbgiat seemed to have a
positive perception of the business and as suclvedkrsatisfaction from the

business. Furthermore, it appeared that sometinl¥SPR’ perception of their
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businesses were different from those of donor agenélthough BDSPs agreed
in principle that provision of BDS should not bésidlized, they however, did not
mind getting donor subsidy (for as long as donoesewstill in the market). In

fact, they saw donor subsidy as a temporary styatdgch they could leverage on
(particularly to cover some of the overhead costd they were unable to cover
from the revenue generated) irrespective of whettherbusiness was financially
sustainable or not. On the contrary donor agersaesthe continued ‘reliance’ on
donor subsidy as a sign non-sustainability of thsifess. Table 5.4 shows the

gaps in the market, their consequences and howatieegiosed.
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Table5.4: Gaps as perceived by BDSPs, consequanddsow they are BDSPs
close them

Labeled Causes Consequences How BDSPs close

codes the gaps

Awareness gap BDSPs have not mad SE clients do not Run awareness
themselves known; benefit from BDS campaigns

BDS concept is hew
Willingnessto  some SE clients accesses freBome SE clients are Identify the real wants

pay gap services in the past paid bynot willing to pay for  of clients and move to
donors SE culture services hence cannot fulfill them;
Culture is partly African; benefit from BDS; Change the ‘culture of
Some BDSPs sell services Deep rooted culture  free things’ through
that are not valued by clients.of dependency campaigns

Ability to pay Some SE clients have seriol Inability to access Design low priced

gap resource constraints services products/ focusing on
those who can pay

Trust gap Some clients have beenSome SE clients areBuild close contact
cheated; suspicious of with clients; form
Some BDSPs have been providers; BDSPs are networks that enables
cheated by fellow suspicious of eachBDPsto come
consultants. other together

Value gap Some BDPs sell service Clients are unwilling Demonstrate value by
which don't add value; to buy using entrepreneurs

who have experienced
services as show case;
Use of word of mouth

Quality gap Presence of quack constantsjPoor image of the Lobby for regulations
Weak regulatory frame work sector; by the government;
leading to lack of quality Low quality being Lobby for self-
standards; Clients’ inability sold; regulation
to differentiate  between Unfair competition in Give high quality
products the sector. standards

Appreciation SE clients don’t value BDS Many SE clients are Use those who have

gap or professionalism; not accessing service used the services as
Some consultants use show case; demystify
language that is above the concept of BDS

clients, others are theoretica
Capacitygap Some BPDs don’t have theBDSPs sell products Form collaborations
soft skills and/ or the that are not valued orwith other providers,
knowledge; wanted by clients; government and
donors; Lobbying
with government.
Perception gap Some BDSPs perceive thingc BDSPs offer products The gap may or may

differently from the SE that are not valued by not be filled
clients. the market. depending on the
The gap is conceptualized b provider’'s perception
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the researcher as based on of the market
the stories of the BDSPs ant
after talking to SE clients

Gaps as Perceived by Entrepreneurs

The above gaps were captured and conceptualized BIOSPs’ points of view.

Their responses were triangulated and corroboratétl those of the SE

entrepreneurs. These were conceptualized as desdadyaps. The following
guotes from SE clients show that in some cases,HBDgerception of the market
may differ from entrepreneurs’ perception of therkea giving rise to perception

gap. The gaps are summarized in Tébsa and b.
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Table 5.5a: Demand Side Gaps 1-3

Incidents Concepts
| do not know who paid for us to be trained or hawch was Lack of awareness
paid;

| did not know about the existence of this orgatian, | was
introduced by a friend;

| came to realize after being trained that was'¢nemy of my
own business’;

Although | did not pay for the training that | atteed and | da
not know who paid;

We did not have information about these trainings

| do appreciate the training very much. Before terded the High degree of
training | did not know that | was the enemy of bysiness; appreciation
| value training because | know that even though gan do
business without training, you cannot do it betiben somebody
who has been trained,;

Actually doing business without training is like dlking
without eyes’, like a blind person who does notwnehere he
or she is going;

| like the way the training was conducted in phasegry time
you were attending a particular module it was l&keind of
refresher course;

I learnt many things that | did not know about Husiness;

| value professionalism; | would certainly recomrmem friend
to get these services; training is good, it brgaetsple’ eyes and
prepares you for what you can meet in the future;

Training prepares you for challenges which you oeet in the
future;

| think BDS is important because even if your basis doing
well, it will give you opportunity to expand youusiness;

New things are coming up every day and so you neeghdate

your skills;
| would have been willing to pay for the servicéshiey were cjient's willingness to
being sold in the market. pay for services

We were not paying for services ourselves,

Although the training was sponsored by some NGOsplild

have been willing to pay for them if they were lgesold in the
market.

Now am willing to pay for the services because | @aking

enough money; then | was not able to pay;

| would be willing to pay for the services but gpends on how
reasonable the prices are.
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Table5.5b: Demand Side Gaps 4-8

Incidents Concepts

Now | have no problem paying, | am now banking momemillions, Ability to pay;
before | was banking in thousands and | had difficpaying for the BDS has added value

services; to the business
| would have no problem paying because | know tre=wices are

very important; Ability to pay

| had no problem paying then because the businassiaing well changes

Now | cannot pay for the services because my bssirgnot doing as Inability to pay for
well as it was doing before; services;

| had problems paying for the services then, tles fgharged then was
a bit too high and | was not making that kind ofrragp.
| was very happy with the services | received asrdtliat reason | cai  Satisfaction with the

recommend someone; services

The services met my expectations; High quality of

| was very happy with training especially becauseaime at intervals  services;

and that acted like a refresher course for me. Training did not
meet expectation.

I went in with a broad expectation but the trainwas too focused; Inappropriate to

The training was too shallow for me, it would hawveen good for customer;

beginners; Low quality of
services

The training added value to my business; then | making money in  Valuable services
thousands now | am making money in millions; tlening added a lo
of value,

The training moved my business from point A to pdn without it |
would still be where | was;

The training made a big improvement in my businbsesause | did no
have any knowledge of finance,

| did not know how to keep records now | am abl&eep track of my
business;

| was wasting so much money without realizing; thening added
value because | learnt new things;

After attending the training | was able to expandbusiness;

After the training | was able to save the proceedisich | was not
doing before;

The quality of life of my household has improved#ese my busines
started to do well.

This is Kenya where nobody trusts any one; How level of trust
I know about groups that have been conned; Clients have been
Our firm was a victim; we paid somebody to trairr ataff, he did not cheating

conduct the training and did not refund the money.
Trust is a big issue in this industry
| trusted them because there was no day that we evezated
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The quotes reveal that in some instances therdiffeeences between BDSPs and
SE clients’ perceptions pointing to the existenta @ossible perception gap in

the market.

5.2.5 Situational Forces

The following sub-categories (categories in the mopmding): the role of
government, the nature of competition, presencdooior, type of clients and
nature of products were combined and labeled ‘Sibu@al Forces. They were
labeled so because the forces seem to point tetigysar set of circumstances,
or situation in which the providers were operatifipe category was labeled
‘Situational Forces’ because the providers’ respansthe above forces seemed
to be located along situational context. The situnal forces were identified as
either favourable or unfavourable. These forcesewmt static but varied over

time.

For example, it emerged that weak regulatory fraorewvas a big challenge
affecting the BDS sector. Apart from RSP4 who sh&l government was doing
too little to promote the BDS sector, other BDSPentioned they were not
aware of anything specific that the government d@aisg to promote the BDS
sector. The absence of regulation in the BDS sectpacted negatively on the
businesses. For example, RSP2 explained: “becdgse are no standards or
regulations in the market, anybody can venture th®o BDS market”. RSP3
adds that: “the fact that anybody can venture tdasultancy business poses
unfair competition to genuine consultant”. She ghether to say: “sometimes
these ‘con consultants’ quote very low prices bué gub-standard services. The
problem is exacerbated by the fact that most ergregurs are not ignorant about

the quality of the services”.
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Second, the weak regulatory framework made it aiffito enforce contracts.

For example, RSP2 explained: “because of weak atguyl framework, | fear to

get into long-term contracts with either associateslients”. He cited instances
when he did work on credit for associates and fients who failed to pay him.

Because of weak regulatory framework, seeking legdfess is a costly and a
time- consuming affair. Other respondents echoed dimilar concern. For

example, RSP3 also cited instances when she waeddy fellow consultants.

RSP3 goes on to say: “because of these experiéraressery reluctant to enter
into any kind of contracts with other consultants”.

Another dimension of weak regulatory framework Mask of quality measure.
RSP2 explained: “Because there are no standards mod want to get into
contract with other consultants because | do notkthe quality of their work.
But if | have to enter into any kind of contractistonly on a very short-term
basis”. To overcome these regulatory weaknesseB3R8ggested the need to
initiate a process for some kind of standardizatom self-regulation in the
sector. She argued that: “providers must driveptioeess themselves”. This view
was also shared by RSP4 who said that the providest drive the process of
self regulation; that regulation could not comenirthe government because the

government did not even understand the requirentértke sector.

Some BDSPs felt the government was not doing entmuginomote the industry.
RSP1 further that because the government was riog @mough, there was need
to create that awareness themselves. But she atlyaethese costs could not be
included in the cost of services. RSP4 expressenindar view when he said:
“someone needs to underwrite some of the costawvafsting in this sector until

such a time when the concept is understood”. Nopmviders were actively
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involved in the process of initiating and buildimgllaboration. For instance,
RSP3 explained how she has participated in a nuwiirums that is trying to
bring BDSPs together. They formed an associatian Was laying the ground
work for self-regulation and she was an active mamblowever, some BDSPs

were hardly aware of anything such associations.

Third, it emerged that donor agencies had not éxitee market completely.
BDSPs mentioned that the presence of donors wag thileat to them because
entrepreneurs especially small-scale entreprengare not willing to pay for
training when they could get the same free of ahayg at a subsidized rate
elsewhere. The intangible nature of BDS also paseather. RSP3 explained,
“The greatest challenge in selling BDS is thasitntangible yet clients need to
see value for them to be willing to pay for thevess”. Other BDSPs concurred
with this view. On the other hand, services thall iamediate and tangible
returns were easier to sell as opposed to those avhoselling BDS with
intangible and long-term returns. As RSP4 explagifg negotiating higher
prices for their clients as well as assuring théreteady markets, we are able to
demonstrate value to our clients; because of teifiave no problem selling their

services”.

RSP2 added that many SE clients were more willingay for statutory services
like compiling tax returns because these were reduby law but were not
willing to pay for non statutory services. Anotheportant aspect of BDS that
emerged was how providers packaged their prodActsording to RSP2, many
providers were forced to offer BDS as a bundle bseamany small-scale
entrepreneurs could not afford to pay for singlevises. But RSP3 explained:

“that the challenge with this is that some provedare forced to provide services
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in areas where they do not have skills”. Her stpat®as to concentrate on areas

where she had strength.

It also emerged that some BDSPs did not have akttaeledge of the market-
some did not know what the market wants. For examiREP3 explained that:
“when | ventured into the market | assumed thattlaeket was going to buy my
products”. She added that: “many providers ventoi@ the market with wrong
assumptions; they try to sell what they think tharket wants and not want the
market really wants”. RSP6 added; “that the reasby many providers fail to
make is because they are trying to sell what ttesehand not what the market

wants”. Table 5.6 summarizes the situational fomdbhe BDS market.

RSP11 added another dimension why some peoplel falenake it in business:
“First, a business has a life of its own. But ma®pple start to draw from the
business even before they invest anything. | redlithat when | ventured into
this business. | had not saved enough money foowrypersonal use. | came to
realize that the revenue the business was gengi@ird not sustain me because
| had not invested anything in the business. Secoadsultancy is an elitist
business yet the consultants are dealing with mmtrepreneurs who cannot

afford their prices”. Table 5.6 shows the situagioiorces.
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Table5.6: Situational Forces in the BDS Market

Incidents or quotes Conceptualized codes

The government is either doing very little or nathiat all in The role of

the sector or if the government is doing anythitigy are government
hardly aware of it;

The government hardly understands the sector; Weak regulatory
The government needs to form the legislative fraor&wo framework

guide the actors.

There are no standards in the industry

There is need to protect both SE clients and gen

providers from unscrupulous providers.

The absence of regulation and standards meanarihody unfair competition;

can venture into the sector; Ignorant clients;
There are some consultants who charge low pricegila Conning of clients
substandard services; and providers

Ignorance of clients and lack of standards meaatsdiients

can easily be cheated by unscrupulous consultants;

Genuine consultants have been conned by unscrupaltes

The presere of donor agencies is largelyeinforcing the The presence of donor
culture of unwillingness to pay for services. agencies

Donor agencies are competing with private BDSPhera

than complementing their efforts;

SE clients as largely unaware of the benefits 06BD The type of clients

Some SE clients do not appreciate professionalism;

Many SE clients operate with serious resource caimss

and as such are very sensitive to prices;

Some SE clients are largely ignorant hence arelyeasi

cheated;

The donor have encouraged clients by paying fomtle

access training as such they are not willing to pay

services;

The culture of dependency is also partly African

Many SE clients especially the micros think thatebody

else is ‘responsible for their existence’;

Some SE clients do not appreciate BDS,

Some SE clients default on paying for the serviigsn to

them on credit.

BDS is generally intangible making it difficult szll, The nature of BDS

Most BDS is long term products

Some BDS products are required by law (statutotiipis

are Required BDS products are much easier to sell

Consultancy is an elitist business yet consultarésdealing Inappropriate

with poor entrepreneurs who cannot afford theicgsi approach by
consultants
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5.2.6 BDSPs’ Perception of their Business

The category ‘BDSPs’ perception of the businesgtwad the opinion of the
respondents regarding the performance of the bssinéghe potential of the
business and its growth possibilitieés indicators were: Whether the business
had potential or not; whether the business was mgaknpact or not; whether the
business had potential for growth or not (expressddrms success or otherwise
and defined in different ways by different respamdg and finally the time factor

attached to each of the above indicators.

As already mentioned, different BDSPs had differaotives for venturing into
business. The perception of the BDSPs (i.e. frafmeference of the respondents)
regarding how the business was performing appedarbd linked to whether their
motives for doing business were being met or not. éxample, RSP4 to whom
the business had become a fulfilling career se&is tinganization as having a lot
of potential. He explained: “Our clients are happg, have made a real change in
the life of the farmers who are now assured ofeady market and at the same

time they are getting higher prices for their proglu

RSP5 also explained that they were making a pesitiwpact on their clients.
“We have managed to form business clubs; we nowe Hawer entrepreneurs
who are members who are meeting and exchanging @led we are very happy
with the progress that we have made so far”. “Ttageeclients whom you can say
are going somewhere. We are happy we are movirtgerright direction. We
have managed to bring these entrepreneurs togmtidethey now share ideas and
at the same time they sell to each other”. He ddas “We felt that if BDS is
targeted to the right group of people; not the istang and the micro
entrepreneurs, it would become sustainable witle tintrepreneurs must be

prepared to wait because there is a lot of waitinguccessful businesses”.
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Apart from enacting laws and regulation that shaudle activities in the sector,
some BDSPs seemed to think that the governmentahade in making BDS
business sustainable or not. For example, RSP2ieegl: 1 do not think that
provision of BDS should be donor funded. If thevggmment were to create awareness
for growth of different businesses then we do need donor funding because
entrepreneurs themselves can pay”. RSP 4 also atileshebody has to bear the costs

of investments in the sector; but argues that theafe sector cannot because they are

interested in short-term profits”.

To RSP3, it seemed that the greatest motivationngaso much financial reward
but her personal satisfaction. For example, shdaeeu that even though she
was not making as much as she should be makindgrswve the future is going to
be different. She summarizes it in the followingtesments: “I know | am going to
succeed. BDS is a long-term process; success caonw in the short- term. |
know a time is going to come when | will not hawestruggle like this, now is a
time for sowing. For me it is not so much finanaiavard”. On the contrary,
RSP2 whose motive is to make money quickly seepatential in the business
because probably he is not making as much monewasuggickly as he thinks he
should. His statement, “I have never seen it sutesdess one is dealing with
large companies”, seems to echo his perceptiomhofitathe business. It suffices
to note that by the time the fourth interview wasnlg conducted, RSP2 had

already stopped running the consultancy.

Some BDSPs attributed financial returns of BDS hess to the growth of SEs.
For example, RSP 2 explained; “if SMEs were to grawally flourishing, then
BDS businesses would also grow. At the moment hodibknow if there is any

BDSP who can say their businesses are making 1i@min turnover a year, yet
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some of the entrepreneurs whom we train are makisgnuch. It makes you feel
jealous. It makes me ask myself what | am m damidiis business”.

It also emerged that different respondents attacliféerent time horizons to the
success of their business. For example, while R&Rs to make money quickly
to move on to a ‘serious business’, to RSP3 themstof the business can only be
realized in the long term. For example, she samhen | started this business, |
knew it was going to take long”. RSP3 explained hslve believed that the
business was going to succeed. In fact, she compeebusiness to a ‘bamboo
tree’ that once it takes root it spreads very dyickRSP1 also has a long-term
focus of the business. She explained; “BDS is lwmrg: and so it must be

nurtured if one is to realize the returns”.

Although different providers may have had the sanmivation, the importance
attached to the motivation differeBor example, while some BDSPs had same
financial motives, their perceptions differed retjag how soon this could be
realized. The study established that while some Bf¥ad long-term focus with
regard to getting financial returns, others hadrtstesm focus. For example,
RSP3 explained that BDS was long-term and the metaannot be in the short-
term. This probably explained why RSP3 seemed satisfill tive progress her
business was making while RSP2 whose business deerbbe doing much better
that RSP3’s was not. RSP3 was patient and confittettin the long-term the
business was going to grow and be very succedaffict she explained: “I can
see light at the end of the tunnel. | know it isrthand a time is coming when |
will relax; when | will not have to struggle lik&is”. RSP2 on the other hand, is
impatient and unhappy: “when | see a client malsagnuch money; it makes me
feel very bad because | know | can do better thah tt makes me wonder what |

am doing in this business”. But to RSP1, “BDS waseav concept and so the
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process had to be nurtured”. Thus, it seemed thaBDSPs who found the
business fulfilling, were likely to continue doitige business while those who did
not found it fulfilling would move to look for alteative forms of employment or

business.

5.2.7 BDSPs’ Motivation to Sustain the Business

As already mentioned, more categories emerged fuother data collection and
analysis. For example, the motive to sustain th&iness was added because it
emerged that not all BDSPs had intention of comigudoing business even
though the business might be financially sustamalil also emerged that for
some respondents, financial sustainability wasamobverriding motive that kept

them in business, at least not in the short run.

For example, RSP2 explained; “for me doing busimessultancy was to enable
me gain skills and at the same time save monetatba serious business. That is
why | am saving a big chunk of the income that Igenerating”. It appeared that
RSP2 did not have the intentions of sustainingkibhsiness. Ability to sustain
business was added because it emerged that eveghtisome BDS wanted to
continue doing the business, they were unable tsaldvence were forced to
temporarily close down. For example, RSP1 explaitted: “We reached the
lowest level in our business. So we were forcedtép normal operations. We
have retained one office because we did not waluise contact with our clients”.
Apparently even though RSP1 and the partners wattedontinue doing

business, they were unable to do so.

The category ‘motivation to sustain the businedsierefore captured the

respondents’ intentions (explicitly expressed oplinitly) to continue doing the
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business. Its properties were: source of the mptiag's in which the motive was
expressed, actions of BDSPs (what they do) anddhsequences of their actions.

The motive to sustain the business was expressdidfament ways by different
providers. For example, belief in the businesst théusiness) could succeed,
that it had potential seemed to give the provitier motivation to look for ways
and means of sustaining the business; to do whrateteok to ensure that the
business succeeds. The motive seemed to be liokide time horizon. Different
BDSPs attached to getting the returns; while som&mBs had a short-term focus,
others had long-term focus. For example, while R8R2Ats to make money
quickly to move on to a ‘serious business’; for RSBuccess can only come in
the long term. She explained; “BDS is long-term #malreturns cannot be in the
short- term.l am prepared to wait’RSP3 believes the business is going to
succeed. In fact, she compared her business tamabtio tree’ that once it takes
root it spreads very quickly”. RSP5 also expressedilar focus when he
explained: “we are determined to succeed, event#kies five years”. She said:

“when | started this business, | knew it was gdm¢pke long”.

RSP4 who believed that the business had a lot inpial saw the business as a
fulfilling career and as such was prepared to datever it took to make it
succeed. Therefore, it is possible that the bétiaf the business can succeed acts
as a driving force that pushes one to act; to fooklternative ways and means of
sustaining the business. This probably explainediifierence in BDSPs’ outlook
of their businesses. On the contrary, to RSP2 Bisinkess had no potential. For
him, the greatest desire was to make money andradipe skills as quickly so as
to move on to other “serious business”. He explhithat: “when | see a client
making so much money yet | know | have better skl run such a business, it

makes me wonder what | am doing in this businelsis may suggest a low level
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of motivation to sustain the business activity. btigstement of: “| have never seen
BDS businesses grow unless where one is dealing large organizations”
suggests that he does not believe in the growtanpat of BDS business. The

properties of this degree are summarized in talyle 5

Table5.7: Degree of Motivation to Sustain the Bass

Incident Degree

Inferring from the statement by RSP2 th Low degree of motivation
“When | see a client making so much mon

and yet | know | can do that business bette

makes me wonder what | am doing in tt

business” one would infer lack or low level

motivation to do the business.

RSP3: “I know | am going to succeed”. “IHigh degree of motivation
know a time is going to come when | will not

have to struggle like this”.

RSP3: “Am willing to do everything anc High level of commitment
anything to make the business succeed”.

RSP4: “We an extension officer who is livir

among our clients”.

RSP5: explained: “the greatest challenge we drew level of commitment
facing is lack of commitment. We have a part-

timer who comes to the business only twice a

week”.

Selective coding process seeks interrelationshgt&/den these categories. The
interrelationships between the categories are thextin chapter six.
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CHAPTER SIX
INTERELATIONSHIPS BETWEEN THE CATEGORIES

6.1 Introduction

In the beginning the researcher's aim was to ganarkarge number of categories
related to the occurrence of the event being stuli® explain sustainability of
BDS) to keep things as open as possible to discatat is relevant. Selective
coding requires selection of the focal core codethe central phenomenon which
has emerged from the axial coding process (Str&u€®rbin, 1990). All other
codes derived from the axial coding process muselaed in some way to this
focal core either directly or indirectly (StrausCorbin, 1990; Glaser, 1978).

After choosing one core category and positioningtithe centre of the process
being explored, a grounded theorist relates otlagegories to it. These other
categories are the “casual conditions, strategoesitextual conditions and

consequences” (Creswell, 2002). In the next sestitire relationship between the
different categories, namely; motive to ventur® intisiness, BDSPs’ background
characteristics, BDSPs’ ability to identify and s¢ogaps, Situational Forces, and

BDSPs’ motive to sustain the business are described

6.2 BDSPs’ Background Characteristics and Start-Up Motves

As already discussed, BDSPs venture into busirersa humber of reasons and
some of these reasons seem to be linked to thekgbaund characteristics. The
background characteristics of BDSPs were made upwof variables; their
personal attributes and their work experience. &mample, through previous
work, people gain experience. Apparently, peopl® Wwive gained experience
are confident of running a successful consultangirtess (because through their

previous jobs, they have made contacts with pakndiients and potential
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associates) but also through previous work, peagigiire skills which they may
want to put into practice. Second, it is possihkt tafter several years of working
in an organization, some people may realize thair tburrent jobs don’t meet
their expectations in terms of career progressanch may be motivated to move
out to start their own businesses. It is also jbssihat after working in an
organization for several years, people begin toeligy a sense of ownership
which if not promoted by management may frustragsrt hence push them out to

look for an alternative form of employment.

The motive to venture into business seems to beemrby inner forces as well.
For examplepeople who venture into BDS market because theyuatappy
with the management style in their organizations/ rba an indicator of their
sense of internal control. Such people may havegheh need for autonomy
which if not met can push them out of their currgtis to look for alternative
forms of employment. The desire for independen@xsessed in different ways
by different providers. First, there is the desmefinancial independence. Having
financial independence gives one economic powéetm control. Second, there
is the desire to be ones’ own boss and make indigp¢rdecisions. People who
seek autonomy or independence want to be their lmgses, to chart their own
destiny and not to be under someone else’s corfiai.example RSP3 was
expressing the need for autonomy when she explaltieel beauty of running
one’s own business is that you do not have to dbaayone”.

The desire for independence seemed to be influengagveral factors. First, the
desire seemed to come from the previous work eapee. For example, RSP3
explained: “I was working under a very democratbs®who allowed me to make
certain decisions”. “Furthermore, he supported evat decisions | made”. Thus

it seemed that through previous work experiencelga@alize their potential- the
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‘aha | can do it’ experience. RSP2 also explaifiedving organized a successful
leadership workshop, | realized that | had leadprsibilities that | needed to

explore”. RSP3 adds; “My boss also allowed me tenat many capacity building

trainings that exposed me to all management funsti®hrough these trainings |
also met and interacted with people. These oppibgsnopened my eyes. |
realized | had a lot of potential that | could hafill in a structured organization

like ABC Motors Ltd".

It is possible that people develop self-confidettat®ugh work experience. But
self-confidence requires self-awareness; one hbe tware of his/her potential if
she/he is to move to exploit it. This awarenesseom different ways. In RSP5’s
case, it came through positive feedback from hisné clients. He explained;
“Whenever | met my former clients they would telenyou really used to help
us; why don’t you start something similar. And g¢bdught to myself | can do it”".
Thus it seems like awareness of one’s potential isrce that drives people to
seek self-fulfilment which can be achieved througlin venture creation. In
addition, to explore one’s potential requires aispf adventure, a spirit of risk-
taking.

The attribute of social concern seems to come footh the work experience and
from within an individual BDSP. For example, RSKplained: “We noticed that
there was a lot of poverty in Western Province avel wanted to make a
difference, to reduce the poverty levels®. On tlieeo hand, RSP3 explained: “I
used to deal with a lot of CSR issues and so wdwiing ABC Motors Ltd, |

thought | could continue doing the same”. And sligleal: “I get a lot of

satisfaction when | am giving service to people’igure 6.1 shows the

relationship between BDSPs’ background charactesiaind start-up motives.
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BDSPs personal attributes:
flexibility, proactive,
perseverance, willing to take
risks

A 4

Start —up motives

Work background:
Experience, knowledge,
skills, capacity and
capability

Figure 6.1: BDSPs’ Background Characteristics and @art-Up Motives

6.3 Start-up Motives and BDSPs’ Strategic Response

The start-up motives of the providers seemed toenice their strategic response
though indirectly via BDSPs’ perception of the mesis. For example, because
RSP2 did not see any potential in BDS businesanbisve was, therefore, to use
BDS as a short-term stepping stone to doing sehmsiness. His focus of the
business was therefore short-term, quick monetarmgsg This focus seemed to
influence his choice of clients as well as histreteship with them. For example,
RSP2 explained, “whenever | find that my clientvendeen taken over by my
competitors, | look for other clients”. This sugtgethat RSP2 he does not get into

long-term relationship with his clients.

Apparently BDSPs who venture into BDS business édera social contribution
seem to have long-term focus; their reward oriémedlso seems to be more non-
monetary as opposed to monetary rewards. In additih@®y seem to perceive the
business as having potential and so are willingreate long-term relationship
with clients. The value each provider places on etary or non-monetary
rewards appears to differ from one provider to heot For example, RSP2
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seemed to place a very high value on monetary asv&ecause he had ventured
into BDS market not as a career but as steppingesto doing serious business,
his emphasis was on financial reward. His motivenake quick money to enable
him move to a serious business seems to influeicechoice of clients. He
explained, “I only deal with successful entrepresdbecause these are the ones
who can pay for my services”. Also RSP2 did notnsde get into long-term
relationships with his clients. He explained howhaadled competition: “when |

find that my client has been taken by a competitorpve on to look for others”.

On the contrary, RSP3 who seemed to place more a&siplon non-financial
rewards and so sometimes charged very low pricdseaan occasionally gave
free services to some of her clients whenever tirene unable to pay. Although
part of her motivation to venture into the BDS nwrivas the desire to achieve
financial independence; this did not appear tohHgedverriding motivation. As
she explained; “if it was because of money, | wchade closed shop long back”.
RSP3 gives another reason why she is willing togdhaery low prices; “so that
the entrepreneurs can see the value of BDS. IJgetigat entrepreneurs can only
be willing to pay for the services after they haxperienced the services- once
they see value. Howevel, takes entrepreneurs time and so providers mest b
ready to wait. It calls for patience”. This could & common mistake that service
providers who fail to make it do-failing to maketmpreneurs to see value in the
services they are selling to them

It also seemed that the motive to venture intormss influences the providers’

perception of the businesshich in turn seemed to influence their strategic
response. For example, RSP2 who ventured into ukan&ss as a stepping stone
to do other businesses seemed to have a verytsnorfocus on his business and

this seemed to influence his choice of clients al &s his relationship with them.
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He says, “I only work with those clients who arerdpwell because they are the
ones who can pay for my services”. He does not seemet into long-term
relationships with his clients. He continued: “wHeiind that my client has been

taken by competitor, | move on to look for others”.

Those providers whose motives were to make a scoialribution seemed to
have a long-term focus of the business. They seamedvest their time and
money to build markets as well as nurture relatigps For example, RSP3 says:
“I knew financial independence was not going to ecqickly”. “I can compare
my business to a ‘bamboo tree’: “it takes time tioe roots of bamboo tree to
grow but once it takes roots it spreads so quickiydr me this is planting time”.
“For that reason am ready to charge very little romgause | know | will reap it
all back in the near future”. It seemed that beeaBSP3's perception of the
business was long term; she is prepared to wad.iSkherefore ready to build a
market niche from the scratch. There were BDSPs dwthe same long-term
perception of their businesses; but who did nokeekfhe results to come quickly.
As such, they were patient. It is probably becaafd8SP1’s long-term focus that
she still nurses the hopes of continuing with theitbess in the near future even
though she describes the current status of thaiinbss as the lowest it has ever

reached.

The way the providers perceived the business mdeaf its potential for growth,

success, also seemed to influence the strategyaithegted. For example, RSP4
believed that the business has potential. His péare of the business was that
“there is a lot of potential”. This contrasted wRSP2’s view of the business. To
RSP2, BDS had no potential. He explained: “I haegen seen BDS business
grows unless one is dealing with large organizatio8o it seemed that RSP2 has

no intention of growing the business. However, R$F&y be expressing his
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perceived inability to influence the business; &ynalso imply that RSP2 does not
see himself being able to change the status qumavé never seen’ showing his

lack of willingness to influence the business amdrive the business to success.

RSP3'’s perception of the business seemed to sutfgesipposite: “I know | am
going to succeed”. “For me this is time for plagtimnd the time for harvesting is
going to come”. RSP4 also has the same perceptiotheo businesses. For
example, RSP4 explained that even though they @trenaking as much money
as they could, he believes the business is goirzetbetter in the future. Asked
whether the business is sustainable or not, he %hgse is a lot of potential. This

relationship is shown in figure 6.2.

BDSPs strategic
response

A 4

Start-up motives BDSPs'’ perception
of the market

Figure 6.2: Start-up motives and BDSPs’ Strategic Bsponse

6.4 BDSPs’ Background Characteristics and Strategic Rg@nse

Some BDSPs’ personal attributes influenced thepra@gch to business. For
example, having knowledge and soft skills appedcethfluence the strategic
response of the BDSPs. Being knowledgeable meatsthike provider has the
skills and the ability to provide the services thia¢ market requires. But to
provide services that the market wants and valegsiires knowledge of the
market. Therefore the service providers need tonktie clients well if they are
to serve the interests of their clients. The prewican only know the clients well
if he/she is reaching out to them; if he she iseald build a close mutual
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relationship with the clients. It requires beingaonstant touch with the clients.
This enables the provider to respond appropriaaelg swiftly to the changing
needs of the clients. But those who do not havec#pacity must find a way of

extending their capacity and capability by buildmegworks.

Second, establishing a close relationship with ntiemakes it possible for
providers to empathize with their clients. As RSPlained, they had a system
that ensured they were in constant touch with tlignts. They employed
extension officers who lived among the farmers. sehefficers shared the
experiences of the farmers; knew their problems angbathized with them.
Empathizing with clients makes clients identify kvihe organization and to feel
that they have a stake in the relationship: it sagkem own the process. Staying
close to customers also ensures customer satmiadverall, those providers
who have the right attributes develop appropriggponse and hence succeed

while those who are unable to do so fail to beceostainable.

Previous work experience also seemed to influemogigers negatively. Some
providers ventured into the market with wrong asstioms some of which they

acquired from their previous work places. For ex@mBSP3 explained that her
corporate background influenced mind set: she edtdre market with what she
calleda corporatementality that it was clients who needed to gdéo because

they (clients) were the ones who were in need of degvices. But she soon
realized that the market did not work that way.shaceed, providers who enter
the market with preconceived assumptions must laelyrdo change. RSP3
explained that because she was able to recognizeniseakes and learned from
them, she was able to respond appropriately tondodxet. She became flexible.
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Flexibility enabled BDSPs to change their approachenever they made
mistakes. For example, RSP3 explained: “I developdugh level of flexibility
after | realized that my initial assumptions andhtstgies could not work in the
market. | realized that in order to survive | hacchange”. Being flexible means
being responsive to the needs of the market; willlo do anything and
everything. It means going after the needs of tleeket rather than what the
provider knows. It means adopting a trial and estategy. It means trying
anything and if it does not work, you redesign bamge it. In the process, one
learns and changes accordingly. This requires @m opind. It involves learning
about what works and what does not work and chanaicordingly.

The extent to which one was willing to do anythi¢exibility) in order to
succeed seemed to depend on the provider’'s paasmrihe desire to succeed.
For example, RSP3 was very passionate about whatwas doing. She
explained: “this is where | get my energy from; imgost comes from giving
service to people”. “I enjoy doing this”. “If it we for money | would have closed

shop long back”.

Belief in oneself was also an important factor tsaemed to influence the
motivation to continue doing business. RSP3 explaitihat when she started she
was very confidenfalmost over confideptthat she was going to succeed. Even
though she was facing many hurdles in the coursgtasting the business, this
trait did not seem to waver. RSP3’s attitude sumihald when she explained; “I
know the few clients who have experienced my ses/iwill sell me”. This is
probably why she was spending her energy and tinaeveloping products and
building a market from the scratch. This confidem@s also expressed by RSP4.

RSP4 seemed to have developed confidence in theecofl doing business. His
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confidence was expressed in the following statepiémtre is a lot of potential in
the future, the future is bright”.

Figure 6.3 shows that BDSPs’ background charatiesisnfluence strategic
response. The figure shows that BDSPs’ backgroumatacteristics directly

influence their strategic response.

BDSPs’ background
characteristic

A\ 4

BDSPs' strategic response

Figure 6.3: BDSPs’ Background Characteristics and BSPs’ Strategic Response

6.5 BDSPs’ Strategic Response and Situational Forces
A number of strategic responses have been idemhtdied discussed. BDSPs’
strategic responses seemed to influence the sih#tforces in the market and
vice versa. It emerged that BDSPs designed thsporeses depending on the
situational force in the market. However, theip@sse to a particular situational
force also seemed to have an influence on thesedof~or example, because
some providers ventured into the markets when el public was largely
unaware of the existence of either BDS or its b&yethey had to create
awareness. Some did this by conducting workshof&1Rexplained that, “when
we started in Western Kenya, BDS was a new conéepsuch we had to create

awareness first. We ran a lot of awareness workshefore we could start off”.
RSP3 also explained that because many entrepremares not aware of the

benefits of BDS and/or the existence of BDS promgdthey (entrepreneurs) were

not benefiting from BDS. For this reason, she utwids to create awareness by
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attending many workshops and also by building neétarowith women
organizations and occasionally facilitating workgsoThrough these events she
came into contact with many potential clients. $®EcARSP3 explained that she
decided to work with many organizations dealinghwiomen entrepreneurs to
enable her reach themvgmen entrepreneursand to get a chance to try and
change their attitude. She explained: “I have odeareinteractive web site which

| am updating continually. Through the web sitbope to reach out to many of
my existing and prospective clients”. It emergedt thometimes BDSPs charged
very low prices or evergave free services as a temporary strategy, to give
entrepreneurs a chance to experience the producthdm to be able to see the
value of the services. However, through these wWumgs and seminars and

websites both actual and potential clients became imformed.

BDSPs responded to the weak regulatory frameworikibigting self- regulations
to provide quality checks in the sect®@DSPs have also initiated some kind of
lobby groups which are supposed to drive the pobgenda because they
perceived that the government was either doingingtlor doing too little to
address the challenges in the sector. Weak regyl&imework also seemed to
be linked to the nature of competition in the seashich the respondents
described as unfair. Unfair competition means thase who are doing genuine
business may find it very hard to survive whileffiogent providers may thrive

through unfair means, what RSP3 described asrigutbrners’.

Weak regulation also seemed to influence the natireelationships both
between BDSPs and their clients as well as betwgie8Ps themselves. For
example, RSP2 explained: “I rely on a pool of cdtass to get work during bad
times when jobs are not forthcoming” as well ascenlract them whenever |

have so much work that | cannot handle or to deifpessignments. But this is
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purely on a short-term basis since | do not knoe duality of their work”.
Because of weak regulation, some of BDSPs haventakeroactive role to
address some of the weaknesses. The process ofasglflation is meant to shape
the conduct of the providers themselves as wdlb ahape regulatory framework.
In this way, the process of self- regulation artsbjgng was deemed to shape the
situational forces in the BDS market. However, albtproviders were actively
involved. While others were initiating and drivitige process of self-regulation
and standardization, others were hardly involvesne were not even aware of

such activities.

The strength of the relationships was influenced gagt experience which
providers described as negative or positive. Famgle, RSP3 explained that
because she had been conned by associates in shespa is very cautious
whenever she is to enter into any kind of assamatkRSP2 also mentioned that
he did work on credit before for clients or asstesavho failed to pay him, and
because of that he was very cautious about the &incbntracts he got into.
Second, the alliances and collaborations were ibestras temporary or
permanent. However, while BDSPs do concur thatetiea need for some kind
of collaboration to push the agenda of BDS forwauat, all were involved in the
process. For example, while RSP3 explained thatwstsevery actively involved
in initiating the collaboration process, unlike RS&hd RSP2 who were not aware
of any kind of collaboration in the industry. Foraenple, RSP3 explained how

she is actively involved: “I have even facilitatsaime of these workshops”.

The presence of the donors emerged as anotheti@ialaforce in the BDS
market. SE entrepreneurs’ unwillingness to paystawices was attributed to their
lack of appreciation of BDS and to the way the emtof BDS was developed by

the donors. In an effort to encourage small-scalgepreneurs to use BDS,
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donors created a culture of dependency by payiegy&vng for entrepreneurs to
access training. BDSPs considered this ‘deeplyeaulture of free things’ as
having a negative impact on the industry. They sstgfl a need to change the
attitude of the SE clients if they are to pay f@® It was established that donor
agencies were still in the market reinforces, adiathat continue to reinforce the
attitude of ‘free things’. Some BDSPs use subsidyaaway of leveraging
themselves; using the subsidy to cover some ofotleghead costs which their
clients are unwilling to pay (is strategy to minmai their costs at least
temporarily). RSP3 explained: “this is what | haliscovered that many BDSPs
do. And this is what | intend to do as | nurture tharket”.

Apparently BDSPs saw donor support as only a teargostrategy. The long-
term strategy was to dismantle the attitude of treegs from the clients. They
explained that one provider could not do this alaheequired the effort of all
stakeholders hence the need to initiate and maoalgborations. The intrinsic
nature of BDS also posed another challenge. Thikedlge for the BDSPs was to
demonstrate value to the SE clients and make eptreprs see and recognize
value in those services. Inability to see valu¢hm services was one reason why
entrepreneurs were not willing to pay for the sssi Different BDSPs used
different strategies to make entrepreneurs see ragdgnize value. RSP3
explained that her strategy was to charge verg lghd sometimes even to give
free services because she believed once the esmieps have experienced the
services, they would begin to see value and nof wduld they buy but they
would also sell for you and/or advertise your seggj what she called the effect
of word of mouth advertising. RSP2 added that m&#&y clients were more
willing to pay for statutory services like compijrtax returns because these were

required but were not willing to pay for non - statry services.
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Furthermore, BDSPs concurred that those servicaishthve immediate returns

and tangible returns are easier to sell. This m@gesst that successful providers
are those who are able to demonstrate value tatslids RSP4 explained; “by

negotiating higher prices for their clients as wadl assuring them of a steady
market, they are able to demonstrate value to ttl@nts and because of this,
they have no problem selling their services”.

BDSPs also explained that it was more difficultsal BDS which are intrinsic
and/or intangible; selling intrinsic BDS requiretlents’ trust in the provider.
Different providers used different strategies toldtrust and customer loyalty.
For example, RSP4 explained that they had earnext ¢byalty by making them
own the process. “We have employed field officelowstay among the farmers;
this enables them (officers) to live the experisnotthe entrepreneurs”. RSP3 on
the other hand explained, “Being in constant towd my clients has enabled
me to build close relationship with them. It hasoaknabled me to appreciate
what they want. | have come to realize that mostepreneurs want practical
solutions to the problems they are facing”. Thisoatuggests the importance of
packaging the products the products well. Mutulti@enship made it possible for
entrepreneurs to develop trust in the providersisTihust was an important factor
that affected provider- client relationship. Buidr must be built through creating

a relationship. And it takes time and effort.

How BDSPs respond to the Situational Forces depemustheir personal
attributes. As RSP6 explained; “The reason why mBBPs don’'t make it is
because they try to sell what they have and not Wieamarket requires”. Also
previous work experience seemed to influence thd kf services. Some BDSPs
e.g. RSP4 explained, “We wanted to put into practie skills that we had learnt

in order to see whether it would work for small dei farmers or not”. It also
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appeared to influence the kind of networks thatfarsed. Table 6.1 shows the

relationship between BDSPs’ strategic responsesitimational forces.

Table 6.1: How BDSPs respond to Situational Foncelse Market

market

Situational  Strategy Description of the strategy
force
Lack of Collaboration Partnering with other organizations in the
awareness  Strategy; environment to create awareness; Running awareness
workshops and seminars;
Client strategy Occasionally give free services to allow SE clients
time to experience services;
Price strategy Use of word of mouth by clients who have
experienced the services to advertise services.
Charging very low prices as a temporary strategy to
give SE clients time;
Weak Collaboration Forming lobby groups to champion self regulation
regulation Strategy and regulation in the industry;
Forming partnerships with existing consultants;
Forming very short-term contracts with existing
consultants;
Competition Collaboration Coo petition Simultaneous cooperation and
Strategy competition. form a pool of consultants to bid for
jobs together; form reference alliances; build
partnerships to take advantage of
opportunities;
Client strategy Building niche markets from scratch
Price strategy Giving free services temporarily;
Product strategy Differentiating the products;
Offering higher quality products;
Intrinsic Client Strategy Use of trained clients as show case; build mutual
and/or Product strategy relationship with clients; make clients own the
intangible process
nature of Providing services that add value to clients;
BDS
Negative Product strategy Demystifying the concept of BDS;
perception Setting high professional standards;
towards Price strategy Charging affordable prices;
BDS Client strategy Forming close relationships with clients;
Presence of Price Strategy Use donor subsidy to charge low prices or give free
donors services.

Product strategy
Leveraging
strategy

Redesign the products,

Using donor support to cover some of the costs; use
donor support to launch new products;

Using donor subsidy to charge low prices or gieefr
Services.
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The foregoing discussions present the situatioaades in the BDS market in
terms of challenges and opportunities that BDSRE thadiscern or overcome.
Overcoming challenges or discerning opportunitexguire people who are alert
and proactive so that they can recognize the oppities and act appropriately. It
also requires ability to harness appropriate ressuand directing efforts to the
right paths. The relationships between situatidoates and BDSPs’ strategic
response are summarized in Figure 6.4. Some ne#dtips are unidirectional

while others are bidirectional.

Type of clientele 1 2 Regulatory
Framework

A 4

vy

Nature of BDS| 3 BDSPs Strategic 4 Nature of
Products Response <+—> Competition
A
5

Presence of Donor

Figure 6.4: BDSPs’ Strategic Response and SituatiahForces

6.6 BDSPs’ Strategic Response and Ability to Identify ad Close Gaps
The study established that there were critical gapghe BDS market. Some of
these gaps arose due to the wrong mentality tlo&igers venture into the market

with. Others arose due to lack of awareness orrrettie demand side or supply
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side of the market. These gaps must be identifretiféled for BDS to become
sustainable. Furthermore, it was revealed thattiigery and filling the gaps
depend on the strategic response of the providamsthe demand side, BDSPs
who establish close relationship with their clieats likely to identify and fill the
gaps on the demand side. For example, RSP4 exglaiftaving our field
officers stay among our clients has enabled us/éotheir experience. It has also

enabled our clients to develop a sense of owneestuptrust”.

On the supply side, BDSPs who entered into strategilaboration with other
providers were able to extend their capacity arghlodities. As RSP3 explained,;
“working with other associates has opened new p#ihsne. Also by being
constantly in touch with my clients has enabledtmappreciate what they really
want”. Apparently, in some cases, BDSPs responsa particular situational
factor depended on their own perception. For exaniREP3 explained: “I have
come to realize that many consultants use donasidylio cover most of their
costs. This is what | intend to do; | intend todeage on donor subsidy, at least as
a temporary strategy to cover some of the costgjuré 6.5 shows relationship
between innovative coping strategies and BDSPdityho identify and close

gaps in the market.

Ability to identify New business
) : gaps direction, Alternative
Innovative coping paths, setting new
strategies > > ’ )
Ability to fill goals; new mc?lrkets,
gaps new products; form
new networks

Figure 6.5: Innovative Coping Strategies and BDSP®Dbility to Identify and Fill gaps
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The figures shows that BDSPs who are able to iffeatid close gaps through
their innovative coping strategies are able to fimelv paths, new goals, new

markets, new networks, and designing new products.

6.7 How BDSPs Build Sustainable Business
The foregoing discussions reveal different dimemsiaf sustainable BDS.
Different BDSPs have different frame of referengthwegard to sustainability of
their businesses. Some BDSPs had an intrinsic apprto business- they saw
and evaluated the business in terms of their patdaliillment. For example, one
provider explained how the business gives her aflggersonal satisfaction. She
explained: “I get a lot of satisfaction when | amigg services to people”. “This
is where my energy and my boost come from”. Thuséeh BDSPs, the measure

of sustainability must take this into account.

What made sustainable BDS seemed to vary from ndeidual provider to
another depending on the personal attributes of pitewvider, the providers’
motives, and their strategic response as well ab®@prevailing situational forces
in the business environment. It also depended am $wstainability itself was
defined. For some providers, the greatest motiudio doing the business is not
financial gains but giving service to the peopler Example, as one provider
explained; if it were for money | would have closgldbp long back”. Thus it
seems that even though this provider was not ge#titot of financial returns she
continued to do the business probably for othesars. In addition, the fact that
this provider was fully aware that she could prdpamake more money
elsewhere but chose to continue doing the busitmds suggest a high degree of

social concern.
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Sustainable BDS also depended on the providerKdoaand characteristics. It
was established that providers who had previouk weaperience were able to
adopt innovative coping strategies; they were abléuild networks and client
base. Previous work experience also enabled BD®Pacguire skills and

knowledge and hence made them capable of adding valthe services offered.
In addition, through previous work experience, Bp8viders gained knowledge
of the market and how they could fulfill the neeafstheir clients. This means
selling what clients want and not what the provilias. However, for providers to
know what the market wants, they need to stay diodéeir clients for them to

know what their clients want. As one provider expda; “for you to succeed you
need to develop close relationship with your cli€ltents must have faith in the
provider; they must trust you”. In addition, thetfghat BDS is intangible and that
results are not immediate means that clients &eagaa risk whenever they buy
the services. This suggests that transaction betvee®DSP and SE clients
require trust; between the client and the provid®ut building a trusting

relationship is a process. It takes time and effionplying that providers must

wait; they must be patient.

However, previous work experience also influendesl piroviders negatively by
making some providers develop certain negativerapsans and attitudes about
the market. Such BDSPs offered services that {peyviderg perceived were

valued by the market as opposed to what the madadty wanted. As one

provider explained “sometimes some providers ventumto the market with

wrong assumptions about what the market wants”.ingawrong assumptions
about what the market wants means that providdisati be selling services that
are appreciated by the market.
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Sustaining BDS business also seemed to dependegmetisonal attributes of the
providers. It was established that sustaining BDSiness required BDSPs who
were flexible, innovative, confident and committ€dirthermore, because success
of a BDS business may not come very quickly, ituresd patience and
perseverance. Only BDSPs who are passionate fot thbg were doing could
persevere. As already discussed, BDSPs’ backgrobatacteristics were made
up of their personal attributes and their industagkground. Industry background
enabled BDSPs to acquire relevant knowledge ants.sBDSPs with relevant
industry experience together with the ‘right’ perabattributes are able to design

innovative coping strategies.

BDSPs used different strategic responses. It erdetiggt like in any business

environments, BDSPs operated in dynamic environsaefbr these reasons,
BDSPs needed to be flexible; they needed to chémge approach to business
e.g. it called for changing the products they sektreating new markets for them
to survive. This suggests that flexibility is impamt for success. One provider
explained that she developed a high level of fldikybafter she realized that her

assumptions and strategies could not work. Shenbeacgery responsive to the

market need, willing to do anything and everythiSge adopted a trial and error
strategy. She tried anything and if it did not woske redesigned the product or
shifted new networks. Other providers also explaithat they had to change their
strategies because they realized their initiategrias could not work.

Success in the sector also required collaboratken.one BDSP explained, “I

realized that to succeed, | had to ride on somesoback. | realized that | had to
work with exiting consultants. Working with exitirgpnsultants opened paths for
me. It has also made me to look at things difféy&nThis seemed to suggest the

possibilities of collaborations and networks. Isalsuggests that not having
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resources (capacity and capability) cannot pregastfrom building a sustainable
business since these resources can be obtainadhithretworks and alliances.
What is important is the kind of alliances that dnelds. The same respondent
explained: “one has to be careful;, sometimes ya @nned by the same
associates. It happened to me once so | knowréalk. Working with alliances

also opens up new possibilities and new paths. @minued; “Apart from

opening new paths for me, working with associates &also opened my eyes. |
started to see things differently, that people megproducts/ services that are
specific to them; that works for them. This redii@a made me to change my

strategy and to develop new products”.

Another provider explained that part of his strgtegas to rely on associates to
get work in hard times and also to do work for humenever he had more work
than he could handle. This suggests that teamingxtgnded one’s capacity and
capabilities hence increased one’s chances of edoag of building sustainable
business. It also seemed that small independentPBDSay have higher chances
of becoming sustainable because they have thednedd adjust to changing
market conditions. Overall the market environmemder which BDSPs operated
were classified as favourable or unfavourable. €hosho operated in
unfavourable situational contexts and were abledésign innovative coping
strategies found alternative paths to sustain tisenless activity. Those who could
not exited the market. Innovative coping mechanigmabled BDSPs to chart
new directions for their businesses, set new garadsnew markets, new products,

or form new networks hence sustain the businesatgct
A number of situational forces have been discussathely, the type of the

clients (in terms of their attitude and willingndespay for services), the nature of

the products that BDSPs are selling, the regulafoagnework, the nature of
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competition and the presence of donors. For examyide in principle BDSPs

do concurred that provision of BDS should not bestdized; it seemed that some
of them did not mind getting the subsidy for asgi@s donors had not completely
exited the market. In fact, some saw and used dsutosidy (whenever they can)
as a temporary strategy to enable them charge Ipweas for their services as to
give entrepreneurs time to appreciate BDS. BDSRgeln attributed the

unwillingness to pay for services by many smallecantrepreneurs to the

continued presence of the donors in the market.

The intangible and/or the long-term nature of m®BIS products also made it
difficult for providers to sell. It emerged thatge BDS products whose benefits
were immediate or those which were required by(statutory) were much easier
to sell. Most BDS products are intangible and losgn in nature thus clients are
taking a risk whenever they purchase them. ConseglyueBDSPs who were
aware of this fact and who moved to fill this gaprevmore likely to sustain their
businesses. One strategy that BDSPs used to réldeidevel of risks associated
with any transaction was creating and nurturinggkterm relationships with their
clients. As one respondent explained; “I came &tize that people seem to value
the relationships/contacts that they have builci@ated over the years”. Thus
‘customer loyalty’ is an important factor influeng sustainability. This
relationship may also make it possible to providerknow the needs of their
clients. Because the BDS market is evolving, iurexs people who are alert and

proactive as well as flexible to change as markatltions may dictate.

In addition, as discussed, there were a numberps$ ¢n the market that BDSPs
needed to identify and fill in order to build a s&isable business. In addition,
there were a number of situational forces that ipleré had deal with. The study

shows that BDSPs who use innovative coping strasegie able to identify and
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fill the gaps in the market and thus are ablend fiew paths, new networks, new
goals and designing new products. The situaticoraket (opportunities or threats)
influence the ability of the providers to identiénd/ or to fill the gaps in the
market. The degree to which providers were ableojme with these situational
forces seemed to be moderated by the provider'sigga®r lack of it. Passion
appeared to be a moderating force. It determine@mBD ability to identify and
fill the gaps hence enabling them to find new patlesv goals, new networks and
new products/ markets. It seemed that passionagk bf it) made providers
flexible. It drove them to find solutions, alterivat paths or goals and to design
new products and/or look for new markets. Those wieoe able to find new
paths, new goals, new markets, new networks, armdsign new products were
likely to survive and so sustain their businesséigh degree of passion may
therefore, be associated with perseverance, fléayibiinnovative coping
strategies and consequently build sustainable Blh8se who are passionate tend
to persevere and seek ways of extending their dssma@nd capabilities to
succeed. On the contrary, those who started busigegck monetary gains
appeared to give up or move on to other types sinesses hence were unable to
build sustainable business.

It also emerged that while providers may sharentiogivation to make a social

contribution their degree of motivation seemedaoyvFor example, one provider
seemed so passionate about what she was doinggwbatthough she was not
making much moneyag she says she colldshe seemed to derive a lot of
happiness and satisfaction from the business. Asgplained; “it is the success
of my clients that gives me the most satisfactiws-is where my boost comes
from. | get a lot of satisfaction from giving ses®ito people”. Thus passion

appears here as a moderating variable that makespona lot of effort and
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persevere in order to succeed; to give a sernvicelake a social contribution. For
such people, financial rewards may be secondamsctigs.

On the contrary, for providers whose greatest natitw to venture into the
business was to make money; seemed very impaifiéeir attitude seemed to
suggest lack of passion for the business. They weltee business to make quick
returns. For one such provider, the main motive wasnake a lot of money
quickly so as to move to start ‘a serious busine$tus for him, all other
objectives appeared secondary. His action confirtiesl by the time of the
fourth interview he had already quit the businessl éhad got salaried
employment. For some providers, satisfaction wathénsuccess of their clients.

As one respondent puts it; “it is satisfaction of olients that keeps us going”.

Sustainability also seemed to be influenced byowiger's motivation to sustain
the business activity. The motivation to sustam lbasiness activity seemed to be
linked to the provider’'s perception of the businessterms of its (business)
potential which was expressed in different waysdiiferent providers. BDSPs’
belief in the business i.e. that it (business) d@ulcceed, whether it had potential
seemed to give them the motivation to look for wayd means of sustaining the
business; doing what it took to ensure success.SDaok provider explained how
she believed that her business was going to succeédshow | am going to
succeed. For me this is planting time. | can sgd kit the end of the tunnel”. She
compared her business to a ‘bamboo tree’ that drtedes root, it spreads very
quickly. Another provider who believed that the imess had a lot of potential
seemed to derive a lot of satisfaction from doimg business. It appeared that the
business that they started as a trial and errorbegdme a fulfilling career. He

and his partner seemed to be doing all it takesake the business successful.
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The belief that one can succeed seemed to actdasviag force that pushed
providers to act; to look for alternative ways anelans of sustaining the business.
It appeared that the motivation to sustain the ness was influenced by this
belief. This probably explained the difference e tperception of different
BDSPs towards their businesses. For example, aproneler explained: “I have
never seen BDS businesses grow unless where ordeakng with large
organizations”. Thus although he seemed to be dewlfj he did not believe that
BDS business had potential and so did not seenmat@much effort to sustain it.
This suggests that for him this business was a @¢eanp engagement; something
that he was doing as he waited for something els®eraus business’ as he put

it. He had a short-term focus of the business sddmbe very impatient.

Furthermore when the above BDSP explained; “wheed a client making so
much money, it makes me wonder what | am doinghis business”. This
suggests that he was not happy with what he isgdéiis actions confirmed this;
by the time of the fourth interview he had alredefy business and got employed.
In addition, while providers may have the same gdat doing business, their
perception regarding how fast these goals shoulgdlezed and this may have an
influence on the kind of actions they engage in. t@& contrary, the provider
believed that BDS business has potential was wgrkiery hard to make the
business successful. Because this provider beli¢khat their businesses had
potential his focus was long-term. He explainede“tuture is bright”. Thus it is
possible that their long-term focus made them mgllto invest their time and

energy to realize that potential
Therefore, it seemed that sustaining BDS requiredple who have the

experience, who are knowledgeable (who have theskdls), committed, open-

minded and innovative, people with positive perimapof the business; who have
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long-term focus as well as patience and perseverdngathermore, it seems that
sustaining BDS required providers who were ableraate close contacts with

their clients and have a passion for what they do.

A number of factors also appeared to explain faikorsustain BDS business: For
example, one BDSP had this to say about BDSPs aihtofmake it: “Sometimes
we providers actually miss the point; we go outehte sell the course instead of
selling the benefits of the course. | addition, satonsultants fear venturing into
new areas; as such they try to sell what they matavhat the clients want. For
example, when some providers go to an organizattbey want to give
assessments to fit their ability and experiencedr Rnother RSP11, high
expectations sometimes make it difficult for someogle to succeed. He
explained:| realized that my expectations were too high. ¥ea | had a job that
was paying me a salary and so when | stopped wgrkind ventured into
business, | expected the business to continue gayathat much. But | came to
realize that a business has a life of its own, lz&fdre it feeds the owner, it has to
feed itself. Another problem is that for many p&opbnsultancy is elitist: many
consultants are charging very high consultancy, fgetsmajority of SE clients are
poor”. Inappropriate timing of withdrawal also enged as a factor that explained
the failure of some business. Another provider aixgd, “the reason why some
businesses fail is that some people withdraw frbenldusiness too early. If you
want your business to feed you, you have got td fiefrst”.

Failure to connect with SE clients also emergeda dactor that explained why
some BDSPs did not succeed. One BDSP explainedeirfallowing sentence:
“Many consultants are speaking above their clieRts.the clients to appreciate
the services, they need to come down to the letégheir clients”. As one

explained; “The reason why most entrepreneurs hatgjiven BDS a chance is
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because they have not seen the real value aroumtiatreason is the way BDS

has been delivered by some consultants. We havée®t able to demystify

some of the jargon around BDS. Consequently, amytyou approach an

entrepreneur you lose them at some point. Thishg BDS is seen by many

entrepreneurs to be for the elite”.

The reason why some BDSPs were unable to buildisadtie business could be

summarized as follows:

Vi.
Vii.

viii.

Xi.

Inability to connect with clients;

Inability to identify clients’ real wants;

Failure to invest time and energy into the busingss lack of
commitment);

Inappropriate timings of withdrawals (too soon);

High expectation by providers;

Poor marketing strategies;

Inappropriate pricing;

Fear of venturing into new unexploited areas;

. Failure to establish close relationship with clgent

Lack of motivation to sustain the business;

Lack of focus.
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CHAPTER SEVEN

DISCUSSION OF FINDINGS
7.1 Introduction

The chapter discusses the findings of the studglation to extant literature. It is
divided into nine sections. Section one discusseargled theory framework of
sustainability of BDS. Section two discusses owmneamagers’ background
characteristics followed by situational forces e BDS market in section three.
Section four discusses start-up motives followedBYSPS’ perception of the
business in section five. Section six discusdeSBs' motivation to sustain the
business. Sections seven and eight discuss the igagpee BDS market and
BDSPs’ Strategic Response respectively. The chaptesludes with a discussion

of sustainability of BDS in the context of the egiag themes.

7.1 Grounded Theory Framework of building Sustainale BDS

The chapter six discussed different factors inntlagket namely, their background
characteristics; their start-up motives; situatlofoaces in the market, BDSPs’
strategic response; their ability to identify aridse gaps; their perception of the
business and the interrelationships between thesteré and how this leads to
sustainable BDS business and the meaning BDSPshettao their business.
These interrelationships were captured in a framkevad relationship showing

how sustainable BDS is built. Figure 7.1 gives ammuary of the

interrelationships.

195



12a Short 12c
. : BDSPs’ . i »| Exit
Motive to S BDSPs' 7 motivation Tpterm
venture into ——»| perception of > o sustain 12b
busines the business the business Long-
term
6
4
BDSPs’ Ability to | Ability 1C
BDSPs’ 1 strategic g | close to Sustainable
Background ™ response gaps identify Y 5/ BDS
characteristics gaps 11
A 2 9a
A 4
Inability
3
» Situational
forces Exit

Figure7.1: Grounded Theory Framework of building Ststainable BDS

The interrelationships generated through groundedry research were originally
termed ‘hypotheses’ by Glaser and Strauss (19&MeSesearchers such as Fard
and Eslami (2010) argue that the use of proposisopreferred to hypothesis
because grounded theory approach produces conteptatons. Theoretical
propositions explain generalized relation betwdenrhain categories with other
selected categories (Eslami). However, the primaljference between
propositions and hypotheses is that propositionslue concepts whereas
hypotheses require measures (Whetten, 1989). Tidg generated 9 propositions
explained below:

Proposition 1: The study shows that BDSPs’ background charatteyis
influence their strategic responagow 1. BDSPs' background characteristics
are made up of two categories their personal ategand work background or

experience. The supporting propositions are:
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Supporting Proposition la: The study shows that BDSPs’ personal attributes
influence their strategic response. This relatigm#&h consistent with the findings
of Kickul and Gundry (2002) which demonstrate teatall owners’ proactive
personality is linked to a strategic response fog tmall firm that permits
flexibility and change in response to surroundingsibess conditions. Similar
results were established by Miller (1983); Kotey &meredith (1997).

Supporting Proposition 1b: The study shows that work background influence
strategic responses. These findings are consigtéintthose of Bahrami (1992)
and Volberda (1998) that assert the importance nmwkedge and managerial

expertise that enables managers to devise appi®pesponses.

Proposition 2: The study has established a bidirectional relatign between
BDSPs’ strategic response and Situational For@sew 2. The category
‘Situational Forces’ combined four categories nam#lg nature of the BDS
product, the presence of donors; regulatory frammkvaad competition. Different
studieshave established relationship between strategic response andreliffe

variables of the external environment. The suppgnropositions are:

Supporting Proposition 2a: It was established that the nature of the BDS yrbd
influence BDSPSs’ strategic response. This findingfems those of Zeithaml and
Bitner, (2003) who argue that each customer to sextent has unique individual
characteristics and perceptions, he or she wilb &dlave an idiosyncratic and
heterogeneous demand for services. Thus each aetrate provision has to be
in a sense tailor made. Sinha (2000) also assémdhe introduction of niche
products counteracts the threat of product subistittand new entrants into the

new market and competition among existing firms.
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Supporting Proposition 2b: The study established that the presence of donors
influences BDSPSs’ strategic responBeisting literature shows conflicting influence
of presence of foreign firms on domestic firms.k&i and Harrison (1999) and Chung et

al (1998) found negative or no spillover effectsagign direct investment (FDI).

Supporting Proposition 2c: The study that BDSPs’ strategic response
influences the regulatory framework and vice ver3ais relationship is
consistent with the findings of Barnet and King &) Prakash and Potoski
(2006). Prakash and Potoski (2006) noted that fima industry can create and
voluntarily abide by a set of governing rules. Bdarand King (2008) argued that
firms in an industry share an intangible commort thiat the need to protect this

commons can motivate the formation of a self-regujainstitution.

Supporting Proposition 2d: The study that BDSPs’ strategic response is
influenced by competition and vice versa. Thistrefeship is consistent with the
findings of Peng and Bourne (2009) and Bengtss@hkaotk (2000). Peng and
Bourne (2009) established that two organizationk eampete and cooperate
simultaneously when each organization has complanenbut distinctly
different sets of resources and when the fieldoshpetition is distinctly separate
from the field of cooperation. In addition, Bengissand Kock (2000) asserted
that intensive competition fosters actors to callabe in order to attain great

market power and reach better positions.
Proposition 3: The study shows that BDSPs’ background charatteyis

influence the Situational Forces and vice veasew 3. The supporting

propositions are:

198



Supporting Proposition 3a: The study shows that BDSPs’ personal attributes
influences the nature of competition. Kickul andn@ry (2002) demonstrated
that small firm owners’ proactive personality waskéd to a strategic orientation

that permitted flexibility and change in respornssudrrounding conditions.

Supporting Proposition 3b: The study shows that BDSPs’ personal attributes
influence the nature of products they offer. Thlisimplied by Shane’s (2000)
study that showed that people’s prior knowledgemairkets and how to serve

markets and customer problems were related to typptes they identified.

Supporting Proposition 3c: The study shows that BDSPs background
characteristics influence the regulatory framewarid vice versa. Institutional
Theory shows how behaviour of organizations isspoase not solely to market
pressures but also institutional e.g. from regulasuthority such as the state and

the professions (Greenwood and Hinnings, 1996).

Proposition 4: The study shows that BDSPs’ background charatteyis
influence their motive to venture into businessrow 4. BDSPs’ background
characteristics were conceptualized as made up@fcategories; their personal

attributes and work background. The supporting psdns are:

Supporting Proposition 4a: The study shows that BDSPs’ personal attributes
influence their start-up motives. These findinge aonsistent with those of
McClelland (1962) that suggested that perhaps iogea new venture provides
the pleasure and satisfaction of independence eceptance of responsibility for

outcomes.
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Supporting Proposition 4b: The study shows that BDSPs’ work background
influences their start-up motives. This relatiopsisi consistent with the findings
of Van Gelderen and Jansen (2006) who noted timae gmeople are motivated to
start their business by negative freedom in thesesghat they may generally
dislike or are currently experiencing a difficulbds or unpleasant role. Herron
and Robinson (1993) provided a model that attempted show how
entrepreneurial skills and training is affecteddogh factors as personality traits

and motivation, resulting in entrepreneurial bebavi

Proposition 5: The study shows that BDSPs’ start-up motives erflte their
perception of the businegarrow 5). It emerged thaBDSPs’ motive to venture
into business influences their perception of theimess. For example, those who
ventured into the business to give service seempetoeive the business not so
much in monetary terms. They seem to see the assee having potential. This
relationship has not been established in literaflineis, the study adds the role of
perception as influencing people’s decision to ueninto businessApparently,
the relationship between motive to venture intoitess and perception of the
business has not been established in extant literat

Proposition 6: The study shows that BDSPs’ perception of the rmss
influences their strategic respon@row 6). The study establisheithat BDSPs
who perceive the business as having potentialesdyrto venture into long-term
relationship with clients. They invest their timedaenergy to build market for
their product. Apparently, the relationship betwgenception of the business and

strategic response has not been identified in ektarature.

Proposition 7. The study shows that BDSPs' perception of theinmss

influences their motivation to sustain the businessow 7. Those who have
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long-term view of the businegarrow 12 b) perceive the business positively as
having potential have the motivation to sustainlibsiness because they believe
in the long run, the business will succeed. Thesgfsuch people tend to
persevere even in times of difficulties and aredyeto do whatever it takes to
sustain the business activity and thus are albeitd sustainable busine&srow
10). On the contrary those who have short-term viethefbusinesgarrow 12a)
lack the motivation to sustain the business henxtetlee market(arrow 12c).
Apparently the relationship between service prongdpeerception of the business
and their motivation to sustain the business amd that influences sustainability
of business has not been established in extardtlites.

Proposition 8: The study shows that ability to identify and/oosg# the gaps in
the market depends on the strategic response oprthaders. Those who are
unable either to identify or close the gaps or leoti the marketarrows 9a and
9b. Apparently, the relationship between BDSPs’ stiategsponse and BDSPs’
ability to identify and close gaps showing how iigpto identify and/or close

gaps leads to exit has not been established iextamt literature

Proposition 9: The study shows that building a sustainable bssimepends on
the providers’ ability to identify and close gapstihe market. The relationship is
moderated by BDSPs’ motivation to sustain the essrarrow 10 showing that
those who do not have the motivation to sustairbt@ness activity exit (people
may have the ability to identify and close the ghapsif they lack the motivation
to continue doing the business, then they will ekie marketarrow 11).
Apparently, the relationship between BDSPs’ abilgyidentify and fill gaps and
sustainability with the moderating influencenoftivation to sustain the busindsas

not been established in the extant literature
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These interrelationships are discussed in detalt®Ab

7.3 Owners/managers’ Background Characteristics

A number of background characteristics emerged frioenstudy. As discussed,

the category ‘BDSPs background characteristics’ made up of BDSPs personal
attributes and previous work experience. Persoiidbates were social concern,

risk taking, commitment, flexibility, proactive, everance, passion, empathy,
patience and self - confidence. Some of the pefsattrdbutes of the providers

were shaped by the nature of competition, the raitiregulation and by the kind

of clients BDSPs were dealing with e.g. empathyhe®d appeared to be internal
e.g. social concern, passion and proactivenessle wdthers were externally

acquired e.g. through their previous work placesvidus studies have attempted
to assign particular personality traits to entraprgs in order to arrive at a
distinct psychological profile (Wagner & Ziltene2008). Employing the results

of different studies, a set consisting of five paaity traits has been established.
This set of traits, which is described as the hatka of entrepreneurial

personality”, consists of need for achievemenk-taking propensity, locus of

control, need for autonomy and self- efficacy (Wexgh Ziltener).

Most entrepreneurial activities take place in aaibnal context in reaction to
signals or stimuli in relation to entrepreneuriakidties, which some people
respond more strongly to than others (Shane & Viamdman, 2001)As already
explained, industry experience emerged as an impbrtbackground
characteristic. Working in an industry enabled BBS® acquire relevant skills
for running the business. It was established thBSBs had had some prior
knowledge or industry experience before they vesatunto their current business.
Working in an industry also gave some BDSPs insisidormation about

available market opportunities which they movedilto
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Previous work experience had negative impact onbtieness because it made
some BDSPs to develop certain wrong assumptions adtidides about the
market. The role of prior knowledge has been idiecti as an important
individual difference in the identification of eapreneurial opportunitieSmall

et al., 2009). Prior knowledge creates a knowledgedor that allows people to
recognize opportunities. Through a qualitative aesle, Shane, (2000) established
that peoples’ prior knowledge of markets and howdrve markets and customer
problems were related to the opportunities theyntilied. The current study
showed that through previous work, people gaingeeence and knowledge and

skills which they found valuable in running the ingss.

Passion emerged as an important personal attrilbetessary for sustaining a
business activity particularly in times of diffitids and challenges. BDSPs who
had passion for what they did were able to sudfair business. In addition,
BDSPs who have passion for what they do are alsangtied to the business.
They were willing to do anything to make the busmeucceed. Chen et al.,
(2009) define entrepreneurial passion as an emtnepr’s intense affective state
accompanied by cognitive and behavioral manifestatiof high personal value.
Vallerand et al., (2003) define passion as a stianfnation toward an activity
that people find important, and in which they invese and energy. Perttula
(2003) on the other hand, defines passion for oweik as a psychological state
characterized by intense positive arousal, intednale and full of engagement
with personally meaningful work activities. Passiera strong indicator of how
motivated an entrepreneur is in building a ventuvbether she/he is likely to
continue pursuing goals when confronted with diffies (Vallerand et al., 2003).
Although passion is rarely recognized, it is an am@nt factor in resource

allocation decisions made by managers, investaisansumers alike.
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BDSPs who succeeded in sustaining their businesgbgbited a proactive
behaviour. Proactive personality has been studredhée context of success
(success being variously defined by different sat¥)l Bateman and Crant (1993)
define proactive personality as one who is rel&ivenconstrained by external
factors and one who affects environmental changesTproactive personalities
identify opportunities and act on them, they showiative, take action and
persevere until they bring about a meaningful ckanipnovativeness and
flexibility also emerged as important attributeeTcurrent study showed that
flexible BDPs were able to adapt to changes inniaeket environment. Being
flexible also enabled such providers to learn tgtotheir mistakes. According to
(Shane & Venkataraman, 2000), innovative activiaes important for a firm’s
growth especially small to medium sized firms. Kictkand Gundry (2002)
developed a model to test the interrelationship ragnemall firm owners’
personality, strategic orientation and innovatiohheir empirical results
demonstrated that small firm owners’ proactive peadity is linked to a strategic
orientation that permits flexibility and change mesponse to surrounding

conditions.

The current study revealed that the market for B&S very difficult and in some
case may not even exist, suggesting that it mightab more difficult to succeed
in a BDS market; hence success in the BDS markey neguire more
perseverance, passion, effort and more commitniemt in other industries. Of
the personality attributes identified, social cancetood out as a personality
attribute for BDSPs which enabled them to combiradifpand non-profit motives
within the same business activity. The study orgeehiBDSPs personal attributes

into a topology of ability, attitude and rewardesriation.
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7.4 Situational Forces in the BDS Market

We established that BDSPs operate under weak teguldramework which
encouraged unfair competition, providing servicésttwere intangible and
difficult to sell, alongside donor agencies who toared to give free and/or
subsidized services and selling their servicesntoepreneurs who did not fully
appreciate their services. In examining the typecl@ntele more closely, the
study found out that most MSEs in the Kenyan cardéknot appreciate BDS for
a number of reasons. First, some of MSEs were wateaof the benefits of BDS
and/or did not appreciate professionalism. Secd®ldSPs attributed MSES’
unwillingness to pay for services to self deceptignthe MSEs which prevent
them from buying and benefiting from the servicEkese MSEs believe they
know everything about running a business henceeed o seek any advice from
anybody. Kitching and Blackburn (2002) attributée unwillingness to pay for
training services as a symptomatic culture of skd€eption which pervades the
small enterprise sector. They noted that althouginynMSEs recognize the
importance of business skills, a great proporti@nceive their own skills as
adequate. According to Beresford and Saunders J200f& gap between
perception and reality is likely to be a key barrie education and training
providers engaging small (micro) firms sector. dhimary MSEs were operating
under serious resource constraints hence founffidudt to pay for the services.
A weak regulatory environment was identified aseasosd major situational
challenge facing BDSPs. They attributed the wegkilegion to weak or unclear

government involvement in the sector.

BDSPs felt that the government was doing too liffl@nything, to streamline the
sector. Others mentioned that the government dicewen understand the sector.
The weak regulatory framework made seeking legétlesss time consuming and

costly thus discouraging many BDSPs from pursuing’iObonyo (1999) noted
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that existing regulations and procedures in Kenyaewa major bottleneck to
small enterprises. This view is supported by GR0O01) who observed that
problems created by weak regulations could takddime of higher costs, wasted
time and energy, restrictions on choice, inflexipjland stifling of initiatives and

opportunities. Beyene (2002) argued that MSEs couldensely benefit from a
conducive policy and regulatory environment whethely catered specifically to
the domestic market or operated in the global ntalBBSPs responded to the
regulatory weaknesses by engaging in self regylatotiatives, although these
were yet to take root. Through self regulation BBSkoped to shape the
regulatory environment. This response by BDSPissistent with the findings

of Prakash and Potoski (2006) and Barnet and K20§&). Prakash and Potoski
(2006) noted that firms in an industry can creai@ 2oluntarily abide by a set of
self-governing rules. Barnet and King (2008) argtieat firms in an industry

shared an intangible commons and that the needoteqgb this commons could

motivate the formation of a self-regulatory indiiba.

The third situational force was the nature of ti@Bproduct. This affected MSEs’
willingness to pay. BDSPs had relatively less diffty selling services that met
statutory requirements of their clients such aspibny tax returns and preparing
books of accounts. Other services such as traindgjness counseling and
mentoring which had no statutory requirements h#dcto them were more
difficult to sell, owing to a lack of appreciatidior the importance of such
services. Gagel (2006) noted that most of the legsirtonsultants are targeting
medium and large enterprises because of lack afoiypor willingness of micro
and small enterprises to pay for management sewvi€®urth, the study
established that competition in the sector waselgrgnfair. BDSPs attributed the
nature of competition to the weak regulatory frarmdwand clients’ low level of

awareness. The weak regulation meant #@magbody could venture into the
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market. In addition we found out that there werestandards in the industry
regarding the quality of services. Unscrupulousviglers took advantage of the
absence of standards by charging low prices anmhgyisubstandard products.
This was not only spoiling the image of the whabelustry but also made it

difficult for genuine providers to survive.

Finally with regard to the presence of donor agesicithe study established a
paradoxical relationship between donor agencies BB&Ps. On one hand,
BDSPs saw the presence of donors as a threat atlgy pssponsible for the
entrepreneurs’ unwillingness to pay for serviceBSB's viewed donor agencies
as competitors and hence looked for ways and medinmitigating their
‘unwarranted’ presence in the market. On the otmend, some BDSPs had
benefited from donor agencies either directly atirectly. For example, some
had attended capacity trainings sponsored by dagencies while others
launched their products with the help of donorshetd still were able to offer
subsidized services owing to donor support. As Amané Ageba (2006) caution,
BDS intervention should be based on the new appradtere governments,
donors agencies and practitioners are facilitatmitser than engaging in the direct
provision of BDS. Aitken and Harrison (1999) andu@y et al (1998) show

conflicting influence of presence of foreign aid @mmestic firms, hence the need

to engage donor agencies prudently.

The second objective was to analyze how BDSPs my&eesponded to forces in
their environment. In relation to this objectivee wstablished that BDSPs used
eight strategies which evolved over time in respotwsthe situational forces in
their environments. The strategies were client tesgng product strategy,
differentiation, pricing, collaboration, self-regtibn, diversification and

leveraging on donor support. For example, in respdn the challenge of selling
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their services, BDSPs used different strategiel siscpricing and differentiation
where they offered high quality value added prosluot clients, among others.
Therefore, contrary to Sarasvathy’s (2001) studyt #sserted that BDSPs used
trial and error strategies with no specific goalstoategic plans, this study found
that BDSPs ventured into the market with speciféatsup strategies and allowed

them to evolve as the business grew.

While price was found to be an important factoduahcing MSESs’ decision to
buy BDS products in this study, other studies had/mg findings. Miehlbradt
(2002) found out that price was rarely the keyecian in an MSE’s choice of
service provider. The factors driving BDS marketended to be quality
characteristics such as providers’ reputation, menendations from others and
the types of services available. As Zeithaml anthd3i (2003) argue each
customer to some extent has unique individual abaratics and perceptions,
will also have an idiosyncratic and heterogeneamahd for services. Thus each
act of service provision has to be in a sense rtailade. Sinha (2000) also
asserted that the introduction of niche productsteracts the threat of product
substitution and new entrants into the new marked aompetition among

existing firms.

With regard to competition, we established that BBSnitiated a number of
strategies namely; differentiation, collaboratidoyilding niche markets and
diversification. Porter (1985) explains that to baccessful, differentiation
strategies require that a company distinguishe#f iisom its competitors along a
dimension which is valued by customers. This rexpuan in-depth understanding
of the nature of the organization’s clientele ahdirt preferences (ibid, 1985).
Some BDSPs took this path by staying in the comtrasof their clients so as to

understand them better and provide services that tlalued. Bengtsson and

208



Kock (2000) maintained that intensive competitiostéred collaboration between
actors in order to attain great market power amghebetter positions. Peng and
Bourne (2009) also established that two organimatisill compete and cooperate
simultaneously when each organization has complanenbut distinctly

different sets of resources and when the fieldoshpetition is distinctly separate
from the field of cooperation. This was practiced BDSPs as they sought to

collaborate on issues of common interest suchlaseggilation.

7.5 Start-Up Motives

The question of what motivates people to startrtlogvn business has been
studied extensively (Van Gelderen & Jansen, 20@&gentral theme that emerges
in all these studies is that the business starmtsvautonomy (also labeled
independence or freedom), (Schein, 1985; Blais &ldese, 1990; Katz, 1994,
Feldman & Bolinon, 2000; Shane et al., 2003; Wilddiarlino, & Kickul, 2004,
Van Gelderen & Jansen, 2006). Schein, (1985) and,K&4994) classified the
motives into two as autonomy/independence and pmneurship.
Autonomy/independence was defined as the desirérédedom from rules and
control of others.

McClelland (1962) identified three characteristiéentrepreneurs that related to
their need for achievement: (i) a desire to acagsponsibility for solving
problems, setting goals and reaching those goadsigh their own efforts; (ii) a
willingness to accept moderate risks, not as ationof chance, but skills; and
(i) a desire to know the outcomes of their demmsi. Thus creating a new venture
may provide entrepreneurs with the pleasure ansfaetion of independence and
acceptance of responsibility for outcomes. Leveehagnd Thomas (1990) made
several observations based on in-depth intervieitls 18 software entrepreneurs

in an attempt to determine the reasons for thavitg existing employment and
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starting up new organizations. Their findings réeddhat these entrepreneurs felt
a conviction and dedication to the values embodidtie core task, a feeling that

was in conflict with the values of their previous@oyer.

In a study to explain why small business startemstvautonomy, Van Gelderen
and Jansen (2006) identified two types of autonamgives: (i) Proximal motive
which is associated with task characteristics ofndpeself-employed (i.e.
decisional freedom); that is the small businesgestanay be motivated by the
decisional freedoms and responsibilities regarding what, how and when
aspects of work. (ii) Distal motives for which antony can be instrumental for
the fulfillment of still other motives (e.g. to adoa boss or restrictions, to act in a
self-endorsed and self-congruent manner; and tonbeharge. Autonomy or
independence emerged as a start-up motive for tiwbseventure into BDS. For
example, one BDSP explained; “I ventured into thisiness because | wanted to
be independent; | wanted to be financially indementd Different BDSPs seemed
to attach different degree of importance to thigiveo For instance, in expressing
the importance attached to this motive one respundgplained; “This is the
beauty of being your own boss. You don’t have tostidt anyone”. Autonomy is
also linked to creativity because an autonomy d¢aigon inherently means that
one does something different with less concernwhbat is conventional (Katz,
1994)

Different BDSPs ventured into business for différenotives. The start-up
motives were classified into three categories asic (from inside the person),
extrinsic (from inside the person), and philantihcophilanthropic motives were
conceptualized as humanly driven and divinely (aritsially) driven. Intrinsic
motivators were; desire for autonomy; desire to explore- nmgandoing

something new; desire to fulfill childhood dreamdgsire to realize ones’
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potential; and desire to put skills learnt intogti@e (implying the willingness to
take the risks of the outcomes); desire to do slimgtdifferent; desire to be my
own boss. These intrinsic motives seemed to béna with what Katz (1994)
defines as entrepreneurship. Katz (1994) definég@meneurship as focusing on
something new, involving the motivation to overcoolestacles, the willingness
to run risks and the desire for personal prominem@éhat is accomplished.

Extrinsic motivatorsarose fromfrustration within the workplace; desire to make
money; to use BDS as a stepping stone to do othendsses; in response to
market opportunity; and desire to uphold familydit@n. Some BDSPs ventured
into business because of frustrations within ti@rk place. In this case, starting
a business was conceptualized as a way of escépimgan unpleasant boss or
from unfavorable work situation. Van Gelderen amdhsgén (2006) noted that
some people are motivated by negative freedomensénse that they generally

dislike or are currently experiencing a difficutids or unpleasant roles.

Oyhus, (1999) also identified three main motivesvidg start-ups and their
corresponding types of opportunities. The motivedude the innovative spirit,
the business spirit and the enforced spirit. Tm@wative type of owner/manager
is not a typically active opportunity seeker buhex acts only when the right type
of opportunity knocks. The business spirit typesowiner-managers are active
opportunity seekers. They seek opportunities ifed#ht directions and tend to
pursue opportunities in spheres where they haveaat minimum knowledge or
expertise. The objective of this type of owner-ngara is simply to do business
or make profit. The enforced spirit type of owneangers on the other hand, are
those who due to environmental circumstances lgcg.of a job or retrenchment)
have been forced to start some business activityetmre livelihood thus are

neither risk-taking or opportunity-seeking. Thesope start businesses which
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they consider safe, because a small profit isegiredlly more important to them
than an insecure but high return on capital.

Philanthropic motiveswere identified as desire to give service to sracdlle
entrepreneurs; desire to give some kind of supjgodgmall-scale entrepreneurs;
desire to make social contributions; desire to gbexck something to the
community and desire to make a difference in treesp, spiritually driven as an
answer to a or fulfill a divine callThere are conflicting views in extant literature
regarding what drives philanthropy or corporate iaocesponsibility (CSR)
(Margolis & Walsh, 2003). Fry, Keim and Meiners 829 established that
philanthropic activities are done for profit motsveThey found that marginal
changes in advertising expenditures and marginangés in philanthropic
contributions were significantly related. The firmgth more public contact
tended to spend more at all income levels on pthitapy than firms with little
public contact. Their results indicate that philanpic activities served as a

complement to advertising, which was a profit- mated activity.

Porter and Kramer (2002) argued that philanthregpareasingly being used as a
form of public relations or advertising, promotiagcompany’s image or brand
through cause-related marketing or other high-fgadponsorships. They noted
that while these campaigns do provide much needpgost to worthy causes,
they are intended to increase company visibilitg anprove employee morale as
to social impact (Porter & Kramerjohnson and Greening, (1999) noted that
companies are involved in CSR programmes only wihety have long-term
interests or experience sufficient pressures, wiltuchld severely affect their
profitability. According stakeholder theory, a finsinexus of stakeholders. It is a
co-operative venture for mutual benefit, a coatitad participants namely; clients,

employees, share-owners and suppliers (Douma &e8der, 1991) who are all
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economic stakeholders of each other, and who akmig on the continuity of the
firm for their wealth and well-being (van de VenJ&urissen, 2005).

Van de Ven and Jeurissen (2005) argue that thayabila firm to survive is an
important instrumental moral goal in view of thgitenate interests and rights of
many stakeholders. This means that policies amdesfies of companies directed
at the continuity of the firm (operationalized ierms of profitability, market
share, growth, future cash flows etc) must be cmmed as morally justified
activities,prima facie They noted that because this has a bearing on B8f is
not always a positive relationship between resgmadiehaviour and sustainable
business success. The relationship depends on rfeotgrs, among them
competitive conditions of the firm. Lev, Petrovitmd Radhkrishnan (2006)
asserted that CSR activities are associated withsegjuent sales growth in
industries which were highly sensitive to consumerception. On the contrary,
Clarkson (1995) in his 10 year field research (12893) of the 70 biggest
Canadian companies show that in the normal coufseoaducting their
businesses, corporate managers did not think omaerms of corporate social
responsibilities.

The current study established that BDSPs percelzeckents to be largely
unaware of BDS or its benefits. Therefore, it islikgly that BDSPS’
philanthropic motivation is influenced by SE clighbargaining powerWhere
does this philanthropic motivation come from? Thedg revealed that some
BDSPs engage in philanthropic activities as a @all. Others seemed to have
acquired the desire for philanthropy from theirvooeis work experience; yet for
others it was internally driven. For example, oespondent explains; “this is
where my boost comes from. | get a lot of satisfactvhen | am impacting on

someone”; she seems to be expressing her intergpbgition about helping
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others. This suggests the need to understand BDI&nfftropic motives or
voluntarism within the socio-cultural context in i the businesses are

operated.

In Kenya, the idea of giving something to othersrasted in people’s social
culture. ‘Voluntarism’ is seen under the dichotoofygiving and receiving. On
the one hand, people contribute money to othemugir group donation concept
locally known asHarambee’(or Ubuntuas it is known elsewhere) to pay school
fees, medical bills, and to meet wedding and funexaenses of relatives and
friends; and friends of friends. On the other hgoelple expect others to help
them whenever they are in neétbuntuis a special sense of group identity and
liability, a sense of human interdependence thdtiien by social norms such as
reciprocity, suppression of self-interest and sywsisi. Mangaliso (2001, 24)
defines ubuntu as “humanness-a pervasive spirit of caring andiroaonity,
harmony and hospitality, respect and responsivertbas individual and groups

display for one another.

Nyambegera, Daniels and Sparrow (2001) noted tleatyins are more of group
than individual oriented and are oriented towarasrtony with the world around.

Thus, it is possible that both philanthropy prasticoy BDSPs and the culture of
dependency of the SE clients are socially drive: @re a manifestation of deep
socio-cultural dispositions of the people). SchH@&®85) argues that the culture of
any group or societal unit is the total of the eclive or shared learning of that
unit as it develops its capacity to survive in é@sternal environment and to
manage its own internal affairs. One of the povwegrsulture is derived from the

fact that it operates as a set of assumptionsatetunconscious and taken for

granted (Schein).
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Philanthropic and intrinsic motives conform to Magls (1954) higher level of

needs and Herzberg's (1966) motivatdvaslow (1954) posits a hierarchy of
human needs based on two groupings: deficiencysnaadhely physiological,

safety, social, and ego (or esteem) and growths)eeinely; self- actualization.
These needs form a hierarchy or ladder and thdt eaed becomes active or
aroused only when the next lower level is reasgnahtisfied. Once each of
these needs has been satisfied, if at some futneed deficiency is detected, the
individual will act to remove the deficiency. Thedividual is ready to act upon

the growth needs if and only if the deficiency reace met.

According to Maslow’s theory, human action is ballica rational activity by
which we expect to fulfill successive level neetis.his two factor theory of
motivation, Herzberg (1966) distinguishes betweggidne factors (which largely
correspond to Maslow’s lower needs of physiologisalcurity and social) and
motivators (which correspond to Maslow’s higher deef esteem and self-
actualization). Hygiene factors have the potertbamotivate negatively. These
lower level set derives from man’s desire to avpan and satisfy his basic
needs. They include the need for such things as, fothing, and shelter, as well
as the need for money to pay for these things. \Mairs on the other hand, are a
“higher level” set of needs. They have the potéritamotivate positively. This
set of needs relates to the unique human charstatehat is the ability to achieve
and to experience psychological growth”. Includkede are the needs to achieve

a difficult task, to obtain prestige, and to reeeiecognition.

Unlike in the small business literature where peopenture into business for
economic necessity (Olomi, 2001; Oyhus, 1999; Ngziet al., 1994), none of
the BDSPs interviewed ventured into the businesgéonomic necessity and/or

survival. This may suggest that people may not ssardy venture into BDS
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business for survival; that it is financial rewarday not keep people to do BDS
business. The study also established that therpesmgle who ventured into BDS
market to make a social contribution. For some B&SRe philanthropic and
intrinsic motives, namely; desire for autonomy;ice$o explore; desire to fulfill
childhood dreams; desire to realize ones’ potendiadl desire to put skills learnt
into practice, desire to make social contributiord alesire to give service to
small-scale entrepreneurs appeared to be dominaart the extrinsic motives.
Such BDSPs continued doing business even whenyitroiaappear to do well in
the traditional economic sense This finding mayges) that success in the BDS

sector may require a certain kind of ‘call’ to sustit.

Others researches have shown that small scalepestieurs may have other
overriding objectives. For examplBlafziger et al., (1994) noted that although
self-employment/survival may be the overriding goal the earlier stage of the
venture later, growth, success or family successmay take precedence. The
study also established that some people ventuce pnbvision of BDS as a

stepping stone to do other businesses. This findohds another dimension of
‘stepping stone motive’ by small-scale entreprese@ennett and Estrin (2007)
showed that informality may be a stepping stonebkemg an entrepreneur to

experiment cheaply in an uncertain environment.yThegued that there are
circumstances under which, without this option, ithdustry would not become

established. They analyzed the roles of paramsteris as a minimum wage rate
and showed that the existence of financial conmgacan actually encourage
entry in this context. BDSPs’ start-up motives wiaftuenced by the background
characteristics. The start-up motives in turn apgebdo influence the providers’

perception of the business.

216



7.6 BDSPS’ Perception of their Business

BDSPs had different perceptions of their businéHsese perceptions were
classified as positive (business having potentaegative (business not having
potential). The perceptions also seemed to be dinkecach other. For instance,
one respondent whose motive to ventured into besigensulting to use it as a
stepping stone to do other ‘serious business’,eheslvard orientation which was
mainly financial. Furthermore, his focus of the iness was very short- term; he
wanted to get financial rewards as quickly as fmssiTo him, BDS had no
potential. He explained: “I have never seen BDSwgualess one is working with
big organizations”. On the contrary, respondents wéw BDS as having a lot of
potential seemed to had a long-term focus of th&ness. They seemed very
patient. For instance, one such respondent explaftiee benefits of BDS cannot
come in the short- term”. Start-up motives seemedirifluence BDSPS’
perception of the business. This relationship ldaen established.

The differences in BDSPs’ perceptions of their basses are somehow similar to
the social action theory proposed by Stanworth @adan, (1976). According to
the social action theory, owners/managers diffgniicantly in terms of their
self-perceptions and meanings attached to busiae8sgities. Stanworth and
Curran argue that people will choose to run buseesvhose structure and size
conform to their perceived self- images and themresponding intrinsic needs.
They identified three types of owners/managers, aignartisans, entrepreneurs
and managers. Artisans are business operators wwhodivated primarily by the
intrinsic satisfaction that arises from personatoaamy, status in society,
satisfaction at producing a quality product anceoifig a personal service. The
classical entrepreneur is an owner-manager motvayea combination of profit
and freedom from control by others. They are wgilin sacrifice intrinsic rewards

in order to maximize personal financial returns.nslgers on the other hand, are
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motivated by the desire to gain recognition by Higant others for managerial
excellence; desire to create something new, persmmmninence in what is
accomplished, need for security and concern torenthat their offspring will

eventually benefit from the enterprise (Stanwort&@rran).

7.7 Motivation to Sustain Business

We established that BDSPs’ start-up motives infb@ehtheir’ perception of the
businessvhich in turninfluenced their motivation to sustain the businestvity.
BDSPs whose greatest motive for venturing into ress was to make money
seemed very impatient. Their view of the busineas short term and was geared
towards making quick monetary returns. In additidmy seemed to lack of
passion for the business. According to the expegtarction are taken because an
individual believes that his or her efforts willakk to successful performance
which will bring certain outcomes with direct pas value or which will lead to

other valued outcomes (Olson, et al., 1996).

Motivation to sustain the business was not linkedértancial sustainability of the
business. While financial sustainability was anradeng motivation that kept
some BDSPs in business for others it was not. Thedmgs are consistent with
those of Wiklud et al., (2003) that showed that e@zmmomic concerns may be
more important than expected financial outcomesdétermining the overall

attitude towards growth.

For some BDSPs, the belief that the business csuddeed; that it had potential
was what kept them in the business. This belieeghem the motivation to look
for ways and means of sustaining the businessp totdtever it took to ensure to

make the business succeed.
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7.8 Gaps in the BDS Market

The study revealed a number of demand and supidygaps in the BDS market
which providers need to identify and fill for thediness to become sustainable.
The gaps include Awareness Gap, Value Gap, Trupt Qaality Gap, Capacity
Gap; Willingness to Pay Gap, Appreciation Gap, atdity to Pay Gap, and

Perception gap.

A number of factors were established as respon$ibléhe existence of gaps in
the BDS market. For instance, SE clients’ unwilliegs for the services was
attributed to their self-deception (‘many think thtaey know’). Furthermore,

BDSPs linked the clients’ unwillingness to pay $ervices to lack of appreciation
of professionalism by the SE sector. Another fathat was responsible for SE
clients’ unwillingness for the services was thetate of the SE clients- about
‘free services’. BDSPs attributed this attitudethioee factors, namely; first, the
way the concept of BDS was developed; that in &orteo encourage SE clients
to use BDS, donors paid everything for them to se@ervices- a culture that has
become deeply rooted in the minds of SE clieRtsllips and Steel (2003) noted
that subsidies to transactions might lead to madi&brtions by giving wrong

signals making investments to be diverted to thengrtypes of services.

Although BDSPs noted that donors were beginningexda the market, their
continued presence was a matter of concern to BD&#&t®nd, BDSPs perceived
that SE clients may be unwilling to pay for BDS &a@se sometimes the services
may not meet their needs. For example, some BDS#dioned that because of
lack of capacity or ignorance about what the mareguires or both, some
providers who tried to sell what they have and wdiat clients want. For

example, one BDSP explained; “I came to realizé¢ thast entrepreneurs want
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practical solutions to the problems they are fdtipet not all providers take
cognizance of this fact. Three, unwillingness tg foa services, was attributed to
the “African culture of dependency”. As another BD&xplained; “some of these
people (SE clients) think that somebody else ipaesible for their existence”,
which suggests that filling this gap may requireleep understanding of the
African socio-cultural disposition that makes sor8& clients want to be

supported or why they expect to be given free sesvi

SE clients’ unwillingness to pay for services haserb identified by many
researchers. For example, Gagel (2006) argues rtigdt of the business
consultants are targeting medium and large entapiecause of lack of capacity
or willingness of micro and small enterprises tg fta management services with
rather medium and long-term impact. The unwilling;y@o pay for training
services has also been attributed to a symptoroalticre of self-deception which
pervades the small enterprise sector. Although m&is recognize the
importance of business skills, it appeared thateatgproportion perceive their
own skills are adequate (Kitching & Blackburn, 2R0ZAccording to Beresford
and Saunders (2005), the gap between perceptioneahty is likely to be a key
barrier to education and training providers engagimall (micro) firms sector.
This perception may be reinforced by owners/marsagesmall firms’ belief that
they are too important to the business to take @mvay for any form of study
(Kitching & Blackburn, 2002). Carter, Mason and §g@004) identified lack of

time as the key reason for non-engagement withatucand training providers.

Value gap also emerged as another challenge treafagang many BDSPs. The
challenge arose from the fact most BDS were inti@sd/or intangible. The
intrinsic and/or intangible nature of BDS made ibrm difficult for BDSPs to

demonstrate the value of services and for clientsele value addition. As one
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respondent explained; “BDS should be able to adigevand BDSPs must be able
to make entrepreneurs see and recognize valueeisdtvices they are selling”.
But this was very difficult due to the intrinsic tnee of some BDS products.
BDSPs perceived that SE clients were more willmgay for statutory services
and those services with immediate and direct impacbpposed to those with
long-term impactServices that have long-term impact involve an elanof risk

whenever a client is purchasing them hence requist between the provider and
the client. This suggests trust between providerd SE clients may be an

important factor that influences ability to sustaibusiness activity..

Cronin, Brady and Hult (2000) investigated the e@leof service quality,
customer satisfaction and customer’'s perceptiorvadfie on the behavioural
intentions. They found that service quality, vadunel customer satisfaction have a
direct and positive influence on customer behaviddf these factors value
represented the strongest influence followed byorner satisfaction. Cronin and
Taylor (1992) also established a direct positivé Wweaak relationship between
service quality and purchase intensions. In additibey established that service
guality affects customer satisfaction which in thiad a strong effect on purchase

intentions.

Different researchers have looked at different etspef the service product e.g.
Wang, Lo, Chi, and Yang, (2004) looked at customaiue; while Dodds,
Monroe, and Grewal (1991) focused on buyers’ peroemf value. Furthermore,
there are different definitions of the same vaeabhcross different studies. For
example, Gale (1994) considers value to be maretepsed quality adjusted for
relative product price while Zeithaml (1988) comsed value to be the
customer’s overall assessment of the utility offedpct based on the perception

of what is received and what is given. Others aspaitthe market have also been
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identified e.g. mediating role of client satisfacti on service quality and
marketing performance, (Chumpitaz & Paparoidam@)42; customer choice,
(Brito, Aguilar, & Brito, 2007); effects of servicguality, customer satisfaction
and customer perception of service value on bebaaiointentions (Cronin,
Brady & Hult, 2000); professionalization of the mess start-up process
(Beresford & Saunders, 2005) and effect of percknyeality on loyalty (Cronin
& Taylor, 1992).

Parasuraman, Berry, and Zeithml (1998) definedsinwice-quality concept in
terms of five dimensions, namely; reliability, resgiveness, assurance, empathy,
and tangibles. These dimensions represent how owrsuorganize information
in their minds. Reliability is the ability to perfo the promised service
dependably and accurately while responsivenesshas willingness to help
customers and to provide prompt service. Assuramefers to employees’
knowledge and courtesy, their ability to inspinestrand confidence. Empathy is
the caring and giving individualized attention testomers while tangibles are
appearance of physical facilities, equipment, pamsband written materials. The
fact that different studies have focused on diffeespects of the service product

means that it may be difficult to generalize thelings across different studies.

The current study established that quality gapeafoesm two factors, namely;
lack of standard measure of quality in the sectat the intangible nature of
BDS. Lack of standards emerged not only as a miggulatory weakness
making it difficult for clients to evaluate the diiya of the services but also
partly responsible for the presence of many ‘quackisultants in the industry.
Some BDSPs initiated self-regulation as a strateggrotect themselves from
unfair competition as well as to protect the imaf¢he industry. They believed

that self-regulation could act as quality a checkthe industry. BDSPs also
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viewed self-regulation as a strategy to protectmigmves from unfair
competition as well as to protect the image ofitigeistry.

Weak regulatory framework in the BDS sector wasdcds partly responsible for
the unfair competition in the industry. Those BDS®® perceived themselves
as genuine were concerned that the presence of ngagk” consultants

selling substandard products to clients were egpdire public image of the
industry. This made some clients shy away from lpastcrg BDS. According to

some BDSPs’, the problem was exacerbated by tlatsliignorance which

made it difficult for them to differentiate suparibcom inferior services. The

study also revealed that some BDSPs were offeringtvBome described as
elitist services beyond the scope of many small-scalee@meineurs. As one
BDSP explained; “Many consultants are talking abther clients. If the SE

clients have to benefit, consultants need to coowendto the level of their SE
clients; there is need to demystify the whole cphoé BDS”.

Some BDSPs mentioned lack of capacity to providaliguservices that are
valued by clients. As one BDSP explained, “For BB$® add value they must
have the soft skills and the capacity to provideligy products and also to
package them appropriately”. The study revealedesBmMSPs did not have either
the skills or capacity or both to do so. Collabmmtamong the providers was
cited one way by which BDSPs could overcome resoar capacity constraints
among themselves. However, suspicion among theigems/sometimes made it
this difficult. The study established that BDSPs wat have trust amongst
themselves due to past negative experiences. Agsidgesome of the gaps for
instance, changing the attitude of the entreprenand initiating self- regulation
require collaboration among all stakeholders. Bhiggests the need for BDSPs to

form collaborations i.e. the need to form netwaakd alliances.
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Lack of trust emerged as a major factor that undexdchcollaboration between
BDSPs. Trust has been identified as one of the@fadhat determine whether or
not firms will enter into strategic alliance. Vofeand Mensik (1998); Oughton
and Whittman (1997) found that high levels of erigttrust between potential
partners leads to network formation. Networks hawelitional benefits. For

instance, Gibb (1993) argues that small enterprsesachieve complementary
skills and resources that are essential for coiipatiess and survival in the
market through entrepreneurial networkscording to Uzzi (1997), network ties
link business actors in multiple ways as businemsnprs, friends, agents and
mentors — providing a means by which resources foom relationship can be
exchanged for another. The existing literature sstgythat network system might

be a major way for small firms to compensate fok laf resources.

Premaratne (2001) established that entreprenenei@orks provide important
resources for firms involved in them but that netwbuilding is an investment
that takes time, money and effort. Using empirtade methodology to examine
the benefits of networking for Australian SME owsleranagers and the role of
trust in their decision- making about networkinguBetto and Farr-Wharton
(2007) showed that networking provides an impetos SMEs to learn

particularly about new business opportunities. Thsyablished that learning
occurred mostly at a formal level. Their findinfgsther showed that there was
far less evidence of SME owners/managers learmiog feach other a factor,
which was mostly attributed to lack of trust acrafiences. Furthermore, lack of
trust across alliances resulted in low performangeserally and in turn the

failure of any collaborative venture.
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The current study established that other than #ramme resource and capacity
constraints, some BDSPs entered into referena@nads with their competitors as
a cost cutting strategy and also as a means thregih they built their profile.
Through reference alliances, some BDSPs built 4 pbassociates whom they
subcontract whenever they had more assignmentghlesican handle but whom
they relied on to get business whenever they dichage enough work. However,
the study established that collaboration betweeSB®was weak because of lack
of trust among providers. McCormick (1999) notedttkvith the exception of
motor vehicle repair where businesses specializens aspect of the work and
subcontract the rest, mutual collaboration amonglisenterprises is weak in

most industries.

Lack of trust between SE clients and BDSPs wasatsd as responsible for low
usage of BDS by SE clients. It emerged that mangli&Bts had been cheated by
guack consultants and as such lost trust in thene BDSP explained; “some
entrepreneurs have been cheated by ‘quack’ comssilt@onsequently they have
lost trust”. Gagel (2006) noted that micro and $reaterprises are suspicious of
foreigners and fear the direct and indirect coststhiem. Fukuyama, (1995)
explained that trust is formed not on the basiexglicit rules and regulations but
upon a set of ethical habits and reciprocal mofdigations initiated by the
community members. Although trust involves an exggaof information, it is
not reducible to information (Fukuyama, 1995). Skris the building of social
capital that reduces transaction costs (Gibb, 200&yicki and Bunker (1996)
define trust as a state in which both parties ardident about the other parties’

motives and conduct in situations involving risk

Zucker (1986) suggests three forms of trust —cheriatic based trust (based on

members’ characteristics), process- based truse¢ban established history) and
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institutional-based trust (determined by estabtislpgactices). Characteristic-
based trust arises when people beginning a refdtiprshare similar social and
cultural backgrounds. Zucker defines process —b&ased as a record of prior
exchange often obtained second hand or by imputdt@mm outcomes of prior
exchange. Consequently, organizations establistepssbased trust by creating a
positive reputation.

Clark (1995) identified reputation to be the keyesgon criteria in the pre-
relationship stage. Institutional-based trust andther hand generalizes beyond a
given transaction and beyond specific sets of exghgartners. Institutional -
based trust relies on socially produced and legitch structures (Zucker, 1986).
It is based on the creation of third —party intedrages that actually enforces
trustworthy behaviours of business parties or fiestirustworthiness of parties in
a business relationship. These intermediary patdies not involved in the
business relationship, but they endorse the exehangcess. Membership in a
professional organization or possession of a lieetus practice is sources of
institutional-based trust (Zucker). Clark (1995e®that consulting companies
membership in a professional organization may keadtformation asymmetry
reduction and development of a business relatipnshhas been acknowledged
that when firms enter into a network, they faceghablem of having to build and
maintain trust among respondents, environment deobtraditional hierarchical
and/or market relationship that normally governsaweour and practicedNewell

& Swan, 2000; Sheppard & Tuchinsky, 1996).

The study revealed that quality gap arose fromra¢veasons. One, quality gap
arose from lack of standards and/or weak regulatighe BDS industry. Lack of
standards emerged as a major regulatory weaknassmade it difficult for

clients to evaluate the quality of services. Weagutatory framework was cited
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as partly responsible for the presence of many ckugonsultants in the

industry. Weak regulatory framework also increashd transaction costs.
Furthermore, it makes legal redress slow and vesyly affair. Interests in self-

regulatory institutions, whereby firms in an indystreate and voluntarily abide
by a set of governing rules have gone through aissance (Prakash & Potoski,
2006).

Barnet and King (2008) extended the theories ofregulation of physical
commons and analyzed self-regulation of intangidenmons in a chemical
industry. They noted that firms in the same industhare an intangible
commons that binds them to a shared fate and thai whe intangible commons
is damaged it poses a serious threat to the suaoelssurvival of the firms that
share it. They argue that interdependence betwaaa €an be problematic; that
just as one firm's successes can “spill over’ tbeotfirms, so too can its
problems. Thus the need to protect this commonsivate the formation of a
self-regulatory institution. Their study showedttdaspite the incentive of a free
ride, firms agreed to participate in self-regulatibat provided a benefit to the
industry as a whole. They demonstrated that firams\oluntarily come together
to protect an intangible industry commons desigerisk of free riding (Barnet
& King).

Hannan and Carroll (1992) on the other hand, nudé interdependence can be
favourable, for instance, where one firm's succhelps to legitimize an
emerging industry and so makes it easy for all duahs' access to resources.
Other barriers to engaging micro and small buse®as training include cost,
lack of awareness, relevance and overly bureaacragiplication process
(Forrester, Payne & Ross, 2004). Cost, lack of emess, relevance and

bureaucratic application processes has also bésoh lwy Beresford and Capizzi,
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(2000); Devins et al (2002) as factors that presg#d from engaging in training.
They attribute lack of engagement in training te fpinovisions failure to connect
with the micro business world. Furthermore, themmains a major supply side
failure of mainstream offerings to reflect the nets of the micro-business

managers and to present them in a coherent wayr{®eval., 2002).

BDSPs seemed to think that the general public wegely unaware of BDS
and/or its benefits. This perception seemed touemite BDSPs’ approach to
business. In addition, there was also divergendbenvay some BDSPs viewed
the market. While some BDSPs perceived SE cliestig@aorant; other BDSPs
perceived them differently. For example, one reggon explained: “clients know
what they want and they have their standards agdufare not able to meet this
standard, you cannot make it”. Entrepreneurs’ litghtio pay for services was
also attributed to their resource constraints thahy were operating under. For
example, one respondent explained: “sometimes thesdl-scale entrepreneurs
are simply unable to pay for the services”. Peticepgap described BDSPs’
perception towards BDS business in general, and Ibisinesses in particular as
well as what they thought clients wanted. BDSP<s'cggtion regarding the
performance of their business seemed to differ ftbe way donor agencies
viewed performance of BDS business. BDSPs’ peroepabout how their
businesses were performing appeared to be linkdteto start-up motives and

whether or not they were achieving these motives.

The study revealed that ability to identify andfdl the gaps depended on
BDSPs’ strategic response which in turn was pdytethaped by the situational
forces, background characteristics of BDSPs anul thetivation to sustain the
business. While some of the gaps have been ideshiifi extant literature, they

have not been organized in a comprehensive, cahanehlogical manner. The
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findings on gaps are scattered. Different studisntified different gaps.
Furthermore, existing studies do not explain hoeséhgaps are identified or
relate to sustainability of business. The currémdys captured and organized the
gaps in a comprehensive way showing their caubes, dconsequences and how
they are filled by providers who are able susthgirtbusinesses in the context of
a developing economy. The study also revealeddtbiity to identify and fill the
critical gaps in the BDS market must be coupledhlie passion and motivation
to sustain services in a market where demand neugtainstakingly actualized
over time. Furthermore, some of the gaps acquiiiffarent meaning in a

developing country context e.g. culture gap andtglto pay gap.

7.9 Strategic Response to the Market Forces

As discussed, strategic response referred to haitiyely BDSPs responded to
the changes in the market environment; be they rppties and/or threats.
BDSPs responded to each situational force diffgremnd that their strategic
responses seemed to evolve over time. Furtherntbee effectiveness of the
responses also differed from BDSP to another aret twne. In addition, the

degree of flexibility with which each BDSP respodd® different situational

force also varied. BDSPs seemed to change theategies in response to
changing market conditions although the degreeswditf from one provider to
another. This is similar Sarasvathy’'s (2001) effatt reasoning where
entrepreneurs venture into the market with no $egoals or strategic plans but
allowed them to emerge as they took the productthéomarket and as they

interacted with the customers.
Unlike the entrepreneurs described by Sarasvatb1(2 some BDSPs appeared

to have ventured into the market with specifictsgac plans and changed their

strategies when they realized that the originahtsties could not workior
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example, one respondent explaindtite moment | realized that my approach could
not work, | decided to change not only my approéehthe market but my
products and my networks as well. | became veryildle. | decided to try
anything and if it does not work | try somethingeell adopted a trial and error
strategy. In the process | made many mistakes rbuhaking the mistakes my
eyes were opened.” It also emerged that even BD@Rsdid not succeed to
build sustainable business also changed their apprto business in response to
changing market conditions. This suggests the needievelop appropriate

strategic responses.

BDSPs used the following strategies; client sthatggoduct strategy, focuses
strategy, price strategy and coo petition strat@glyereby they competed and
cooperated at the same time). Similar to the coitigre strategy (Peng & Bourne,
2009), BDSPs formed strategic alliances with edblkroas a cost cutting strategy
but sometimes as a way to build their profile. Asaat cutting strategy some
BDSPs used a pool of associates whom they subctedravhenever they had
more work than they could handle but they alscedebhn their associates to get
work particularly whenever they did have not enowgbrk. As a strategy to
increase their likelihood of winning the contra@®SPs sometimes bid for
contracts together. BDSPs also used referencanediéa some relied on referrals
from their fellow associates to get business. Timeent study therefore, extends
the concept of coo petition to a different indus(BDS industry). However,
unlike in the healthcare industry where the fielid competition is distinctly
separate from the field of cooperation, this doesseem to be the case in the
BDS market.

Peng and Bourne (2009) used a detailed case sfudypdealthcare networks in

Taiwan and established the existence of competéimh cooperation exist at the
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network level and how they work. They demonstrated the two firms first
initiated competition, followed by cooperation amiden coo petition. They
established that two organizations will compete apdperate simultaneously
when each organization has complementary but distindifferent sets of
resources and when the field of competition isimisty separate from the field of
cooperation. They also established that two netsvark find it easier to balance
competition and cooperation when each network aspatible but distinctly
different structures. The rationale of coo petitisas based on two perspectives
namely the resource based view and intensive congpetand strategic
positioning. Drawing from the resource based vidweyt argue that both
homogeneity and heterogeneity in resources parkglagn coexistence of
competition and cooperation (Peng & Bourne, 20@8).the one hand, because
firms acquire resources from alliance partnerspusse homogeneity such as
product similarity implies that two competing firnsbare more commonality in
product development, process innovation and quabtytrol. On the other hand,
resources such as knowledge, skills and tangildetssare not homogeneous
across the population of firms. As such, heterotjgr@ resources can foster
cooperative relationships when unique resourcesbeaadvantageous both for
cooperation and competition a view supported bygBeson and Kock (2000).

Taking the perspective of intensive competition astdategic positioning,

Bengtsson and Kock (2000) maintain that intensiwaetition fosters actors to
collaborate in order to attain great market powet eeach better positions. For
example, competing firms collaborate in order tovetfor increased power over
suppliers and to reach a strategic niche in theoousr market. Bengtsson and
Kock, (2000) argue that cooperation and competitan exist simultaneously
and both can contribute to achieving organizatioyaédls. By examining coo

petition in three industries, they found that firommpete in activities close to the
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customer and cooperate in activities far from ow&io Brandenburger and
Nalebuff (1996), explains that the essence of cetitipn is cooperating with
others to increase the size of the pie and thenpeting in cutting it up The
cooperative aspect arises from the fact that emoh rfeeds to access the other
firm's know-how while the competitive aspect is amsequence of each firm's

attempts to use its partner's know-how for prigem (Khanna et al., 1998).

The current study revealed that BDSPs’ strategparse was directly influenced
by the situational forces and vice versa, BDSPskgeund characteristics and
indirectly by start-up motives via their perceptiohthe business. For instance,
the absence of regulation in the industry motiva@&65Ps to form lobby groups
as well as to initiate self - regulation which iway was shaping the regulatory
framework. Self-regulation was in conformity wittstitutional theory that shows
how the behaviour of organizations is a respongdesolely to market pressures
but also institutional pressures (e.g. from reguiatgencies such as the state and
the professions, and from the general expectataons the actions of leading
organizations (Greenwood & Hinings, 1996). The itnsbnal perspective on
organizations emphasizes the stability and persistef organizational forms in a

given population or field of organizations (Zuck&®87).

In Kenya, existing regulations and procedures Hseen observed to be a major
bottleneck to small enterprises (K’Obonyo, 1999)sViwritten regulations in
Kenya owe their origin to the colonial period wheagulations were aimed at
controlling and regulating growth of indigenousesptises. After independence,
other related requirements were introduced by teayd Government to ensure
certain types of businesses were deliberately fmyjans of African origin. Over
the years the regulations and administrative prewsd multiplied and with

passage of time have proved a major impedimentiapgrto the establishment
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and growth of African owned businesses that theyewatended to support,
protect and promote (K’Obonyo). Problems createdag regulations can take
the form of higher costs, wasted time and energgtrictions on choice,

inflexibility, stifling initiatives and opportuniéis (Gitu, 2001)

The current study also showed that the presenteeofionors in the market has
both negative and positive impacts. On the posiside, some BDSPs had
benefited either directly or indirectly from donoSome had attended trainings
that were either fully or partially funded by doso©Others had launched their
products in the market with donor support. On tegative side, the providers felt
the presence of donors was distorting the marketdenaking it difficult for
BDS business to be commercially sustainable. Thétyibated the SE
entrepreneurs’ unwillingness to pay for servicegdly to free or subsidized
services by donors. Existing literature shows cotiflg influence of presence of
foreign firms on domestic firms. Aitken and Harns¢1999) and Chung et al
(1998) found negative or no spillover effects afeign direct investment (FDI).
Aitken and Harrison (1999) explain these contramficfindings using the concept
of ‘market stealing’ or crowding out. They arguetteven though technology
spillover may exist, more efficient foreign firmsagn draw demand from less
efficient domestic firms, thus forcing them to gotoduction. This negative
competitive effect may outweigh the positive tedogyg spillovers giving rise to
negative net effect from foreign presence or eatrglomestic firm performance.

BDSPs’ strategic response was influenced by thagkfpround characteristics.
Having knowledge and soft skills appeared to infeethe strategic response of
the BDSPs. BDSPs who were knowledgeable and haskilie and the ability to

provide the services that the market requires \abte to respond appropriately to

the market. In addition, those who establishedecladationships with clients
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were able to identify the real needs of their dbenvere able to empathize with
their clients as well as appreciate what theirntbewanted hence were able to
respond appropriately to the changing market cardit Also those BDSPs who
were proactive, flexible and innovative designed eedesigned their products to
suit the market changing market conditions. Furtieee, through work

experience, some BDSPs established network oftslemd associates.

Empirical findings have established links betweamers/managers’ background
characteristics and the strategies that they adoptey and Meredith (1997)
found that certain profiles of owners/managers’speal values correspond with
certain strategic response. Porter (1991) maintias management will always
have some influence on strategy. Overtime; managars create and sustain
competitive advantage by continuous innovation, apdrading of resources
(Porter). Porter’s views supports those of Bamhef§y@83) who strongly argued
that business strategies are the products of mesiagsions which in turn
originate from their personalities. Management kBasn greater influence on
strategy in smaller firms where they are also twaers of the firm than in large
firms (Miller, 1983) but greatest influence in dyma&, unpredictable and
changing environments (Miller & Toulouse, 1986)e$&, (2000) also note links
between entrepreneurial success and the persorign astrategies of the
operators- i.e. proactive behaviour in planning dedelopment being more likely
to lead to success than reactive responses toicipateéd events (success being

variously defined in terms of survival and growth).

Kickul and Gundry (2002) developed a model to testinterrelationship among
small firm owners’ personality, strategic orientati and innovation. Their
empirical results demonstrated that small ownersagtive personality is linked

to a strategic response to the small firm that srifkexibility and change in
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response to surrounding business conditions. Thewed that by employing a
prospector strategy, these proactive owners haliseet impact on the goals and
direction of their organizations. Moreover, thdnagegic response also influences
the types of innovations developed and implement#tiin the internal and
external framework of the small business environmemheir study further
suggests that organizations with a prospector measage not only more likely to
identify opportunities for developing new produotsmarkets but also willing to
make internal changes and transformation withinrtbeganizational structure

that facilitates further growth and success.

Bahrami (1992) and Volberda (1999) both asserirtigortance of a broad base
knowledge and a broad scope of managerial expetteteenables managers to
devise appropriate responses. They argue thatogeteeity in backgrounds and
experiences needed in a flexible firm is relatedh® need to face competitive
environments. More heterogeneous managerial espednhances absorptive
capacity of organization for recognizing the needdhange (Calori et al., 2000;
Volberda, 1998). Heterogeneity and broad managematisets foster the ability

to create and support ideas. Bahrami (1992) pmatsthe crucial role of the

cosmopolitan mindset as a way of incorporatingedént cultural assumptions

and premises.

As explained, BDSPs’ strategic response also apfdearbe influenced by start-
up motives though indirectly via BDSPs’ perceptairthe business. BDSPs who
saw no potential in the business, ventured into BB% short-term engagement
mainly for quick monetary gains. The short-termu®a@lso seems to influence
their choice of clients as well as their relatiapshith the clients. Such providers
did not seem to get into long-term relationshiphwiients. On the contrary,

BDSPs whose overriding motive was to make a samatribution appeared to
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have long-term focus of the business. They seemgqukitceive the business as
having potential and as such were willing to depédloe market from the scratch
and were willing to create long-term relationshighwclients. The relationship

between strategy and start-up motives via BDSP<gption of the business. In
addition, their reward orientation also seemed & rbore non-monetary as
opposed to monetary rewards.

Although several factors that explain sustainaloetition, and hence growth
and/ or survival have been identified in the litara (see Porter, 1985), in the
BDS market they may take a different dimension. BD&ket is unique in the
sense that in some instances the market is sblvieng and in some cases may
not be ready for business or if it exists may dmdylatent. Thus BDSPs might be
required to create the market unlike in the othelustries where market already
exists. In other industries, where the market omast, the role of the business
manager is only to create a market share. There&sreliscussed in section 7.6,
identifying and closing some of the gaps in the BD&ket may require unique
strategic response and more effort (e.g. more comenit, perseverance and more
time) from the providers and may involve more risgdecause while in other
markets the gaps may be clear (e.g. the need tth@eight location, money and

time) this may not be the case in the BDS market.

7.10 Understanding Sustainability of BDS

A number of theories have been developed to explemmotivation for starting
and sustaining business activity. For instanceg study designed to understand
the underlying causes of growth, (Olomi, 2002) dotepossible link between
positive growth motivation and actual growth. Howevthe study did not
establish links between motivation and other desars of the operator-enterprise

entity; he concluded that other active factors ddag external influences.
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As discussed, start-up motives seemed to influeid&Ps’ perception of the
business which in turn seemed to influence theitivedo sustain the business.
For instance, the respondent who explained thaiadenever seen BDS business
grow unless someone was dealing with large orgaaimthat did not have any
motive to sustain the business. This provider vemtunto it but only as a
stepping stone to do other ‘serious businesseshiifip BDS was not a ‘serious’
business; this could also mean that he did notdseey BDS as a full time or a
life- long career. On the contrary another respahdéno explained that BDS had
potential was ready and willing to do anything teka the business succeed. The
respondent explained: “I can see light at the ehthe tunnel. For me this is
planting time. This business is like a bamboo trégtakes time to establish the

roots but once its takes root, it spreads very.fast

The study showed how BDSPs’ perception of the ssnntervenes between
their start-up motives and their motivation to austthe business activity. This
relationship has not been established in the eXtardture. Furthermore, because
in some instances, BDS market may not even exidbeoready for business
sustaining business in the BDS market may be mdfeult than in other

traditional markets.Thus what motivates people to sustain business % B
market may be different from what motivates pedplsustain a business in other

markets.

The study revealed that sustainability is relativie.depended on BDSPS’
background characteristics, their start-up motaed BDSPs’ strategic response
which in turn influenced their ability to identifgnd fill the gaps. The study

revealed that BDSPs had different views regarduggasnability of their business
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which mostly reflected their motives for venturingo business. For example,
those whose main motivation was to make quick mossgymed to lay more
emphasis on financial sustainability compared tos¢h whose overriding
objective was to make a social contribution. Howevachieving financial

sustainability does not necessarily ensure long-wntinuity of the business.

The desire to sustain the business activity seetmdze influenced by BDSPs’
start- up motives, the providers’ expectation adl &g their perception of the
business. According to Van Gelderen and Janserc{2@@ople start businesses
in order to be autonomous among other reasonsramémny cases; the success of
their firm is instrumental in achieving that godherefore, they argue that if
small business starters are after autonomy, thenatteinment of autonomy
should be part of measures of success. This sugdlest need to take into
considerations the motives for venturing into basgin evaluating sustainability.
They further posit that for some business stardet®nomy may be associated
with firm growth as a big firm may be less vulndeabnd dependent than a small

one (Van Gelderen & Jansen).

Contrary to established extant literature that shivat small business owners do
so for survival and economic necessity (Olomi, dabis was not necessarily the
case with BDS business; some BDSPs were motivayelidher intrinsic and
philanthropic motivesin addition, BDSPs’ perception of sustainabilitesed to
be different from the donor agencies’. While doramencies seemed to lay
emphasis on financial variables as a major indicafdBDS sustainability, this
was not necessarily the case with all BDSPs. Tindys¢stablished that there were
some BDSPs whose start-up motive was philanthro@iensequently, such
BDSPs went out of their way to make their busiressceed; some engaged in

other business activities alongside BDS businessriter to generate income
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which they used to sustain the BDS business. ForesBDSPs philanthropic
activities (giving services to people) was an opyaty to fulfill a divine call.

As already explained sustainability is a complercapt and is multidimensional
in scope. It is contingent on BDSPs motivationdeit background
characteristics, their perception of the businegstheir approach to business as
well as the external relationships that they fdfor. example, one respondent said
about this his expectation of the business: “lireal that my expectations were
too high. You see | had a job that was paying msalary and so when | stopped
working and ventured into the business, | expedtedl business to continue
paying me that much. But | came to realize thatusirtess has a life of its own,

and before it feeds you, you have to feed it first”

Withdrawing from the business ‘too earlynhgppropriate timing of withdrawajs
may be a mistake that some unsuccessful BDSPs 18akee BDSPs expected to
draw from the business before they invested ‘angthinto it and/or before the
business established itself. Furthermore, haviog tigh’ expectations about the
business may be a ‘killer’ factor because it inthsaa mismatch between the
actual potential of the business and the ownergmpion of the business
potential. This may lead the owner to either wi#tvd ‘too early’ and/or ‘too

much’ from the business.

The study also showed that sustainability was erfaed by the external factors
(conceptualized as situational forces) in the bassn First, BDSPs saw the
presence of donors as a threat and one that waly pasponsible for the

entrepreneurs’ unwillingness to pay attitude. Cquosetly, even when BDSPs
collaborated with donors to launch new productifwes into the market), they

largely saw donors as competitors rather than cemehting them. Although
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BDSPs agreed in principle that provision of BDSddmot be subsidized, they
however did not mind getting donor subsidy (forl@sg as donors were still in
the market). Some BDSPs (irrespective of whether ibisiness is financially
sustainable or not) leveraged on donor subsidynobsubsidy enabled them to
temporarily cover some of the overhead costs (Qaddily those costs associated
with long-term investments such as creating awa®nehich they could not
recover from normal business operations). To theod however, ‘providers’
continued reliance’ on subsidy was an indicatonoi-sustainability. Two, for
some BDSPs sustainability seemed to be somewhatected to the personal

fulfillment.

Three, for other BDSPs, sustainability of the bass seemed to depend on
achieving financial gains. These findings are cstesit with Acharya and
Acharya (2006) whose study on sustainability of roWitnance institutions
revealed that small-scale farmers used utilitariapproach and defined
sustainability in terms of direct economic and abbienefits to themselves. In a
study to establish how small farmers think of sasfaility and what their views
were about the factors that contribute towardsasusble micro-finance in rural
areas, the findings of Acharya and Acharya dematesir that small farmers
generally did not think in terms of institutionalssainability when they obtained
loans from cooperatives. The farmers defined soahdity in terms of their own
personal benefits. Their study showed that what sussainability for the banker
was not so for the small-scale farmers. The farnfeasnes of reference were
more utility-focused and directly connected to thiees, livelihood, and the level
of benefit, income, and economic survival of thenig. However, unlike
Acharya and Acharya’s findings, where small-scademiers were basically

concerned with family survival, the current stuéyealed that BDSPs were not

240



necessarily motivated by economic survival but bighar intrinsic and
philanthropic motives.

The study also points to a link between BDS andrafitance. BDSPs studied
had had some involvement with a microfinance ingth. Some had worked in
microfinance institutions before they ventured itite consulting business. Even
those who had not worked formally in microfinanesstitutions had attended
some training or workshop sponsored by donor ageniti collaboration with
some microfinance institution. Through a reviewaser 30 linked programs,
Sievers and Vandenberg (2007) showed that linkaged®n microfinance does
exits. The authors argued that indeed synergiesxtid but only if the linkage are
properly structured. They noted that a well-stroetiulinkage must be voluntary
(the enterprise free to take both or only one sejvand that the two types of
services must be managed separately.

A significant source of sustainable small businsascess is accessibility to
formal and informal business networks and markatsof, 2003). One of the
factors that determine whether or not firms wilteaninto strategic alliance is
their level of trust. Trust is formed not on thesisaof explicit rules and
regulations but upon a set of ethical habits armdprecal moral obligations
initiated by the community members (Fukuyama, 1996)s the building of
social capital that reduces transaction costs (GibB6). MacMillan (1983) also
suggests that building contacts and networks aee ftindamental factor in
determining the success of any firm because thrarglrepreneurial networks,
the entrepreneur can gather information, look fastemers and suppliers and
obtain the other resources that he or she needs.
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Another factor that influences a firm’s growth esply small to medium sized
firms is a firm’s innovative activities (Shane & Mataraman, 2000). In the
literature on organizational innovativeness, a neimbf patterns have been
identified. Innovativeness in a firm is determineyl a variety of organizational
and individual factors which include the charastiées and diversity of the firm’s
top management team and the degree of concentratidnformalization of
decision- making. Innovation is one important wiagttorganizations can adapt to
changes in markets, technology, and competitionu¢berty & Hardy, 1996).
From a social science point of view, organizatica@ptation is the ability of an
organization to change itself or the way in whicthehaves in order to survive in
the face of external changes which were not prediethen the organization was
designed (Tomlinson, 1976). In line with this défon is March’'s (1995)
assertion that adaptation is essential to sunawal that those companies that do
not adapt seem destined to expire.

Kickul and Gundry (2002), noted that many new psses and innovations
undertaken may be essential to the future growthsastainability of the small
firms. They argue that the ability to arrive aimmmethods, to target customers
through new promotional and distribution channets well as developing
boundary supports may allow the business to addevaly increasing brand
awareness and levels of efficiency (Kickul & Gundryheir empirical results
demonstrated that small owners’ proactive perspnadi linked to a strategic
response for the small firm that permits flexilyildnd change in response to
surrounding business conditions. They showed tlgagrbploying a prospector
strategy, these proactive owners have a directétmgrathe goals and direction of
their organizations. Amabile et al., (1996), alhawations begin with ideas. If a

firm can convert an original idea into an origidasign/process that in turn gives
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the said firm an advantage in the market place) the firm is being innovative
and is likely to grow and succeed.

Frese (2000) also noted links between entrepreglesumiccess and the personal
action strategies of the operators, that proacbedaviour in planning and
development is more likely to lead to success theactive responses to
unanticipated events (success being variously ééfin terms of survival and
growth). In a study conducted by Yusuf (1995) orsfreanagers identified good
management, access to financing, personal qualitiethe entrepreneur, and
satisfactory government support are perceived bgiepwnanagers as the most

critical success factors in their businesses.

The current study revealed that sustainability @SBrequires sustaining the
providers’ passion, perseverance, commitment, #odt @ll of which are driven
by the belief that it was possible to attain ongéals/ motives. The desire to
sustain the business activity also seemed to berdby the belief in oneself (that
‘I can make it’) and the belief that the businestvity has potential. The desire
to sustain the business activity appeared to miaé&etovider flexible and ready
to do anything to make the business succeed, suteesg defined in terms of
achieving the providers’ start-up motives. Thesetives were classified as
extrinsic, intrinsic and philanthropic motivatest verall seemed to relate to
higher needs (see Maslow’s, 1954; Herzberg's, 1866ries of motivation).

Provider's personal attributes defined as thedraftthe providers included the
following: self-confidence, flexibility, level of gssion, alertness, ability to
empathize, innovativeness, and risk-taking. Prexsiwark experience defines the
kind of experience, knowledge and skills that avler acquired. Previous work

experience also enabled a provider to establishetavank of alliances and
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clientele. As discussed, BDSPs’ strategic respaoe$erred to how providers
respond to the situational forces in the BDS maitbetthey opportunities or
threats. It also showed how BDSPs created and awagud relationships with

their clients and/or other providers. BDSPs' suateresponse was directly
influenced by the situational forces and vice vergheir background

characteristics and indirectly by start-up motiwes BDSPs’ perception of the
business. Situational Forces include nature of atitiqpn, the presence of donor
agencies, regulatory framework, and type of SEntdieand the nature of BDS

products.

BDSPs’ strategic response influences their ahititidentify and/or close the gaps
in the market. BDSPs who are unable to identifg/anclose the gaps exit the
market. In addition, continuity of the businessiatt depended on BDSPs’
motive to sustain the business activity which imtwas influenced by their start-
up motives as well as their perception of the bessn BDSPs’ who perceived the
business positively (favourably) were likely to &S the business activity. Those
who perceived business negatively (unfavourablyyewenlikely to have the
motivation to continue doing the business hencesviigely to exit the market.
However, because some BDSPs used BDS consultiry ‘siepping stone’ to
other businesses, exiting the market may not inelidailure of the business.
Cressy (2006) defined failure in the context of $haall business, as the inability
of the entrepreneurial team to meet the objectiiey have set themselves. He

argues that the concept of firm failure was relatio the objectives of the

entrepreneur.
BDSPs’ ability to identify and close the gaps w@entified as an important factor

that influenced sustainability. The study estaldshumber of gaps in the market

that BDSPs needed to identify and fill for theirsmesses to become sustainable.
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The ability to identify and fill these gaps depetidsn BDSPS’ strategic response
among other things. BDSPs’ who were unable to ifleot fill the gaps or both

were unable to sustain the business activity herited the market.

BDSPs’ motivation to sustain the business refetoeghether or not the provider
was motivated to continue doing the business. Thdysshowed that not all
BDSPs had the intention to sustain the business thaugh their business may
be financially viable, i.e. although some BDSPs tiedability to identify and fill
the gaps, they had no motivation to sustain thenkss hence they exited the
market. The motivation to sustain the businessexasessed in terms of the level
of commitment to the business, perseverance andnpat For example, one
BDSP explained: “Am willing to do everything andyéimng to make the business
succeed”. Also the degree of motivation appearediegpend on how BDSPs
perceive the business. She added: “| know | amgymrsucceed. | know a time is
going to come when | will not have to struggle lites”. This suggests that
regardless of whether the business is doing weflady the provider’'s motive to
sustain the business influences continuity of theiress. Thus the motive to
sustain the business appeared to be an intervesgingble between ability to
identify and fill the gaps and ability to build astainable business.
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CHAPTER EIGHT
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

8.1 Introduction

This chapter presents summary, conclusions andmaemndations of a study that
sought to explain sustainability of BDS in the Kanycontext. Three research
guestions were specified at the beginning of thieystn chapter one namely; (i)
what motives people to venture into BDS busineskanya? (ii) How and why

do some BDS providers succeed in building susté&nBbBS while others are not
able to do so? (iii) What do BDSPs who succeeduifdimg sustainable business
do differently (if any) from those whose businesses not sustainable? The
chapter is divided into four sections. The firsttgm presents summary and
conclusions; the second section presents recomrtienslavhile the third section

discusses limitations of the study. Finally, settiour gives suggestions for

further research.

8.2 Summary and Conclusions

BDS Start-Up Motives different from those of other MSEs in Developing
Countries

The study revealed that as in all business secfmeple venture into BDS
business for different motives. The motives werassified into three, namely,
extrinsic, intrinsic and philanthropic motives. Beowvho venture into the business
for extrinsic motives focused mainly on financialims. Such people tend to have
short-term focus on the business and tended totleibusiness when financial
rewards were not realized. To them, success seebesliased on quick economic

gains/returns.
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Contrary to existing literature that shows that Ksseale entrepreneurs
involvement in business is a matter of economiessity and security a (Olomi,
2001), the study established that there are pespteventure into BDS business
mainly for intrinsic (e.g. fulfilling their childhad dreams, exploring their
potential) and philanthropic (e.g. giving servicepeople) motives. Interestingly
no BDSP interviewed mentioned that they ventured business for economic
necessity and/or survival. The intrinsic and phit@opic motives partly explain
why some operators of BDS business are able t@pers through difficult times
and even operate at what would seem to othersl@ssaThis suggests that the
measure of success should not be generalized dmuss®ess sectors or within a
business sector, but should be person specifigatticular the measure of success
should take into consideration the provider's matin for venturing and

sustaining the business activity.

BDS Start-Up Motives influence Commitment and Strag¢gy

Start-up motives influence providers’ strategicpsse. For example, the study
revealed that those who use BDS business as apistepstone’ to other
businesses tend to work only with successful dieint addition, they do not seem
to build long-term relationship with their cliengd/or other consultants. The
‘stepping stone’ motive also seems to influencewhg they handle competition
i.e. they do not try to get clients back if thegdothem to competitors. On the
contrary, those who venture into BDS business tkenaasocial contribution are
willing to build long-term relationships with thetlients. For example, they
appear to be willing to start the market from tleeatch, willing to work even
with clients who may not be able to pay (currengyid build them up. Such
providers are even willing to occasionally giveefiservices to clients who are not
able to pay. In addition, start-up motives alsduehce commitment to the

business. For example, those who venture into ti&nbss to make social
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contribution seem to be very committed to the bessn willing to do anything
and everything to make the business succeed.

“Stepping Stone” as a Start-Up Motive

The finding adds a new dimension of ‘stepping stoidive’ to the existing small
business start-up motives. Bennett and Estrin (260@wed that informality may
be a stepping stone, enabling an entrepreneur periexent cheaply in an
uncertain environment. They argued that there amirmostances under which,
without this option, the industry would not becoastablished. They analyzed the
roles of parameters such as a minimum wage rateslamed that the existence
of financial constraints can actually encourageyeint this context. The current
study established that there are people who vemiweBDS business to attain
certain short-term objectives, namely to acquindsskf running a business and
also to accumulate seed capital to start anotheméess) and once these are
achieved they (BDS providers) wind up the busin&se inclusion of venturing
into BDS as ‘stepping stone’ to do other busineggEstions the assumption that
small businesses are started for continuity. Thep@ng stone motive’ to small
business start-up motives therefore calls for doo&- at ‘death’ of small
businesses; that is to say that death of a busteEssnot necessarily mean failure
of the business.

Sustainability of BDS is a Relative and Multi-Dimersional Concept

The study established that the meaning of sustdityalis relative to the
providers’ start-up motives and their perceptiontlué business which in turn
influences their motivation to sustain the busin&ssstainability of BDS business
is not just financial nor is it for economic suraivbut rather depends on the

fulfillment of individual service provider's motige
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Uniqueness of BDS leads to unique Bases for Sustaimlity

Perhaps more than in other business undertakinggdaising BDS business
demands keeping alive the passion, the commitmedttae motivation to do
business. The study shows that success not onlyresgpassion and commitment
for the service providers but also to sustain fhedsion and commitment over
time. The study developed a framework of relatigmshbetween different
variables in the BDS market showing how sustainaBl®S is built. The
framework can provide guidelines for a deeper ustdading of the BDS industry

and guide future research.

Sustainable BDSPs Practice Philanthropy despite tiveResource Poverty

The study shows that unlike the traditional ecorotheory that assumes that
people venture into business mainly to make pr@fiirshleifer, Glaser, &
Hirshleifer, 2005) and the small business litemtthhat shows that small-scale
entrepreneurs venture into business for econontgessity and survival (Olomi,
2002) no BDSP who was interviewed mentioned ecoooracessity or survival
as start-up motive. The study also establishedttteae are BDSPs who venture
into business for philanthropic motives. The in@uasof philanthropic motives
suggests that BDS business might not be for ‘ewsyt and certainly not for
people whose motivation is quick monetary gain. iiddally, a particular
motive for doing business may not apply acrossrnassies and so should not be

generalized.

In addition, in contrast to large organizations wehphilanthropic activities may
be more externally driven and where organizatiame from ‘plenty’ the study
established that there are BDSPs who give serticethers despite their resource

constraints (i.e. they give from ‘little’) withowxpecting to get something back
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and often going unnoticed. Therefore, corporateiaso@sponsibility (CSR)
activities by large organizations can be conceirede in terms of justice (i.e.
that large organizations are ‘giving back to sgcidecause they have ‘taken
something from society’YOn the other hand, philanthropic giving by BDSPs ca
be seen more in terms of benevolence (charitabi@gi In addition, the study
revealed that there are people who venture into B®S divine call. Such people
see their social contribution not just as moralgdilon but rather as a divine with

transcendental value.

The philanthropic and intrinsic motives emergingnir this study imply that
evaluating sustainability and performance of BD8uth not focus entirely on the
traditional economic theory of recovering costs shubuld also take into account
the provider’'s motives for venturing into and sustay the business. While it is
true that BDSPs do strive to recover their costepdrations and make profits,
this may not be the major reason why some BDSBsistAusiness. The reason
for staying in business may be personal fulfilmani/or social impact. This
finding therefore, challenges performance evalmatba business based purely
on classical economic principles. While some of #m®nomic indicators are
relevant in the context of BDS, the study showd thare are other indicators
which are not be taken into account such as thmnt satisfaction derived from
fulfilling ones’ motivation for venturing into andustaining a business activity
and the transcendental (divine) value attachedoiogdthe business which are
however important in understanding sustainabilityBDS business. The finding
also suggests that a particular measure of perfozenand/or success should not

be generalized across business sectors or eveim withbusiness sector.

According to Smith and Nystad (2006), firms areigdited to make payment in

kind for using society’s infrastructure, land, avater, plants and animals to
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generate profit. They have a duty to reimburse edgcifor the negative
externalities their activity generates. There afferent views regarding motives
for underlying philanthropic activities. Accordirig Porter and Kramer (2002),
philanthropy is increasingly being used as a forin pablic relations or
advertising, promoting a company’s image or brahdough cause-related
marketing or other high-profile sponsorships. Thege philanthropy as an
instrument to achieve the ultimate goal of proféximization by improving the

competitive context of the firm.

Other empirical studies show that large organirstiengage in philanthropic
activities for profit motives (Fry, Keim & Meiner4982). Ethical theories on the
other hand, argue that the relationship betweeméss and society is embedded
with ethical values (Smith & Nystad, 2006). Basedthis argument, firms are
morally obliged to give back to societies in whitiey exist. Thus, many
companies have a business culture that upholdsiebusiness principles
according to which CSR is perceived as a moral dityhe firm (Smith &
Nystad). For example, Ven van de and Graafland gp08xamined the
relationship between management’s view on CSR andsfactual CSR efforts
and found that moral motive which holds that CSR iworal duty of companies
towards society induces a stronger involvement 8teategic motive which holds

that CSR contributes to the financial success ettttmpany in the long run.

There are contextual and structural differencesvéen large organizations and
small firms. Small firms are less visible and mar@mnymous than large firms in
the labour and consumer market (Ven van de & Gaadfl2006). In addition, the
negative impact of small firm's business activitiese likely to be less

(particularly in the context of BDS business) congglato large organizations. So

it can be argued that large organizations are umdere pressure from the

251



stakeholders to act ethically (coercion ethics) casnpared to small firms
(voluntary ethics).

According to the shareholder theory and behaviotingbory, a company in
forming its organizational goals and decisions I(idmg philanthropic goals in
the context of the current study) take into accatlnat conflicting interests of
various stakeholder groups. The degree to whichadicplar stakeholder’s
interest is taken into account depends on its li@rgapower. In addition, while
small-scale entrepreneurs spend their personalumes® in philanthropic
activities; large organizations spend ‘anonymousgany resources’ on training
(Gagel, 2006). Consequently because philanthropativijes by small
organizations may be more internally driven comgdeelarge firms, the intrinsic
value placed on them (philanthropic activities) nis@yhigher than that placed on

large firms.

The above findings give a new dimension of philamply from the small firm
perspective -giving service to others from ‘littlenvithout expecting to get
something back and without seeking publicity; anldere giving is driven by
ones’ personal beliefs. These findings suggest Biz® philanthropy should be
separated from the common CSR practiced by bigsfiths Gibb (2005) cautions,
there is an important cultural difference betweemals and large firms which
researchers, scholars and decision - makers musirtseious of. He further notes
that even small business sector is fairly heteregas and that individual firms
are at different stages of development; and theséttor includes a diverse range

of enterprises in terms of organization, activit&@ge, motives, ownership, etc.

In addition, since some BDSPs combine both philapic motives and profit

motives, it means that variables that drive markechanism alone cannot be
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used to evaluate sustainability of BDS. That isakeation of sustainability of

BDS business should not be based purely on mekegntnciples because BDS
business is also socially driven hence should tdke into account the social
impact of the business. Thus, there is need torstatel why some small-scale
entrepreneurs have philanthropic motives; and ttetstand the concept from the
socio-cultural context within which businesses@perating.

Conventional Meaning of Business “Failure” Questioed

The philanthropic and the stepping stone motivesdding a business imply that
failure to sustain a business should not be ewadua@nd understood in the
traditional sense of business failure (failuredoaver costs) but should take into
consideration the motive for venturing into theibass activity. For example, the
‘stepping stone motive’ points to the fact that tonty may not always be an
overriding objective of all business promotéfrkese findings imply that even in
other business sectors, failure of a business dhmatl always be associated with
failure to make profit and/or ‘death’ of the bussee The findings further imply
that business labeled as ‘failed’ in other bussnesctors may not be so in the
BDS sector and vice versa. According to small bessnliterature, one of the
failure indicators of small businesses is theibihgy to survive beyond their fifth
birthdays. However, as Cressy (2006) argues theeptrof firm failure is relative

to the objectives of the entrepreneur.

Perception influences Continuity of BDS Business

Motivation to sustain the business activity appe¢arsiake the providers flexible
and proactive; ready to do anything, driven by rthoalief that it is possible to

make the business succeed; success being definedrious terms including

achieving the providers’ start-up motives. The gtedtablished that the service

provider's perception is an important factor thafluences continuity of the

253



business. The desire to sustain the business tgctiwemed to be driven by the
providers’ self - awareness and self - belief (thaan make it in this business’)
and by a positive perception of the business (ti@mbusiness has potential and so
it is worth doing and so it is worth my time). Thgpectancy theory posits that
the propensity to act in a certain way is contiigenan expectation that the act
will be followed by a certain outcome and the relatbetween that outcome and
the goals of the individual (Vroom, 1964). Knowitngpw service providers’
perception of their business influences their nadton to sustain the business
activity may have important theoretical implicaticior encouraging and
developing entrepreneurs. In this regard the stiialyings can help policy -

makers to design appropriate policy interventiardlie sector.

Identifying and filling Industry and other Context Specific Gaps is critical
for Sustainability of BDS

The studyshows that the key to building sustainable BDSbilitg to identify and
fill nine critical demand and supply side gapsha BDSmarket coupled with the
provider’s passion, commitment and motivation tetain the business activity in
a market where demand must be painstakingly aztdlover time. The gaps
include value gap, awareness gap, and quality \gdilngness to pay gap, trust
gap, appreciation gap, and ability to pay gap, c#pagap, culture gap and
perception gap. Although some of these gaps haee mentified in existing
literature e.g. unwillingness to pay for servic€agel, 2006); perception gap
(Kitching & Blackburn); lack of time (Carter et a2004), they are fragmented.

The current study has captured and organized tjgs®in a comprehensive way
in the context of BDS market showing how they demtified, their consequences
and how they are filled by service providers whocged in building sustainable
business. Additionally, the study shows that BDS#slity to identify and/or fill
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the gaps depend on their strategic respomb&eh is influenced directly by
BDSPs’ background characteristics and situationates and indirectly by the
start-up motives via BDSPs’ perception of the bess Apparently, the
relationship between BDSPs’ strategic response BID8Ps’ ability to identify
and close gaps showing how inability to identifydé&m close gaps leads to exits
has not been established in the extant literature.

Successful BDSPs strategically identify and filetgaps in the market using
client, product, price, trial and error, divers#ton strategy and simultaneous
collaboration and competition. Although strategyaasoncept has been identified
in literature, BDS market is a unique in a numbémays. For instance, the
presence of donors in the market; the way the qurafeBDS was developed and
how that is linked to the ‘culture of dependency’'tbe SE clients are unique
forces that influence the strategic response optbeiders. In addition, the links
between BDSPs’ perception and strategic responsenbabeen established in
existing literature. The study also extends thewkedge of (simultaneous
cooperation and competition (Peng & Bourne, 2008)the context of BDS

market where collaboration seems to be of infornaalire.

Some of these gaps take a different dimension énctintext of a developing
economy like Kenya. For example, unwillingness &y flor services is partly
attributed to the way BDS concept was developeat dbnors created a culture of
dependency by paying for people to access trainarg) the socio- cultural
dependency of SE clients that makes them wantetosupported/to access
services for free. Therefore, filling this gap reega one to understand the socio-
cultural disposition of people (in the context bétcurrent study why SE clients
want to get services for free). Schein (1985) asghat the culture of any group

or societal unit is the total of the collective gitared learning of that unit as it
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develops its capacity to survive in its externalimnment and to manage its own
internal affairs. One of the powers of culture mrided from the fact that it
operates as a set of assumptions that are uncasseiod taken for granted
(Schein).

In addition, unlike in other business sectors whitre gaps are clear to the
providers, this may not be so in the BDS marketckeidentifying and filling
them might be more difficult and might require maort, commitment and
patience than in other business sectors. Thuskétsttime and personal sacrifices
to invest in building personal relationship andstrwith the clients. Examples of
such gaps include value gap, perception and qugdipy The implication here is
that BDS business is not for every entrepreneud,cantainly not for those whose

motive for venturing into business is to make quikirns.

8.3 Recommendations

The findings of this study offer both theoreticaldapractical contributions for

consultants of small firms, the government, smedils entrepreneurs and
academicians. First, the study showed that ther@@ople who venture into BDS
as a ‘stepping stone to do other businesses’. fi¢clasion of the ‘stepping stone
motive’ to the small business start-up objectivediscfor a relook at small

business failure.

Second, the study showed that those who are dbyeahilanthropic motives will
persevere and sustain the business even if theindss may not be sustainable in
the traditional economic sense. The study showatthiere may be individuals or
small-scale firms engage in philanthropic actigitieut who may go unnoticed.
The study recommends that some kind of mechanigaldtbe put in place to

help identify and encourage people with philanticapotivation because they
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have a mission to impact on other people, whichicc@ontribute to poverty
reduction. Additionally these findinggustify spending public resources to

promote such ventures and/or individuals.

Third, the study showed that perception of serpic®s/iders is a major factor that
influences how they do business and whether ortht stay in business. The
study recommends that policy makers should makelibeftate effort to improve

perception regarding potential opportunities in #reall business sector. The
study further recommends that BDSPs with tiight entrepreneurial culture and
attitudes should work together to lobby for enhameet of BDS environment as

shown in figure 8.1.

More ‘BDSPs with

BDPs with right attitudes Wealth
the right _ Dedication:; SUpFl’IO” creation &
culture and [ Social ‘ Commitment; |y Sma L5 | t
itud Domain Patience; personal businesses uhemploymen
aftitudes e reduction
! \_/ sacrifice;
Philanthropic

Figure 8.1: BDSPs’ Perceptions of their Business Eironment

Figure 8.1 shows that BDSPs witight entrepreneurial culture within the wider
BDS social domain can lobby for an enhanced BDSrenment from policy
makers. In addition to a more enhanced suitable BD&onment, lobbying can
help sensitize other BDSPs witlyht entrepreneurial culture and attitudes. This
would indirectly benefit small businesses that #re consumers of BDS and

consequently help create wealth and reduce unemglioty
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Fourth, the study revealed several gaps in the Blag&et showing how they are
identified and filled. It showed that identifyingéfilling these gaps require right
entrepreneurial culture and attitudes namely; dedin, commitment,
philanthropy and patience; and that it takes time personal sacrifices to invest
in building personal relationship and trust withsthkeholders in the market. The
implication here is that sustaining BDS is not fewvery entrepreneur, and
certainly not for those whose motive for venturingp business is to make quick
monetary gains. The study established that theee BADSPs with the right
entrepreneurial cultures and attitudes in the itrgjusThe study therefore
recommends that such entrepreneurs should befiddrdand encouraged.

Fifth, the study established that in addition itsvestablished that filling some of
the gaps require collaboration among service pergi@.g. capacity gap and trust
gap while some others require the action of theistny as a whole e.g. culture
gap and quality gap among others. The study recardsthat there should be a
policy framework that can encourage and guide bolation of all stakeholders

in the industry. In addition the study recommertd® policy makers should take
a holistic view of the market that ensures thatghps are addressed at all levels.

Sixth, the study revealed the paradoxical roleafat agencies in the sector. The
study showed that the continued subsidies by dox@s®rt the market by
compromising SE clients’ willingness to pay for\sees hence make it difficult
for private BDS providers to achieve financial susability. This finding calls for

donor agencies to relook at their terms of engagémehe sector.
Finally, the study revealed that there are reguyateaknesses in the BDS sector.

The study therefore recommends that policy makieosild look into ways and

means of strengthening these regulatory weaknes$separticular, the study
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points to the need to look into possibility of mducing standards and quality
checks to protect the consumers of BDS. In additioa study points to the need
to introduce at least some minimum qualification geople who want to venture
into the industry. The study also established that governing contracts were
weak pointing to the need to enforce these lawgHerbenefit of all parties in
engaging in BDS transactions. It also emerged thatgovernment may not
understand how the sector operates. Thereforee tler need for strong
collaboration between the government sector andthal stakeholders in the
sector. The fact that some BDSPs have alreadyatedi some form of self-

regulation is a good starting point.

8.4 Limitations of the Study
The results of this study should be interpreted @mierstood within the confines
of the following limitations. First the study predmantly concentrated on
business skills development and business consyltand so the findings and
conclusions drawn may not apply to other types BSBuch ICT, Technology or
Legal. Therefore, there is limitation on the extEntvhich these results could be
generalized across all BDSPs in Kenya. In additiba,findings and conclusions
drawn here might not apply to other business secit@onsequently, a similar
study is necessary in other types of settingsdeioto validate and/or enhance the
findings of this study. Second, the BDSPs inter@dvinad had some interaction
with donor agencies which seemed to have influeticen response to the forces
in their environment; hence what have been conediptd here may not be

applicable in other contexts.
Third, the study identified and conceptualized savdemand and supply side

gaps as perceived by BDS providers. The responsddD& providers were

triangulated with those of the SE clients. Howeubeg SE clients interviewed
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were identified by the BDSPs; hence the researcoetd not control their
selection. Lastly, an in-depth analysis of SE ¢ieperspectives (demand side
gaps) was not done because their responses wet®nlyeo corroborate those of
the BDSPs who were the focus of the study. Congetplea similar other in-
depth of SE clients’ perspectives study is necgssaorder to validate and/or
enhance the findings of this study

8.5 Suggestions for Further Research
First, the study identified several supply side aedhand side gaps in the BDS
market. A baseline study could be done to establist BDSPs are, what they do
and the impact of what they (BDSPs) do. In addjtian in-depth study of the
gaps could be done to capture the perspectivdeafdnsumers of BDS and other
stake holders in the market. Second, the studyateste¢hat there are BDSPs who
venture into business for philanthropic motives agmother motives. However,
the study did not establish what kinds of BDSPs dnigeen by philanthropic
motives. Further studies could be done to establish whatlskiof BDSPs are
driven by philanthropic motives, the factors thafiience this motive and its
consequent implications in terms of overall susthility. Third, the study could
also be replicated in other settings i.e. in odeamtors and industries where small

businesses flourish in order to establish how suabdlity is built in those sectors.

Fourth, the study revealed that some BDPs ventuoehiusiness to achieve short-
term objectives and upon attainment of these adbgstthey terminate the
business; however, the study did not establish hénebr not something more
could be forth coming from continuing with such imesses. In addition, the
study did not establish the relative strength efthrious motives that emerged as
this required measuringrurther studies could be done to determine thdivela

strength of the start-up motives.
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Fifth, given the ‘stepping stone motive’, a study ventures that have been
perceived to have ‘failed’ could be done to estibWhether or not the promoters
of these so called ‘failed’ businesses did not yusid them up upon attainment of
their objectives, and also to establish whethenair a relationship does exist
between the ‘stepping stone motive’ and the dasin@ind up a business. Sixth,

the study established that there is weak collalmranormally described as

normative isomorphism) between BDSPs in the seEwmther research could be
done to explore the nature and extent of isomonplaisd the factors that drive or
hinder its development within the BDS sector. Sévefurther research could be
done to establish the influence and the strengtboofo-cultural dispositions of

customers (in particular how the so calledbuntu’ disposition) impacts on the

performance of small businesses. Finally, the sgaherated several propositions
showing how different factors in the BDS market iaterrelated gee figure 7.1

further studies could be carried out to test thearelationships.
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APPENDICES

Appendix 1: Letter of Introduction

STRATHMORE UNIVERSITY

Faculty of Commerce

P.O Box 59857, 00200 Nairobi, Kenya
Telephone; 254-606155

Date: January 2008

Dear Sir/Madam,
Ref: Request to Participate in My PhD Research

My names are Hellen Otieno. | am a PhD student tett8nore University

conducting research on how BDS Providers build @ngble business: Empirical
Evidence from Kenya. | would like to kindly requesiu to participate in my
research. The research will be conducted throughingerview process. A

minimum of about three to four interviews are estied for this study. | am
therefore kindly asking you to spare some timeadutour busy schedule for the
interviews. The information obtained will be tredhteith utmost confidentially

while results will be used for academic purpose/odpon request the findings of
the research will be availed to you.

Thanking you in advance for your co-operation.

Yours Sincerely

Hellen Otieno
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Appendix 2: Incidents from the Open Coding Process
The following were the incidents from open codimgqgess:

1. I wanted to give service to small-scale entrepresjeu

2. | wanted to have financial independence as well;

3. lrealized | was making so much money for my em@teo | decided to
make that money for myself;

4. | realized | had a lot of potential that | couldtmealize in a structured

organization;

5. | had risen so fast at in the company where | wapleyed and so |
realized | could not move further up the ladder;

6. We realized there was a lot of poverty in Westeamya so we wanted to
make a difference in these people’s lives; we wambecontribute to
poverty reduction in the region.

7. |together with some of my colleagues who sharedstime vision decided
to come together and give BDS trial;

8. Having worked on a project with a donor agency gaus an insider
information;

9. We saw a market opportunity and so we respondégd to

10.1 wanted to use BDS to enable gain skills of rugnanbusiness in the
future;

11.Starting my business gave me an opportunity toillfutiy childhood
dreams;

12.1 wanted to do something different;

13.1 wanted to explore;

14.1 was encouraged by positive feedback from clients

15.1 wanted to learn the skills of doing business;

16. | did not like the way things were managed at myrfer work place so |
decided to move out and start my own consultancy;

17.1 got tired of working at a micro-finance institoni;

18.1 thought doing BDS could give me an opportunityniake a contribution
to the world by using Christian approach to bussnes

19.The business was like a divine call from God; lutjat that God wanted
me to do something different

20.We decided to start small because we were not whsther we would
succeed;

21.1 used word of mouth advertising;

22.1 decided to concentrate on HR issues which arstmength;

23.We got a donor to partner with and this enabledousharge very low
prices temporarily;
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24.We charged very low price initially to give entrepeurs time to
experience the products;

25.We did not want to carry everybody;

26. | decided to focus on the women clients;

27.1 decided to focus on specific clientele;

28. 1 work with successful client only;

29.When | started, | thought | was going to use sommy networks | had
formed while still working at my former work plate get business but
this did not work;

30.We entered into market relationship with our clgnt

31.Initially we were offering all kinds of services,

32.We did market survey to identify clients throughh#éxtions and
workshops,

33.Intangible nature of BDS makes it very difficultgell;

34.1 came to realize that compulsory services like piting tax returns are
easier to sell compared to non compulsory services;

35.BDS is a long-term process and so success cannw itothe short- term;

36.Some BDSPs are forced to sell BDS as a packagei$esingle services
are more expensive hence more difficult to sell;

37.When we started BDS was a new concept

38.Most small-scale entrepreneurs’ are unwilling tg fua services;

39. Many SE entrepreneurs think they know how to rusiress;

40.Most SE clients do not appreciate of professionglis

41.Most SE clients like to do things ‘kienyeji’;

42.The kind of clients we are dealing with are vergsseve to prices;

43. Some SE entrepreneurs do not appreciate BDS;

44.Some SE entrepreneurs are facing serious resoanstraints and so are
unable to pay for services;

45.Some SE entrepreneurs lack of awareness abouettedits of BDS;

46.Many SE clients have developed a culture of wantinget services for
free;

47.The culture of wanting free things is partly Afnrca

48.Some of these SE clients think somebody is resptensior their
existence;

49.When you train SMEs through a large organization goe much better
off because it will be the large organization pgyyou and not the
SMEs

50.0ur officers live among the farmers hence we are &b keep close
contact with our clients;

51. Staying close to our clients has enabled us to #ng@awith our clients;

52.We have made our clients to have a sense of owipdarsthe process;
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53.We have built mutual relationship with our clients;

54.1 visit my clients regularly;

55.1 get regular feedback from my clients;

56.Through talking regularly to clients | have comekimow what the real
needs of my clients;

57.1 have attended many capacity building workshopd @mough these |
have come into contact with many potential clients,

58.Interacting with many small scale entrepreneursrhade me appreciate
what they want;

59.We try to manage the market relationship well;

60.We have formed a business club and this has gisepportunity to meet
and share the views of our clients;

61.1 get feedback from my clients after every assignine

62.1 have an interactive website through which | kemmtact with my
clients;

63.1 talk with my clients regularly;

64.This is Kenya where nobody trusts anybody;

65.Cheating is there; | know people who have been ednih have been
coned,

66. The presence of quark consultants is spoilingrtege of the industry;

67.There is need to build trust in the industry;

68.1 don't know what other consultants do so | am MVeegitant to enter into
any kind of contract with anybody;

69.1 have done work for clients and fellow consultamtso defaulted in
paying me;

70.1 cannot join alliance because | do not know thalityiof their work

71.The clients need to see value for them to be wiltmpay;

72.Satisfying customers is what keeps us going;

73.1 try to make tailor made services to suit the seafdmy clients;

74.There is need for consistency in services, cliersd to be assured of
services tomorrow;

75.0ur clients are happy;

76.BDSPs need to add value to the their clients;

77.We try to give quality products;

78.We are making a positive impact for our clients,

79.We have made a real change to clients who are sewed of market and
at the same time getting higher prices for theadpice;

80.Some BDSPs offer standardized services that daact value to the
clients;

81.We used those whom we had trained as show case;

82.When | started | was very confident that | was gdimsucceed;
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83.We realized there was opportunity to make monewsadecided to bid
for the job;

84.You need perseverance- there are times | havey teadin struggling;

85.When | started the business | thought | knew jt all

86.When we started we did not know we would succesck bf confidence;

87.1 told my partner let us try and see, if we succeedcontinue if not we
move to something else;

88.BDS is long-term so one has got to be patient;

89.1 know I am going to succeed;

90. Am very passionate about what am doing;

91.We were not sure whether we would succeed butngighartner let us try
and see;

92. To succeed you have got to be innovative;

93. For you to succeed you need to have the soft skills

94.We have registered another business as a precaaigamnst any
eventuality

95.To me the business has potential;

96.BDS has no potential; | have never seen BDS succedess one is
dealing with large companies;

97.1 know a time is going to come when | will not haweestruggle like this;

98.1 know | am going to succeed; now is time for sogyia time for
harvesting is going to come;

99.For you to succeed in this business; you needaly at it and nurture the
process;

100. | feel bad when | see a client doing so well ykhow | can do better
than him or her, it makes me wonder what am dain@pe business;

101. Sometimes you wish you had a mentor then you wautdd some of
the expensive mistakes;

102. | am able to cover all business expenses and ewakingn some
savings

103. Somebody needs to underwrite some of the initiatscof investing in
BDS market;

104. | realized that my assumptions about the markeéweong;

105. We have made some positive impact;

106. Many people still do not understand the benefitBDS;

107. I want to make money quickly so that | can move &erious business

108. My boss allowed me to make certain decisions apg@ted whatever
decisions | made;

109. Working under a democratic boss enabled me to dpwanfidence;

110. The nature of my job enabled me to attend manysssuand seminars
and through these | met and interacted with maylee
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111.
112.

113.

114.
115.

116.

117.
118.
119.
120.

121.
122.

123.

124.

125.

126.
127.

128.

129.
130.

131.

132.
133.
134.
135.

| formed a network of potential clients and assesa

| was working as clients’ manager and this enabtedo interact with
many people;

| learnt the group dynamics at a micro-finance oigation;

| ventured into the market with corporate mentality

| would go out look for job but never made any dell ups because |
thought they are the ones who needed my serviaesehghould look
for me;

In an attempt to encourage entrepreneurs to use &W®rs paid
everything to the entrepreneurs to access traimmbythis has made SE
unwilling to pay for services;

The presence of donors perpetuates the attitudenwfllingness to
pay;

Some donors still give support to small-scaleeprgneurs;

Some donors are slowly beginning to exit the market

Some BDSPs have also benefited from donors by dittgrirainings
sponsored by donor agencies;

Some BDSPs launched their programmes with dongrastip

| have discovered what many providers do- they rieye on donor
support;

For as long as donors are in the market small-seatieepreneurs do
not see why they should pay for services when tasyget them for
free;

The hand of the government is very far away fromgéctor;

| do not see the government doing anything unlessething drastic
happens;

The government ought to regulate the sector;

There is need for self regulation to complementtwha government
is doing;

There is need for some kind of advocacy to pushBBS& agenda
forward,

Some providers are speaking ‘above the clients’

BDS is an elitist kind of service, there is need pooviders to come
down to the level of their clients;

| have no problem getting work, in fact | alwayvé&anore work than
| can handle;

There is weak enforcement of contracts;

The government is doing very little;

The government does not even understand the sector;

| am not aware of what the government is doing uppsrt BDS
sector;
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136.
137.

138.
139.
140.
141.
142.
143.
144.
145.
146.
147.

148.
149.

150.
151.

152.
153.

154.

155.
156.

157.

158.

159.

| don’t think the government is doing anything;

The government needs to have a policy that encearagtrepreneurs
to start growth oriented business;

After working in the organization for six yearshiought | had gained
enough experience;

When | started this business | made many stupidakes because
there was no one to learn from;

The mistakes | made opened my eyes;

Through work experience | gained the soft skills;

| wanted to acquire the skills of running a busmes

| wanted to put into practice the group dynamidlskhat | acquired
while working at a micro-finance organization;

After working for so many years in the banking istty | began to ask
myself what else | could do;

There are cases of cheating. | have been conneédple whom | bid
together but later | realized they have gone bemydack and taken
the job alone;

Sometimes other consultants price undercut you;

The issue of ‘quark consultants is real, lack ofutation means
anybody can venture into provision of BDS;

Some providers are compromising standards;

Because there are no standards some providerseclawgprice but
compromise quality;

There is weak legislative framework,

There is need to have some kind of professional i&d lawyers or
accountants in the sector to govern how people wdrilisiness;
There is need for self regulation;

There is need for some kind of certification to wdto ventures into
the market,

Certification and standards would protect clientsd agenuine
providers;

The moment anybody can venture into this market;

The presence of quark consultants are spoilingntiage of the entire
industry;

We started to focus on the youths because we egiliere was unmet
demand there;

| have trained SMEs through large organizations sut¢h large
organizations are very few and there is stiff cottipa for such

| realized that my strategy could not work so | hadchange my
strategy
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160.

161.
162.

163.
164.

165.

166.
167.

168.

169.
170.
171.

172.
173.
174.
175.
176.
177.
178.
179.

180.
181.
182.
183.

184.
185.
186.
187.

188.

| realized that the networks | had formed while kiog at ABC
Motors could not give me work so | had to form nastworks;

| had to build a market from the scratch- the woraettepreneurs

We realized that we had carried everybody so wetbathange our
strategy

There was no commitment on the part of the othenpes;

| feel bad when | see a client doing so well ykhdw | can do better
than him or her, it makes me wonder what am daine business

| have a big social heart, | get a lot of boost wh@am impacting on
someone;

| wanted to use BDS to enable acquire skills t@ther businesses

| would say we were lucky because we were luckyabse we had
insider information;

| wanted to make a social contribution but to haueancial
independence as well

My husband and the family supported me

We offer variety of products

| use a pool of existing associates sometimes taageb or when |
have too much work that | cannot handle;

We used those entrepreneurs whom we had traingltoas case;

We were able to build mutual relationship with clients;

We now have few but serious clients;

| know the few clients who use my services will et me’;

| decided to build a niche market from the scratch;

Some providers sell what they have not what clierast;

BDS is long term and so you must nurture the pces

When | started, | knew the returns were not gosngame quickly so |
am prepared to walit;

| know clients who have been coned;

| have been coned before, so the issue of cheistiregl;

| am able to cover my all my operation costs and s®mething;

| am saving a large portion of the profits becalseant to start a
serious business in the future;

We have registered another business as a precaagamst any
eventuality;

We set preconditions for managing the relationship;

If it were for money | would have closed shop agadime;

There is need to build synergies in the sectonetlage certain things
you cannot do alone;

We have started the process of self regulationl @mal the chairperson
of the steering committee;
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189.

190.
191.

192.
193.
194.

195.

196.
197.

198.

199.

200.

201.
202.
203.
204.
205.
206.

207.
208.
2009.
210.
211.
212.
213.
214.
215.
216.

There is a body that has been initiated to staet pihocess of
collaboration and | have facilitated one of the kabrops;

| do not know of any kind of association in theustty;

| get a lot of satisfaction in doing the busindbss is where my energy
comes from;

Satisfying customers is what keeps us going;

We have generated a lot of interests in entreprsneu

There is need to know clients real needs as opptsquroviders’
assumed needs; some consultants are trying tavlsatithey have, that
is why they cannot make it;

| am a member of the association that is comingwiih self
regulation.

| attend as many capacity building workshops asiptes

| am not a member of any of the association — ltdeven know that
one exists

When | realized that my initial strategy could maark, | decided to
try everything and anything and if it does not wadriky something
else flexible and proactive

We did not want to carry everybody- we wanted touf on the
missing middle;

When we started we realized we had carried evesylsodve decided
to reduce the number so we raised fees to remdinvaith serious
members

To me BDS has no potential;

We are making a positive impact and our clientshaigpy,

BDS is a long term process success cannot conie ishiort term,
BDS is long term so one has got to be patient

You need perseverance- there are times | havey teadin struggling;
The mistake some people make is that they wantrdav drom the
business too early;

For the business to feed you, you must feed it firs

To me BDS has potential;

| do not let anything come between me and my bgsine

| give the business the highest possible standard;

The government is doing very little;

The government does not even understand it

| am not aware of what the government is doingufgpsrt BDS sector
| don’t think the government is doing anything;

| do not know who paid for us to be trained or howch was paid;

| did not know about the existence of this orgatian before, | was
introduced by a friend;
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218.

219.
220.

221.

222.

223.

224,

225.
226.

227.

228.

229.

230.

231.
232.

233.

234.

235.

236.

237.

| came to realize after being trained that was'¢émemy of my own
business’;

| did not pay for the training that | attended dndio not know who
paid;

We did not have information about these training®ite;

| do appreciate the training very much, beforetéraded the training |
did not know that | was the enemy of my business;

| value training because | know that even though gan do business
without training, you cannot do it better than sbogy who has been
trained;

Actually doing business without training is like alking without
eyes’, like a blind person who does not know wherer she is going;
| like the way the training was conducted in phass®ry time you
were attending a particular module it was like adkiof refresher
course;

| learnt many things that | did not know about thusiness before;

| value professionalism;

| would certainly recommend the training to a fdeto get these
services; training is good, it broads people’ eyed prepares you for
what you can meet in the future;

Training prepares you for challenges which you et in the future;
| think BDS is important because even if your basmis doing well, it
will give you opportunity to expand your business;

Training is important because new things are coramegvery day and
S0 you need to update your skills

| would have been willing to pay for the servicéshey were being
sold in the market.

We were not paying for services ourselves,

The training was sponsored by some NGOs; howevenquld have
been willing to pay for them if they were beingdol the market.
Now am willing to pay for the services because |making enough
money; before | was not able to pay;

| would be willing to pay for the services but iegkends on how
reasonable the prices are

At the moment | have no problem paying, | am nowkiag money in
millions, before | was banking in thousands andd Hifficulty paying
for the services;

| would have no problem paying because | know the=w®ices are
very important;

| had no problem paying then because my businessdeag well
then;

309



238.

239.

240.

241.
242.

243.

244,

245.

246.

247.

248.
249.

250.

251.

252.
253.

Now | cannot pay for the services because my basirgenot doing as
well as it was doing before;

| had problems paying for the services then, ties fharged then was
a bit too high and | was not making that kind ofnay.

| was very happy with the services | received andliat reason | can
recommend someone;

The training met my expectations;

| was very happy with training especially becaussame at intervals
and that acted like a refresher course for me.

The training did not meet my expectations; | thinkent in with a
broad expectation but the training was too focused,;

The training was too shallow for me, it would haween good for
beginners;

The training added value to my business; then | mvaking money in
thousands now | am making money in millions; thening added a
lot of value,

| would say the training moved my business frormp@i to point B,
without it | would still be where | was;

The training made a big improvement in my businesgause | did
not have any knowledge of finance, | did not knoawhto keep
records; | was wasting so much money without readizthe training
added value because | learnt new things;

After attending the training | was able to expandbusiness;

After the training | was able to save the proceetisch | was not
doing before;

The quality of life of my household has improveddgse my business
started to do well.

| know about groups that have been conned; ouriras a victim; we
paid somebody to train our staff, he did not comdbe training and
did not refund us the money.

Trust is a big issue in the industry;

We trusted them because there is no day they cheate
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