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How do intergovernmental organizations embed themselves 

in global value chains: A case study of Gavi 

Melodena Stephens, Immanuel Azaad Moonesar 

A B S T R A C T 

Objective: The article’s objective is to understand how non-MNE actors in the global arena, like intergovern-

mental organizations (IGOs) embed themselves in the global value chain by using their strong ties to states. 

Research Design & Methods: For this study, a qualitative methodology approach investigates an underex-

plored area of research using a single case study, GAVI, that utilizes thick data. 

Findings: The paper contributes to our understanding of IGOs and how they internationalize. New motives are 

identified, and the concept of soft power has been extended to IGOs. 

Implications & Recommendations: IGOs in the humanitarian or developmental sector use soft power strate-

gies to embed themselves in the global value chain. The paper’s implications are for policymakers and practi-

tioners in the third sector, including those who invested interest at state-represented foreign direct invest-

ment. Future studies can look at how networks are leveraged, spillover occurs from a personal level to an 

institutional level, and vice-versa combining diplomacy, bargaining, and legitimacy. 

Contribution & Value Added: The study highlights new areas of research like that of soft power. The current 

internationalization models of SMEs and MNEs may not neatly fit in the context of IGOs (which are born 

global). We reiterate that existing IB theories need to be applied to other state actors like sovereign wealth 

funds and non-governmental organizations. The above case study, a detailed historical analysis using thick 

data, is a methodology not often published. 

Article type: research article 

Keywords: Global value chain, soft power, legitimacy, strategic seeking FDI, GAVI, Global factory 
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INTRODUCTION 

The ‘global factory’ is a concept introduced by Peter Buckley (Buckley, 2004). He argues that globaliza-

tion has led to multinational enterprises (MNEs) using the global arena to distribute their business in 

such a way to ensure maximum profits (Buckley,2009a). While much of international business (IB) us-

ing the concept of global value chains in regards to the private sector, nations, and non-profits also use 

this concept. The earliest example is the Dutch East India Company (VOC), founded in 1602, and the 

English East India Company (EIC), founded in 1600. These organizations moved from private initiatives 

to institutional state-funded organizations, to later Company-State (Weststeijin, 2014), with VOC being 

the first to be listed on a stock market. Other state-funded global firms are state-owned enterprises 

(SOEs) or sovereign wealth funds (SWFs). 

However, intergovernmental organizations (IGOs) are a neglected category in IB literature (Milner, 

1999) and often clubbed with non-government organizations, which may not all be international. The 

number of institutions of 7658influence foreign direct investment (FDI) (Union of International Associ-

ations [UIA], 2018) or trade (Ingram et al., 2005). Research finds that IGOs impact member countries 
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more than non-member countries (at least in trade) through a relationship of direct exercise of organi-

zational and bureaucratic control, often through NGOs and MNCs (Ingram et al., 2005). This research 

categoryfalls into the area of an “institutional abyss,” with most studies focusing on the World Trade 

Organisation and International Monetary Fund (Alacer & Ingram, 2013, p. 1056). IGOs tend to signal re-

lational governance and overcome trade distance through transactional costs (Alcacer & Ingram, 2013; 

Ingram et al., 2005). Suddaby (2010) finds part of the challenge is that institutional theory may not be 

enough to explain how NGOs operate. The theory needs to be refocused “to explore more fully the inter-

pretive capacities of organizations and consider closely the possibility that organizations are much more 

sophisticated managers of symbolic resources than organizational theory presently admits to” (p. 18). 

IGOs are an outcome of economic and political factors globally and nationally (Lee, 2010). Teegen 

et al. (2004) highlight the importance of non-governmental organizations (making no distinction be-

tween them and IGOs) in value creation and governance from the lens of institutional theory and the 

bargaining model. However, they state there are similarities with MNEs, especially if you look at the 

purpose as “value creation and distribution,” where profits are just one outcome (Teegen et al., 2004, 

p. 476). The value IGOs create maybe debatable. Moore et al. (2019), in their study of IGOs, looked at 

272 country-year panel observations across 68 countries from 2000 to 2011 and found that IGOs pro-

mote formal entrepreneurship but hindered informal entrepreneurship in the least developed coun-

tries, irrespective of the type of IGO (social, political, or economic). Shenkar (2004) and Teegen et al. 

(2004) call for more research in this area and encourage a revisit of theories like that of ownership, 

location, and internalization factors (OLI) (Dunning 1988, 2001), to see its relevance in international 

business, primarily as they operate as multinationals. 

IGOs are global by membership. IGOs strongly influence member state economic policies, including 

FDI and knowledge flows (Jandhyala, & Phene, 2015). Contrary to the perceptions that IGOs are neu-

tral, there is the field of thought that IGOs are vehicles of states used to mold the global system 

(Mearsheimer, 1995). This was reinforced in the study of IGOs working for peace, where the authors 

concluded, “The contribution of IGOs to peace depends not so much on forging common bonds or on 

converting international anarchy as it does on creating conditions that encourage effective interstate 

bargaining” (Boehmer et al. 2004, p. 28). This paper aims to understand how other influential actors 

in the global arena like IGOs embed themselves in the global value chain to using their strong ties to 

states (Moore et al., 2019). The paper will look at existing theories on motives, strategic seeking FDI, 

legitimacy, and soft power concerning how IGOs embed themselves in the global value chain. Soft 

power is a relatively unexplored concept in IB literature. 

The paper’s structure is as follows: first, we will recap the current research on IGOs. This will be 

followed by a brief introduction to the literature on strategic asset-seeking FDI, networking, soft 

power, and legitimacy, areas that IGO literature does not fully explore from a global supply chain per-

spective. Then the methodology will be discussed, and the case analyzed. Using thick data (qualitative/ 

case-rich), we will open a “black box” of how and why IGOs internationalize (Doz, 2011). Finally, a 

conceptual model will be presented, followed by a brief discussion. 

LITERATURE REVIEW 

Internationalizations of IGOs 

IGO are entities created by treaty, involving two or more nation-states to work in good faith, on issues of 

common interest, and subject to international law. Often, they consist of memberships of states.IGOs 

are significant actors in the diplomatic arena, providing ties that more formal diplomatic missions may 

not be able to create (Vabulas & Snidal, 2013). IGOs are embedded into the global value chain. The de-

velopment of strategic location bases is often attributed to IGO-IGO linkages (Ingram et al., 2005).It is 

estimated that trade between countries increases by 58%, doubling the strength of IGO connections be-

tween the nations, and increasing economic effect for social/cultural IGOs to 24% to 80% (Alacer & In-

gram, 2013; Ingram et al. 2005). This may appear to be preconditioned by the salience of the field of 

activity of the IGO, or the degree of similarity between two actors (Lorrain & White, 1971). 



How do intergovernmental organizations embed themselves in global value chains: A case study | 9

 

 

Motives of IGOs 

Some work on IGOs and motives exists depending on purpose, membership, or logic of behavior (see 

Table 1). 

Table 1. Motives of IGOs 

Classification Categories Author 

Purpose (1) general-purpose (2) military, (3) economic or (4) social/cultural. Jackson (2006) 

Membership 

(1) universal – allows membership from all nations like the UN 

(2) international, across countries and continents like ASEAN 

(3) regional, across countries in the same continent like EU and  

(4) purpose defined (single purpose or multi-purpose), can be selective 

in membership, like NATO and OPEC. 

Hough et al. (2010) 

Logic of behaviour 

(1) Functional IGOs focussing on pragmatic legitimacy (immediate tar-

get audience’s self-interest – donor states). 

(2) Normative IGOs focus on moral legitimacy (broader societal welfare 

of the community over donors). 

Suchman (1995) 

Source: own study. 

In terms of purpose, IGOs maybe exclusive. The fact that many more prosperous states belong to 

IGOs (e.g., Beckfield, 2003) maybe in line with the Demographic-Structural theory that highlights the 

oversupply of elites (and elites’ aspirants), leading to the creation of vehicles for the maintenance of 

status and wealth (Goldstone, 1991; Turchin & Nefedov, 2009). Membership is restricted to ensure 

compliance with institutional rules (Koremenos et al., 2001). This may lead to a perception that IGOs 

may act like cartels and control the prices of world commodities (Haynes et al., 2017). Surprisingly little 

research exists in the field of IGOs in the arena of international business, though they influence non-

member states and can benefit member states. 

In IB literature, strategic asset-seeking FDI is crucial for internationalization tocreate or gain access 

to resources and capabilities complementing the existing core competencies (Dunning, 1993; Dunning & 

Lundan, 2008). It is used as a strategy to manage assets and resources via (1) leveraging or augmenting 

existing assets (e.g., Meyer et al., 2009; Narula, 2006; Narula& Dunning, 2000;Narula & Zanfei, 2004);or 

asset exploration (Meyer, 2015) or accumulating new strategic assets (e.g., Narula, 2006).This maybe 

upstream or downstream (Pananond, 2015), which gives a strategic competitive advantage. But the chal-

lenge in applying this concept to IGOs is highlighted by the central premise of strategic seeking FDI. Dun-

ning believes that “a firm’s ability to benefit from such activities must be related to the assets which it 

possesses before the act of internalization” (Dunning, 2001, p. 175), which limits its application to IGOs 

as they are not investing in either horizontal or vertical FDI in the conventional meaning of the terms, as 

they do not create subsidiaries and often do not exploit markets in the terms with which we refer to 

MNEs. In one of the few studies that exist, an IGO contributed to local, national innovation by leveraging 

external knowledge (Jandhayala & Phene, 2015). Hence this is an area for further research. 

Networks: Sources of Legitimacy and Soft Power 

The global factory presupposes global differentiated networks (Buckley 2009a, 2009b). In these net-

works, the state often becomes an active partner (Gereffi & Korzeniewicz, 1994). It will lobby for trade, 

help build capabilities, give access to resources, or protect at an incentivized rate, making the organi-

zation more competitive in the global marketplace. Many well-known IGOs are strategically based in 

Washington, New York, Geneva, or Brussels, so location matters. However, they do not directly get 

involved in manufacturing but can facilitate it. Since they can attract enormous resources and reallo-

cate them – this is significant. For example, the three largest IGOs are the United Nations (UN), the 

World Trade Organization (WTO), and the North Atlantic Treaty Organization (NATO) (See Table 2). 

IMF, which has its HQ in Washington, and 189 members, gives loans at reduced interest rates to mem-

ber countries and for 2018 had a budget of US dollars 1,104 million (majority for personnel) and gave 

US dollars 91 billion to four countries and US dollars 2.4 billion to low-income countries (IMF, 
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2018).World Bank has 189 member countries, and in the financial year, 2017-18 committed US Dollar 

67 billion in financing, investments, and guarantees. WB works through other organizations like The 

International Bank for Reconstruction and Development (IBRD) and the International Development 

Association (IDA). There is little research available on the global networks of IGOs – donors, affiliated 

organizations, or locational choices that affect how they impact, influence, or do international business 

of money management, investments, human resources management, or its impact on GDP. 

Table 2. Funding of the Three Largest IGOs and IMF and WB since its inception 

Organisation Creation Members 2018 Budget (€ million) Mission Headquarters 

UN 1945 193 2 295 Peace & Security New York 

WTO 1995 164 173.5 Trade Geneva 

NATO 1949 29 1 546.5 Defence Brussels 

Source: European Parliament (2020). 

In the country-of-origin studies in IB, we see the impact of the country’s reputation; however, for 

IGOs, legitimacy is more critical(Deephouse & Carter, 2005) as it is considered a capital asset of the 

state (Gallarotti, 1989). Buckley (2009a) mentions that the global factory strategy is designed to 

achieve global legitimacy but does not give details on the process discussed above. IGOs have to 

achieve legitimacy as an entity, and they gain legitimacy from their donor countries, which gives them 

influence in markets that they work in or with. As in WB or IMF, the recipient countries are at a lower 

economic status than funding countries. In some cases like NATO, funding members will take decisions 

that will also impact countries not aligned to their interests. This concept is in line with the quality of 

hard power – the ability to coerce another country to do what is in its interest. 

Most IGOs work with soft power – the ability to influence other courtiers to do what is in their 

interest (Nye 1990, 2009), which is tied to legitimacy (Nye, 2008). This concept of soft power is rela-

tively new in IB theory. GOs are exposed to (1) their domestic political arena, (2) the national political 

arenas of recipient economies, and (3) the international public policy arena-making (Behrendt, 2009). 

In addition, (4) the third sector political arena and (5) the impact policy arena. There is a need to focus 

on building legitimacy as an asset through the role of soft power. 

In conclusion, the literature on the internationalization of IGOs is scarce. Therefore, there is a need 

to understand how motives like strategic seeking FDI with few case examples are needed. 

RESEARCH METHODOLOGY 

A qualitative methodology to work in an underexplored area of research (Birkinshaw et al., 2011) using 

a single case study (Bourdieu 1990; and Grant, 2003).The case study is Gavi, the Global Alliance for 

Vaccines and Immunization, a Switzerland-based IGO, was chosen for analysis. The case had access to 

thick data and a history of global expansion (Eisenhardt & Graebner, 2007; Yin, 1994). The detailed 

case data came from a historical analysis (see Stephens Balakrishnan & Moonesar, 2011; Stephens 

Balakrishnan, 2016). Gavi, the Vaccine Alliance, was documented from 1998-2018 through interviews 

and secondary research (See Table 3). 

Research Methods 

The process used for analysis is a meta-synthesis, which is defined as an “exploratory, inductive re-

search design to synthesize primary qualitative case studies to make contributions beyond those 

achieved in the original studies” (Hoon, 2013, p. 523). The data analysis units are (1) motives and (2) 

networks for legitimacy and soft power. These were cross-referenced with the theoretical perspectives 

highlighted above. The original case was written using multiple perspectives, triangulated with sec-

ondary data, and the sequence and context verified internally for fact-checking. Since the phenomena 

are dynamic, the cases were updated using secondary research (Corbin & Strauss, 2008). The case was 

then individually analyzed using the theoretical paradigms, then compared against each other for sim-

ilarity and differences (Corbin & Strauss, 2008). Below is a brief description of the case, looking at 



How do intergovernmental organizations embed themselves in global value chains: A case study | 11

 

origins, locations, market, resources, arena, employees, focus areas, competencies, rent, industry, 

growth, and governance (Table 4). The membership is representative yet selective. Finally, the over-

arching theoretical framework is presented. 

Table 3. Data Sources for Case Analysis: Gavi (2000-2020) 

Analysis Gavi, the Vaccine Alliance 

Secondary Sources referenced (not including 

those that were reviewed but not used in the 

development of the case) 

141 secondary sources (articles, the internal document, annual re-

views, partner reviews) and multiple websites of alliance mem-

bers. 

Interviews and data verification contacts 

(function & level) 

Interviews and data verification (Senior Manager, Resource Mobi-

lization & Private Sector Partnerships; Analysts (monitoring &con-

sultation); &Communication team; expert in Epidemiology, Infec-

tious Diseases and Oncology working with INFUSE; Head, Strategic 

Innovation – Resource Mobilization, Private Sector Partnerships, 

& INFUSE, and Gavi’s external consultant). 

Published Cases Gavi, the Vaccine Alliance: Saving Lives One Vaccine at a Time (53 

pages) + Gavi, the Vaccine Alliance: reshaping the vaccine market 

(7 pages). 

Source: own study. 

Table 4. A brief synopsis of Gavi, the Vaccine Alliance 2000-20181 

Facts Gavi, The Vaccine Alliance 
Origins USA: Initiative by the Bill & Melinda Gates Foundation (BMGF). 
Employees 450 + 
Locations Headquarters: Geneva Switzerland, with an officeinWashington DC; Innovative finance admin-

istered by World Bank (USA) through IFFIm (UK). Anchor Founding member is BMGF (USA). 

R&D: dynamic – based on need and qualified applicants. 

Locations – coordination in the group with partners and through their offices across all Gavi 

eligible countries. 

Markets of Manufacturing: 5 vaccine manufacturers in 2001; by 2017, 17 vaccine manufactur-

ers of which 11 are based in Africa, Asia, and Latin America. [Based on tenders administered by 

UNICEF (Switzerland), pre-qualified by World Health Organisation (WHO) (Switzerland)] 
Market Global Markets of Impact as of 2017: direct impact: over 690 million children vaccinated and 

over 10 million deaths averted. Countries of impact: 77 countries carry out nearly 400 vaccine 

introductions and campaigns at the end of 2017, prices of vaccines reduced. 
Resources Markets of Funding as of 2017: Two funding streams- direct contributions (76%) and innova-

tive finance (24%), funding more than 90 million vaccine doses through global stockpiles at the 

end of 2017 

European Commission and 21 donor governments:Australia, Canada, China, France, Germany, 

Ireland, Italy, Japan, the Kingdom of Saudi Arabia, Luxembourg, the Netherlands, Norway, the 

Principality of Monaco, the Republic of Korea, the State of Qatar, the Sultanate of Oman, 

Spain, South Africa, Sweden, the United Kingdom and the United States of America. Contribu-

tions from India, the Republic of Korea, and the United Arab Emirates were renewed during 

the year. 

Foundations, organizations: Alwaleed Philanthropies, Bill & Melinda Gates Foundation, His 

Highness Sheikh Mohammed bin Zayed Al Nahyan, OPEC Fund for International Development 

(OFID), Absolute Return for Kids, Anglo American plc, The Children’s Investment Fund Founda-

tion (UK), China Merchants Group, Comic Relief, ELMA Vaccines, and Immunization Founda-

tion, Girl Effect, International Federation of Pharmaceutical Wholesalers (IFPW), Gulf Youth 

Alliance, “la Caixa” Foundation, LDS Charities, Lions Clubs International Foundation (LCIF) 

Corporations: Deutsche Post DHL, JP Morgan, Majid Al Futtaim, Orange, Philips, Unilever, UPS, 

Vodafone 

Gavi works with Bill & Melinda Gates Foundation, International Finance Facility for Immuniza-

tion (IFFIm), UNICEF, WHO, Pfizer, GSK, Merck,AMC, PAHO, World Bank, civil societyorganiza-

tions. There are 60 partners in the partners’ engagement framework. 

                                                                 
1 The Gavi Alliance by the World Bank Group. Retrieved from: https://documents1.worldbank.org/curated/zh/9288714681 

97087690/pdf/The-World-Bank-s-partnership-with-the-GAVI-alliance.pdf 
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Rent Total Funding from 2000-2017: USD 15.4 billion 

Through legitimacy, Gavi is able to acquire innovative financing (24%): 

(1) Advanced Market Commitment (AMC) – USD 1.5 billion [Governments of Italy, UK, Can-

ada, Russian Federation &Norway and B&MGF] 

(2) Matching Fund – USD 87 (Includes INFUSE which is supported by the Governments of 

Canada and the United Arab Emirates with USD 21 million) 

(3) Vaccine Bonds/Social Bonds (IFFIm) – since 2006, using USD 6.5 billion in sovereign 

pledges and to front-load vaccine delivery to the tune of USD 2.6 billion. Loan buydown for 

Sahel region with Gavi, the Bill & Melinda Gates Foundation and the French Development 

Agency- since 2016, pooled €100million. 
In addition, to direct funding & contributions (76%). Advocacy helps get vaccines on the agenda. 
Impact: USD100 billion in terms of economic benefit of vaccinations. 

Industry Co-opetition: UNICEF itself represents 40% of the global volume, Gavi is 50% of this procure-

ment & increased supply base from 5 manufacturers to 13 (2010) with 7 in developing coun-

tries. Gavi countries represent 60% of the world birth cohort. 
Growth Phase 1- (1999-2005) 

Protoboard creates GAVI, GAVI Board meets, Vaccine Fund is created, GAVI Alliance Secre-

tariat formed and funded by Bill & Melinda Gates Foundation who make the preliminary 

grant. 

GAVI Alliance and Vaccine Fund are officially “launched” Vaccine Fund create Executive 

Committee Gates Foundation, UK and other private foundations contribute. 

Vaccine Fund hires management staff Denmark, the Netherlands, Norway, Sweden, the US 

make initial contributions to Injection Safety (INS) window is introduced. 

Decision made to merge GAVI Alliance Secretariat and Vaccine Fund management. New 

GAVI Executive Secretary appointed, effective 2005. 

 

Phase 2- (2006-2010) 

Gavi added two new vaccines to its portfolio: pneumococcal and rotavirus; 

a new vaccine investment strategy and a platform for accelerating the introduction of new 

vaccines in developing countries (Accelerated Vaccine 

Introduction) were developed; 
it became increasingly clear that parallel investment was needed in health systems and delivery 
systems, with the Vaccine Alliance extending its support to health system strengthening and civil 
society organizations; several fundamental policies and programmes were developed and re-
viewed, including co- financing, gender, and eligibility as well as 
innovative financing mechanisms such as the Innovative Finance Facility for Immunization (IF-

FIm) in 2005 and the Advance Market Commitment (AMC). 

 

Phase 3- (2011-2015) 

The vaccine goal: accelerate the uptake and use of underused and new vaccines; 

The health systems goal: contribute to strengthening the capacity of integrated health 

systems to deliver immunization; 

The financing goal: increase the predictability of global financing and improve the sustainabil-

ity of national financing for immunization; 

The market-shaping goal: shape vaccine markets. 

 

Phase 4 (2016-2020) 

The vaccine goal: accelerate equitable uptake and coverage of vaccines; 

The systems’ goal: increase the effectiveness and efficiency of immunization delivery as an 

integrated part of strengthened health systems; 

The sustainability goal: improve the sustainability of national immunization programmes; 
The market-shaping goal: shape markets for vaccines and other immunization products. 

Registered as  International institution based in Switzerland and public charity status in the United States.  

Source: (Gavi, 2019). 

Motives 

Gavi is an IGO focused on bringing together the public and private sectors with the shared goal of 

creating equal access to new and underused vaccines for children living in the world’s poorest coun-

tries. The motives of Gavi change slightly from each 5-year plan (see Table 5). From reaching the 
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world’s most impoverished children to ensure essential vaccinations, the age base has changed, as has 

the markets. In 2020 due to the global pandemic – the COVAX, a multilateral approach to procuring 

vaccines was introduced. COVAX has the support of 190 participating economies and will benefit 92 

lower-income countries. The motives slightly changed the current situation to (1) include more vac-

cines (2) extend the coverage to adults (3) focused more on innovative financing (4) market shaping 

and systems approach to go beyond vaccines to supply chain with a focus on sustainability. Of course, 

some events were shaped by the 2014 Ebola and 2020 COVID pandemics. From a theoretical lens, 

looking at Table 1, the motive of health needs to be added to the purpose (it is more specific than 

general), and the focus on motives is normative. 

Table 5. Gavi Motives during the period of 2000-2025 

Pre-formation 
Phase 1- 

(2000-2006) 

Phase 2- 

(2007-2010) 

Phase 3- 

(2011- 2015) 

Phase 4- 

(2016- 2020) 

Phase 5- 

(2021-2025) 

To reach some of 

the poorest chil-

dren and get then 

basic vaccinations 

(6 vaccines) 

GAVI’s vaccine 

strategy in Phase 

1, based on the 

assumption that 

creating and 

demonstrating a 

market for vac-

cines in develop-

ing countries 

would attract 

new suppliers, 

create competi-

tion, and lower 

prices. 

Goals 

- Strengthen ca-

pacity for health 

system 

- Accelerate vac-

cines 

- Increase predict-

ability and sus-

tainability 

- Increase and as-

sess the added 

value of Gavi 
 

(8 vaccines) 

 

Innovative funding 

mechanisms 

through AMC and 

IFFIm. 

Goals 

- vaccine goal 

- health systems 

goal 

- financing goal  

- market-shaping 

goal 

Additional focus 

on Monitoring & 

Evaluation; Advo-

cacy, Communi-

cation &Public 

policy and policy 

 

Stockpiling for fu-

ture pandemics 

or outbreaks. 

Goals 

- vaccine goal 

- systems’ goal 

- sustainability 

goal  

- market-shap-

ing goals 

 

(During Ebola 

epidemic) 

 

Goals 

- To introduce 

and scaleup 

vaccines 

- strengthen 

health systems 

to increase eq-

uity in immun-

ization 

- Improve sus-

tainability of 

immunization 

programs 

- Ensure healthy 

markets for 

vaccines and 

related prod-

ucts 

Source: own study. 

Through seeking funds strategically (think of the Sukuk) or COVAX, working on diversifying vac-

cine manufacturing, Gavi has been strategic in seeking and deploying funds. This is because Gavi 

gives advances funds to research and development by guaranteeing procurement. This has worked 

well in creating a global factory (see Figure 1).At the time of Gavi’s formation, most of the aid, re-

search, and manufacturing capabilities were based in developed countries, and the impact countries 

were in developing countries. In 2001, Gavi bought vaccines through UNICEF from five manufactur-

ers, but by 2016, it was purchasing vaccines from 15 manufacturers – 8 of which were based in Asia, 

Latin America, and Africa. By accumulating orders, R&D to find more cost-effective ways for delivery 

and manufacture, Gavi was able to bridge the price gap that often contributed to vaccine inequality. 

Gavi captured “sticky capabilities” through public-private partnerships – for example, WHO would 

pre-qualify vaccines, World Bank used its financial expertise to help design, implement and manage 

innovative financing, UNICEF worked on the ground in delivering vaccines, and CSOs in local com-

munities helped in ensuring the vaccines were delivered correctly. 

 

  



Figure 1. Gavi, the vaccine alliance – An example of networking using the Global Factory concept, 2000-2016 

Source: own study 
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Networks: Sources of Legitimacy and Soft Power 

The networks of Gavi are other IGOs, Governments, and private sectors (see Table 6). UNICEF housed 

Gavi’s early initiative in Geneva until it became an independent foundation in 2008. It is clear that even 

in the beginning, the vision for Gavi was global with a partnership model. The Board is comprised of 

28 seats (nine seats for unaffiliated members, five seats for donor countries, five for developing coun-

tries, one seat for research and technical health center, one seat for a vaccine manufacturers from a 

developed country, one seat from a vaccine manufacturer from a developing country, one seat for a 

Civil Service Organization (CSO), one seat for the Gavi CEO, four founding members (Bill & Melinda 

Gates Foundation, UNICEF, World Bank, and WHO). This ensures the partnership or ‘alliance’ brought 

together key stakeholders needed to reach the vaccine agenda. 

The six largest donors of Gavi contribute more than two-thirds of these resources. They are the 

United Kingdom, Bill & Melinda Gates Foundation (significant player in vaccine market), Norway, 

United States, France, and Italy. Gavi tapped into existing pools of vast experience using market-shap-

ing strategies and industry consolidation of sorts. A network effect is evident in smaller firms in previ-

ous literature (Freeman et al., 2006) and applies to IGOs, which can mobilize vast sums of money and 

tap into existing resources held by other players in the market. Further, we see how the network effect 

moves from Gavi through local health ministries and CSOs working with UNICEF, WHO, and World 

Bank. Unlike MNEs, here, the HQ-subsidiary impact is not relevant. 

Table 6. Gavi Networks: examples for the 2000-2020 period 

Pre-formation Phase 1- (2000-2006) Phase 2- (2007-2010), Phase 3- (2011-2015) Phase 4- (2016-2020 

Announced at a 

2nd Vaccine 

Summit con-

vened by World 

Bank in Italy as 

Informal part-

nership of UN 

agencies, bilat-

eral aid organi-

zation, vaccine 

industry. 

Another Signifi-

cant Advocate is 

the Bill & 

Melinda Gates 

Foundation. 

Set up in Geneva in 

1999 hosted by 

UNICEF. UNICEF is 

one of the largest 

procurers of vaccines. 

Officially launched in 

WEF 2000. 

5 manufactures of 

vaccines (developed 

countries). 

AMC idea presented 

to G8. G7 looks at 

feasibility with WB.  

DFIF (UK) seeds the 

idea for IFFIm, which 

is registerd as a char-

ity in UK and formal 

collaboration in 2004. 

*2008 became inde-

pendent Swiss Founda-

tion under Swiss Na-

tional Lawa and two of-

fices – Geneva and 

Washington.  

*WB HQ is Washington

*WB is the Treasury

Manager for Interna-

tional Finance Facility 

for Immunisation (IF-

FIm), provides the fi-

nancial platform for 

the Advanced Market 

Commitment (AMC). 

Further, WB is a devel-

opment partner at the 

global and country lev-

els. 

AMC launched in 2007. 

IFFIm launched in 

2006. 

IFFIm diversified and 

raise a Sukuk in 2014 – 

half of Gavi countries 

are Muslim. 

The UK sponsored the 

first Gavi Pledging con-

ference in 2011. 

Germany sponsored 

the second Gavi Pledg-

ing Conference in 2015. 

15 vaccines manufac-

turers (2016) – 8 in 

Asia, Africa, and Latin 

America 

“A new model for sus-

tainable develop-

ment: how Gavi aims 

to put itself out of 

business” 

Source: own study. 

Gavi has tremendous power: In terms of vaccine producing volume, UNICEF is 40% of the global 

volume, and Gavi is 50% of this procurement. Gavi countries represent 60% of the world’s birth cohort. 

Not only did Gavi redress the imbalance in vaccine manufacturing, but it was also able to bring down 

costs. An HPV vaccine for cervical cancer, which was available for US dollar 100 in developed countries, 

was made available through Gavi for US dollar 13. 
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Gavi was able to achieve these tremendous results with an accrual of legitimacy (Bianchi & Arnold, 

2004; Bianchi& Ostale, 2006). Legitimacy, a strategic resource (see Pfeffer, 1981; Suchman, 1995), was 

accrued by Gavi through key players like people (such as Bill Gates), or organizations (UNICEF, WB, and 

IFF) and expert knowledge (PATH, WHO, WB), using specialized resources (Pharma and R&D companies 

for vaccine manufacturing) to make integration easier across the world, industry-shaping (through in-

novative financing to change the competitive landscape), and showed dominance (as a significant 

player in their industries now not to be ignored). 

Legitimacy was used as a strategy used to acquire resources where Gavi worked with World Bank 

using accounting for legitimacy (Covaleski & Dirsmith, 1991) to enter entered the Sukuk market in 

2014. This is significant, as 50% of Gavi countries are Muslim countries. This is in line with the propo-

sitions outlined by Meyer and Rowan (1977). 

Knowledge spillovers can occur at both horizontal (competitors) and vertical levels (across the sup-

ply chain) and can be intentional or unintentional (Ha & Giroud, 2015; Hallin & Lind, 2012). In the case 

of Gavi, to increase the supply chain resilience and contribute to the SDG agenda, and by its govern-

ance structure, there was an intentional focus on competency enhancing competence-creating re-

sources, which can take more than a decade to affect technology (Kappen, 2011).  

The concept of soft power from an organizational perspective is also observable as Gavi can influ-

ence governments. Gavi strategically based itself in Geneva (near UNICEF and WHO) and Washington 

DC (near the World Bank). In this case, we see soft power extended by donor countries on recipient 

countries (via vaccine pledges) or institutions in other countries (Gavi and UNICEF). This suggests soft 

power is multidimensional. The Aid Transparency Index (2020) scores GAVI at 80.8 in the ‘very good’ 

category (11th out of 47 major international development organizations. 

Soft power or inverse country-of-origin (COO) can be translated through various channels like peo-

ple and MNEs (or institutions), brands, and aid (Fan, 2008; White, 2012). In this case study, this is 

observed through Bill Gates (USA), UNICEF and WHO (Switzerland), World Bank (USA), and Gavi (Swit-

zerland/USA) and their influence on other countries.  

As mentioned before, Gavi’s global expansion leveraged the networks of its partners. This multi-

stakeholder model is not unusual for IGOs and requires diplomacy to reach its objectives. Often, 

stakeholders are acquired based on interest and expertise or even persuaded to be ‘stakegivers’ or 

‘staketakers’ (Hocking, 2006). Gavi diversified risks by spreading the risks across at least three con-

tinents, following much of what we know is the internationalization strategy of born global (Oviatt 

& McDougall 2005). 

Findings and Discussion 

The case above clearly finds an IGO can play a prominent role in the global supply chain using motives 

like Strategic Asset Seeking FDI, networking for legitimacy, and soft power. Our current IB theories are 

not sufficient to explain all the reasons for the successful internationalization of these categories of 

organizations. According to the Global Factory theory, HQ retains the brand and associated functions. 

In the case of Gavi, care was taken to leverage associated stakeholder brands as it was vital for legiti-

macy. Gavi has two key offices – Switzerland and New York and these are very strategic. However, 

partner brands are significant, as seen by the name change – Gavi was first called Gavi, and then re-

named Gavi, the Vaccine Alliance in Balakrishnan (2020). Gavi began with a powerful global vision and 

had access to powerful and legitimate resources, grounding their aspirations. 

Further, the game was long-term. The effect of soft power is evident in Gavi, which requires a 

high level of diplomacy – high technology in a sector often restricted by governments. Gavi works 

on the health agenda with strong players in the development space, which are other IGOs and 

through donor countries on the boards of several of these IGOs. This is done without a clear articu-

lation of roles. This process of internationalization is a careful act of diplomacy, and corporate diplo-

macy theories are not enough to explain the IGO internationalization strategy. We suggest the pro-

cess of internationalization of IGOs works in three phases (1) creation of a market for impact (2) 

identifying a market for resources, and (3) managing governance (and hence reputation). This is 

done through a careful strategy of soft power (see Figure 3). 
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Figure 3. The process of Internationalization of IGOs 

Source: own elaboration. 

CONCLUSIONS 

This research’s objective was to push the boundaries of IB theory and contribute to both policy and 

academia, which often seem to exist in different spheres (Newman et al., 2016). The paper adds to our 

understanding of how IGOs internationalize. It highlights new areas of research like that of soft power. 

The current internationalization models of SMEs and MNEs may not neatly fit in the context of IGOs 

(which are born global). We reiterate that existing IB theories need to be applied to other state actors 

like sovereign wealth funds and non-governmental organizations. The above case study, a detailed 

historical analysis using thick data, is a methodology not often published. 

The paper’s implications are for policymakers and practitioners in the third sector, including those 

who invested interest at state-represented foreign direct investment. Future studies can look at how 

networks are leveraged, spillover occurs from a personal level to an institutional level, and vice-versa 

combine diplomacy, bargaining, and legitimacy. The limitation of this study is that it is based on a single 

case. More empirical studies could focus on more institutions and organizations that operate globally, 

adding to large organizations’ sensemaking with huge portfolios and strongly articulated portfolios. 
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Objective: The purpose of this study is two-fold: firstly, to identify the role of trust in the sharing economy; 

secondly, to identify the correlations between personal determinants such as age, gender, education level, 

place of residence and factors impacting the choice of sharing economy platform. 

Research Design & Methods: The mix methods were applied in the study. Firstly, the literature studies were 

used to recognise the theoretical background and the variables identification. Secondly, the pre-research 

study, applying the in-depth interviews, was conducted, and thirdly, the main primary empirical research was 

employed with the online survey as a main research method. 

Findings: There is a strong relationship between the activities of consumers in relation to sharing economy 

and trust. Trust becomes a fundamental issue in the so-called “the trend of sharing”. Consumers identify trust 

as a key determinant of their participation in the sharing economy and likewise the main limitation in case of 

their deeper involvement in the sharing process. The more credible and trustworthy an enterprise is, the more 

willingly consumers are able to take advantage of its intermediation. When analysing consumer decisions in 

relation to independent variables, such as age, gender, place of residence and education level, a lack of statis-

tically significant correlations between the variables and the factors influencing the choice of the appropriate 

platform was noticed. Only two pairs of variables showed statistically significant negative correlations: age 

and credibility of the sharing economy platform as well as education level and number of stars. 

Implications & Recommendations: Research broadens knowledge about the sharing economy and allows to 

better understand the behaviour of active consumers of the sharing economy. The results may be useful for 

sharing economy companies and platforms. 

Contribution & Value Added: The analysis presented in the paper expands knowledge about the significance 

of trust and other factors influencing the choice of platforms in sharing economy. 
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INTRODUCTION 

The development of new technologies and growing access to the Internet implicate the changes both 

the consumers` needs and behaviours. Consumers in the third decades of the 21st century are inde-

pendent and organize their lives individually (Light, 2014; Narwal & Sachdeva, 2013). Besides they are 

very conscious about the environment (reduction in the use of natural resources) and sustainable de-

velopment (Borusiak et al., 2021;Räisänen et al., 2020). These determinant shapes the ground for the 

new style of many consumers which is called sharing economy. 

“Sharing is the future of our world where we have greatly exaggerated consumption. The sharing 

economy uses a currency completely different from money – trust” such words were used by Botsman 

International Entrepreneurship Review
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and Rogers (2010, p. 16) in their book What's Mine is Yours. The Rise of the Collaborative Consumption. 

The shared revolution changes the economy of the 21st century, influencing significantly the transfor-

mation of the socio-economic system of consumers. We are witnessing a widely understood change in 

the current value system or approach to ownership, in which the issue of trust in the individual begins 

to play a special role (Gazzola et al., 2020). The global economy is struggling with a serious transfor-

mation, where the sharing economy – “like a virus” seizes markets in individual countries, operating in 

subsequent segments of life. This trend in consumer behaviour becomes to be very popular especially 

among young consumers (Schor, 2014), but its advantages caused to be more and more popular also 

among the elderly.  

A wide spectrum of application of the sharing model stimulates the development of startups, 

where some of them are valued much higher than mature corporations. This fact provokes a reflec-

tion: How companies such as Uber and BlablaCar (carpooling) or Airbnb and Couchsurfing (room 

sharing) – companies without their own resources – are able to achieve an international success? 

Why are consumers around the world more or less willing to opt for such solutions? The answer 

seems to related to trust existing among sharing models` users. The problem of sharing economy 

and trust is especially important and worth investigating in the coronavirus pandemic that caused 

great changes in the hotel market. 

The main purpose of this study is two-fold: firstly, to identify the role of trust in the sharing econ-

omy; secondly, to identify the correlations between personal determinants age, gender, education 

level, place of residence and factors impacting the choice of sharing economy platform. The mix meth-

ods were applied in the study. Firstly, the literature studies were used to recognise the theoretical 

background and the variables identification. Secondly, the qualitative pre-research (in-depth inter-

views) was applied to identify the variables and thirdly, the main primary empirical research was em-

ployed with an online survey (quantitative research) as the main research method. The respondents 

represented various social groups, mainly youth from urban areas with at least secondary education. 

It is also assumed that the entire study group was of Polish nationality (a questionnaire in Polish). The 

paper presents the results of own research focusing on an in-depth analysis of the behaviour of Polish 

consumers of the sharing economy and the choices they make. 

Despite its growing popularity, the issue of the sharing economy is still little explored. Most of the 

authors of publications on the sharing economy focus in their research on the precise interpretation 

of the concept of the sharing economy, pointing to its forms and specificity, including Hamari et al. 

(2016); Schor (2014), Sundarajan (2016), Ziobrowska (2017).Some devote their research to specific 

sectors of the sharing economy by analysing the activities of individual platforms (Ert et al., 2016; Gut-

tentag, 2015). Only a few authors present in a deeper way the role of trust in the sharing economy 

(Kamal & Chen, 2016; Mazzella & Sundarajan, 2016; Zoteanu et al., 2018), where Botsman – an author 

of many books, articles and speeches on the TED TALK platform – is cited as one of the most popular 

publicists for trust in sharing economy. 

The concept of the sharing economy is an increasingly frequent topic of research but the problem 

of trust became more relevant and significant in the period of Covid-19 pandemic. On the one hand, 

we are facing one of the greatest crises of trust in history in which the society, due to general misin-

formation, doubts the credibility of governments, public institutions or enterprises (Khurshid, 

2020).Therefore, it can be expected that the decline in social trust will result in a general reluctance to 

use sharing economy services. The constant blockades in traffic, travel and bans on meetings influ-

enced the development of the sharing economy and threatened it significantly. People are becoming 

less trusting, treating everyone as a potential threat to their health (Hossain, 2021). Sharing economy 

platforms need to focus all their resources more than usual on creating a safe environment for their 

customers so that they can fully trust them and benefit from their services (Vinod & Dipasha, 2021). 

On the other hand, coronavirus pandemic could act as a stimulus for the sharing economy as it did 

during the 2008 economic crisis. Resource scarcity and the precarious situation of households mean 

that collaborative economy services may gain importance (Buheji, 2020).  

The main contribution of the article is an analysis of the behaviour of consumers of shared services 

on the Polish market. The research paper analyses their level of involvement with an emphasis on 
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trust, which is indicated as a key factor in the sharing economy. Additionally, the research paper does 

not focus on the analysis of consumer behaviour of a particular platform, but shared services in general 

and indicates factors that are important from the consumer’s point of view when choosing the sharing 

economy platform. The author also tried to examine the relationship between the level of consumer 

confidence and independent variables such as age, education level, place of residence or gender. A 

literature study on the aspects presented in the paper helped to form two research questions: 

RQ1: Is trust indicated as an important factor in the decisions of participants and choice of 

platform in sharing economy? 

RQ2: Do gender, age, place of residence and level of education determine the importance of fac-

tors influencing the sharing platforms` choice? 

LITERATURE REVIEW 

The idea of sharing 

There is no single, universally accepted definition of the sharing economy in the literature. This is 

largely related to the complexity, multidimensionality and diversity of concepts, as well as an ongoing 

process of its shaping. For the first time in the literature, the issue of sharing was raised by Felson and 

Spaeth (1978). In their research, they referred to collaborative consumption in everyday family rela-

tionships or relationships between close friends who, through mutual exchange of goods, solved the 

problem of lack of access to specific resources (Rudawska, 2016). However, Lessing (2008) is consid-

ered to be a pioneer in this matter. He explains the term of sharing economy as a modern economic 

idea which, instead of money, occurs in the classical process of exchange and offers social benefits 

(Lessing, 2008).  

With the development of technology, the approach to the sharing economy began to evolve, and 

the growing popularity of mobile technologies and social media played a special role here (Graessley 

et al., 2019;Hamari et al., 2016; Jastrzębska & Legutko-Kobus, 2017; Lee et al., 2016;Sundarajan, 2014). 

It has been noticed that the sharing economy over the Internet brings together potential users who 

want to share certain goods or services (Hamari et al., 2016; Petropoulos, 2017). All of these is done 

through the platform, which indirectly links the demand and supply sides (Sundarajan, 2014). In this 

case, technology contributed significantly to popularizing the new trend of “sharing” enabling poten-

tial users to connect on a large scale. 

The involvement of intermediary platforms in the exchange process has generated some contro-

versy. Critics of the sharing economy have pointed out that platform engagement has made the sharing 

economy lose its original purpose, and intermediary platforms have “hijacked” the popular term to 

achieve higher profits (Jemielniak & Przegalińska, 2020). However, exaggerating the irregularities of 

the sharing economy seems to be simplified, and in the complex business world the existence of the 

phenomenon of “sharing for money” is possible (John, 2017). 

The widespread disagreement on the definition of the sharing economy has resulted in divergent 

interpretations. However, the literature on the subject contains a number of common features that 

accurately describe the economy of cooperation. It is recognized that despite the similarity of this eco-

nomic model to the “traditional” economy – such as a desire to achieve profits or maximize utility – 

the cooperation economy is characterised by several different aspects (Czernek et al., 2018):  

− “access becomes better than having” (Rifkin, 2016); 

− vanishing – from the recipient’s perspective – differences between professional service for corpora-

tions and relying on extensive social networks (Sundarajan, 2016); 

− high involvement of technologies; 

− numerous interactions between strangers, which is associated with an increasing risk and a sense 

of insecurity; 

− trust considered to be the most significant feature of the sharing economy. 
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So, the sharing economy can be defined as a complex, global phenomenon that aims to profit 

from unused resources. According to this ideology, possession is abandoned in favor of access to 

resources. People are starting to give up slowly the constant hoarding of goods, which is also a re-

sponse / an opposition to the still-fueling consumerism. The global reach of the sharing economy 

would not be possible without a strong emphasis on the development and use of technology in eve-

ryday life. Technology has allowed the sharing economy to flourish – creating an environment suit-

able for the development of a global trend (greater access to resources, greater scale of operations, 

creation of international companies). 

Trust and other factors determining the sharing behaviour 

“Trust and distrust are peculiar bets on the uncertain actions of other people” (Sztompka, 2006, 

p.310). It is an indispensable element of interpersonal relations and it occurs in every sphere of life, 

also in relations of market exchange (Małys & Fonfara, 2018). This statement is confirmed by the 

research of Bruni & Sugden (2000), who proved that the market is not able to function without mu-

tual trust which constitutes the basis of any relationship or transaction (Nikodemska-Wołowik et al., 

2020). The sharing economy is no exception, but the role of trust seems much higher here. Trust is 

therefore a key factor conditioning participation in sharing consumption (Keymolen, 2013), and its 

low level combined with a high propensity to protect the privacy of a person is defined as a key 

barrier slowing down the development of this phenomenon (Olson, 2013). 

Traditionally, trust is treated as something unique, built over time where each party believes in 

the other’s good intentions. It was created locally and its level was verified by prosocial behaviour. 

In the sharing economy, this trust goes beyond the hitherto known values of society and is created 

between two completely unfamiliar individuals. Often, the cultural and territorial aspect itself ceases 

to be an obstacle in building relationships, which results from the involvement of technology in the 

process of building trust (Czernek et al., 2018). 

What is more, the sharing economy relies heavily on the provision of certain services to 

strangers, which gives a rise to another peculiarity of the trust created in the sharing economy. In 

the initial phase of the parties’ involvement in the exchange process (i.e., making a decision to 

share), there is no direct contact between the parties. There is no way to assess, build, and 

strengthen trust through face-to-face meetings before deciding to join the exchange process, and 

the relationship in the virtual community plays a significant role here (Bylok, 2012). But why are 

people increasingly choosing to participate in shared transactions and trusting strangers? Why do 

they risk their health and life by contradicting common sense? 

Undeniably, the sharing economy is closely related to trust (Belk, 2007). The studies carried out by 

Hawlitschek et al., (2016) are corroborating this claim. It shows that both the demand and supply sides 

of the sharing economy depend on trust and creating an environment in which there is mutual trust 

supports the smooth operation of the entire sharing economy. They distinguish trust on three levels: 

peer, platform and products (3P of trust) – thus emphasizing the importance of the trust aspect. Build-

ing trust among communities has therefore become a priority for sharing economy platforms. Mitten-

dorf (2016) analysing the case of Airbnb, a well-known hospitality platform, noted that trust drives 

consumer involvement in the act of sharing. The more credible and “trustworthy” the company is, the 

more willingly it is used for its services. Consumers need to feel secure in the transaction to engage 

fully and become a part of the sharing community (Kong et al., 2020). 

Research of authors also show the importance of other factors in relation to the behaviour of 

consumers in sharing. According to Gazzola et al., (2020) both socio-demographic and economic di-

versity (gender, age, place of residence, wages etc.) affect various spheres of people’s lives, deter-

mining their decisions and choices. One of the key factors influencing consumer decisions is gender 

(Hunter et al., 2004; Zelezny et al., 2000). The sharing economy is not an exception, according to a 

Eurobarometer’s survey, women are less likely to use the sharing economy services. Other conclu-

sions were described by Böcker and Meelen’s (2017), who noticed, based on an analysis of pro-

ecological behaviour, that women were more likely to join the act of sharing than men. 
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It was also noted that the age of consumers influences the decision-making process in the sharing 

economy - especially because it is usually young consumers who use the sharing economy services 

(Zhu et al., 2017). Godelnik (2017), Kadic-Maglajlic et al. (2019) and Zhu et al. (2017) claim that the 

sharing economy sector has been taken over by a generation of millennials who are more adept at 

using smartphones and mobile applications. While the rest of the older generations are still in the 

process of assimilating and adapting to the new trend. Young people absorb changes faster, are 

“open-minded” and do not attach so much importance to ownership, which they easily replace with 

access to goods (Kumar et al., 2018). 

Finally, Schor et al. (2016) point to education as a factor determining the willingness to partici-

pate in the sharing economy. It was noticed that people with higher education more often use and 

provide sharing economy services (Andreotti et al., 2017). 

RESEARCH METHODOLOGY 

The mix methods are used in the presented study. Firstly, this paper focuses on a thorough literature 

review, paying the particular attention to the specificity of the sharing economy and its close rela-

tionship with trust. Secondly, the pre-research study was conducted with the usage of in-depth in-

terviews (qualitative research) in order to identify key factors influencing the selection of the appro-

priate sharing economy platform from the point of view of a potential user (participants were dif-

ferentiated because of age, gender, education level and place of residence). Next, in main primary 

empirical research (online survey), author`s aim was to check the approach of Polish consumers to 

the sharing economy, paying the particular attention to the level of their involvement and trust both 

in intermediary platforms, other users (peers) and the sharing economy in general (quantitative part 

of empirical study). Next, the author identified the correlations between the importance of trust and 

personal traits of respondents. 

The main empirical study was conducted by applying a survey method – an online survey. The 

measuring instrument was an online questionnaire containing closed one- and multiple-choice ques-

tions using a five-point Likert scale. The questionnaire was made available in May/June 2020 on 

Facebook and on blogs and forums with topics focusing on sharing economy services, and replies 

were provided over a period of one week. 

The sample was selected partially randomly (the online questionnaire was placed in social media 

in order to collect suitable respondents), and thanks to the use of online tools, the respondents came 

from different parts of Poland (this assumption is due to the fact that the questionnaire was only 

available in Polish), but the sample doesn`t exactly reflect the structure of Polish society. That is why 

the results are not representative. The study involved 168 respondents – active participants in the 

sharing economy. The research group was classified according to four aspects: gender, age, place of 

residence and education. 

In the initial phase of the study, the properly selected respondents underwent in-depth inter-

views, during which the degree of their involvement in the sharing economy was verified. During 

interviews they were asked about the nature of their participating in the sharing economy (service 

providers, recipients, or both) and the frequency and regularity of the use of sharing economy ser-

vices. Respondents were asked about their preferences and tendencies to share their own resources 

and use the resources of others. It was also checked which of the platforms available on the Polish 

market are the most popular among the respondents and why they decide to participate in the shar-

ing economy in general. It was decided to distinguish 7 factors that may seem crucial from the point 

of view of a potential consumer of sharing economy services: prices of posted offers, diverse selec-

tion, ease of use the application, recommendations, brand awareness, number of stars and credibil-

ity of the platforms and other users (Fig. 1.). All of the above issues allowed for a better preparation 

of questionnaire for main research. 
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RESULTS AND DISCUSSION 

Empirical Findings 

The survey was made available on internet portals, blogs and social media, which allowed for a partially 

random selection of the sample. 168 people who actively use sharing economy services participated 

in the survey. The research group was classified according to four aspects: gender, age, place of resi-

dence and education. The majority of the surveyed group was women and it was 77% of all respond-

ents, while men constituted only 23%. Respondents mainly came from larger urban agglomerations 

(cities with more than 200,000 inhabitants) – 47%.The active users of the sharing economy who took 

part in the research were mostly under the age of 34 and had at least secondary education. 

Based on the existing literature and the analysis after pre-research study 7 factors were identified 

that may seem important to the consumer of shared services: prices of posted offers, diverse selection, 

ease of use the application, recommendations, brand awareness, number of stars and credibility of 

the platform. The respondents were asked about the importance of individual factors (Figure 1). 

 

 

Figure 1. Factors influencing the choice of the sharing platform 

Source: own study (n = 168). 

All the factors mentioned in the study turned out to be significant for the analyzed research group. 

However, 92% of respondents clearly indicated the credibility of the platform as a key factor in choos-

ing the right intermediary portal. The prices of posted offers and brand awareness are equally im-

portant. Consumers are much more likely to choose a checked and well-known company. The system 

of reputation and recommendations, which in the study was referred to as the number of stars or 

recommendations of relatives, also plays an important role. 

The high importance of credibility and reputation systems shows a strong correlation between 

consumer behavior and trust in the intermediary platform. This phenomenon is analyzed in more de-

tails by using data presented in Figure 2. 

There is a general belief among respondents that the sharing economy platforms are trustworthy. 

76% of the respondents described them as reliable, which at the same time may indicate that consum-

ers feel a certain level of trust towards them. However, the respondents were not so convinced as to 

the method of verification itself. 

About 59% of respondents are sure that sharing economy platforms adequately screen users of 

their applications, while only 52% describe the portal as a guarantee of security. Analyzing the issue of 

the trust of consumers participating in the sharing process towards intermediary platforms, it can be 

shown that 51% of respondents feel much safer using the sharing economy services provided through 
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the Internet portal, and as many as 61% of respondents say that if it were not for intermediary plat-

forms, they would not be willing use this type of service. These data clearly show the significant role 

of intermediary platforms in building trust throughout the sharing process. Moreover, when asked 

about the general sense of security of platform users who decide to take part in the act of sharing, as 

many as 60% of respondents feel safe using this type of service. 

 

 

Figure 2. Opinions about sharing economy platforms in relation to trust 

Source: own study (n = 168). 

The analyses were aimed at verifying whether independent variables such as age, gender, place of 

residence and education exert an effect on the factors influencing the choice of sharing platform. The 

analysis of such data has its specificity, consisting of the use of adequate statistical tools for comparisons. 

In order to verify whether the independent variables measured on the rank scale are statistically signifi-

cant, the Spearman’s rank correlation coefficient was calculated. Due to the fact that gender is expressed 

on a nominal dichotomous scale, the non-parametric Mann-Whitney U-test was used to verify whether 

it differentiates significantly the results of dependent variables measured on the rank scale. A significance 

level of 0.05 was adopted for all analyzes. All analyzes were performed using the Statistica v.13.3. 

The analysis of the research results began with the presentation of the correlation between age 

and the factors influencing the sharing platform choice (Table 1). Responses were ranked as follows:  

1 – definitely irrelevant; 2 – rather irrelevant; 3 – I have no opinion; 4 – rather important; 5 – very 

important. 

Table 1. The influence of age on factors determining the sharing platforms` choice (significance with p≤0.05) 

Age & What are your guidelines when choosing a particular platform 

to provide you with shared services? 
N R t(N-2) p 

Prices of posted offers 168 -0.14 -1.86 0.064 

Diverse selection 168 0.00 0.06 0.952 

Ease of use of the application 168 -0.06 -0.81 0.419 

Recommendation of friends / family 168 -0.10 -1.28 0.203 

Brand awareness 168 -0.09 -1.12 0.263 

Number of stars 168 -0.05 -0.64 0.525 

Credibility of the platform and its users 168 -0.15 -2.02 0.045 

R – Spearman’s rank correlation coefficient; t (N-2) – the result of the significance test for the correlation coefficient;  

p – test probability 

Source: own study (n = 168). 

0 20 40 60 80 100 120

The sharing economy companies are credible

Enterprises providing sharing services are a guarantee of

security

 Companies providing sharing services carefully verify

their users

Services provided through an intermediary company are

much safer

Feels safe using the sharing economy services

I would not use the sharing services if they were not

provided via the online platform

The benefits of sharing (e.g. saving money) offset the

resulting risks

I strongly disagree rather disagree I have no opinion I rather agree I strongly agree



30 | Wiktoria Rakowska

 

The analysis of the results gave grounds for finding only one statistically significant weak negative 

correlation in the case of responses for the credibility of the platform and its users (R = -0.15; p = 

0.045). Therefore, it can be concluded that the significance of the factor“credibility of the platform and 

its users” decreased as the age of the respondents increased. 

Table 2. The influence of place of residence on factors determining the sharing platforms` choice (significance 

with p≤0.05) 

Place of residence & What are your guidelines when choosing a particular 

platform to provide you with shared services? 
N R t(N-2) p 

Prices of posted offers 168 0.10 1.34 0.18 

Diverse selection 168 -0.03 -0.41 0.68 

Ease of use of the application 168 -0.05 -0.59 0.56 

Recommendation of friends / family 168 0.04 0.52 0.60 

Brand awareness 168 -0.00 -0.03 0.98 

Number of stars 168 0.06 0.81 0.42 

Credibility of the platform and its users 168 0.09 1.14 0.26 

R – Spearman’s rank correlation coefficient; t (N-2) – the result of the significance test for the correlation coefficient;  

p – test probability 

Source: own study (n = 168). 

The results of the place of residence analysis on decisions and the importance of factors determin-

ing the attractiveness of sharing economy platforms did not provide any grounds for stating statistically 

significant relationships between the place of residence with the significance of factors influencing the 

sharing platform choice 7 p> 0.05. 

Table 3. The influence of level of education on factors determining the sharing platforms` choice (significance 

with p≤0.05) 

Level of education & What are your guidelines when choosing a particular 

platform to provide you with shared services? 
N R t(N-2) p 

Prices of posted offers 168 -0.07 -0.91 0.36 

Diverse selection 168 -0.05 -0.66 0.51 

Ease of use of the application 168 -0.07 -0.91 0.36 

Recommendation of friends / family 168 -0.05 -0.66 0.51 

Brand awareness 168 -0.10 -1.30 0.19 

Number of stars 168 -0.15 -1.97 0.05 

Credibility of the platform and its users 168 -0.12 -1.58 0.11 

R – Spearman’s rank correlation coefficient; t (N-2) – the result of the significance test for the correlation coefficient;  

p – test probability 

Source: own study (n = 168). 

The analysis of the results provides grounds for establishing only one statistically significant 

weak negative correlation between education and the number of the stars contained in Table 3 (R= 

-0,15; p= 0,05). This means that the higher the level of education, the less important the star factor 

becomes. 

Subsequent analyses were aimed at verifying whether gender significantly differentiates the 

results of answers to the questions posed. For this purpose, the Mann-Whitney U-test was used. 

The analysis of the results did not give any rise to the conclusion that gender significantly dif-

ferentiates the results of answers to question regarding the significance of the factors contained in 

Table 4. Gender of the consumer benefiting from the sharing economy does not significantly affect 

the importance of the different factors determining the appropriate common platform and ser-

vices. 
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Table 4. The influence of gender on factors determining the sharing platforms` choice (significance with 

p≤0.05) 

What are your guidelines when choosing a particular 

platform to provide you with shared services? 

Sum of ranks 

Female 

Sum of ranks 

Male 
U Z p 

Prices of posted offers 10494.50 3701.50 2711.50 0.06 0.95 

Diverse selection 10472.00 3724.00 2722.00 -0.02 0.98 

Ease of use of the application 10835.50 3360.50 2370.50 1.29 0.20 

Recommendation of friends / family 10834.00 3362.00 2372.00 1.28 0.20 

Brand awareness 10912.00 3284.00 2294.00 1.56 0.12 

Number of stars 10712.50 3483.50 2493.50 0.84 0.40 

Credibility of the platform and its users 10641.50 3554.50 2564.50 0.59 0.56 

U – U test result; Z test result; p – test probability 

Source: own study (n = 168). 

Discussion 

Research has shown that the group of respondents who are active participants in the sharing econ-

omy attaches great importance to the issue of trust, confirming the thesis expressed by many au-

thors of research papers about the sharing economy (Botsman & Rogers, 2010; Sundarajan, 2014; 

Sztokfisz, 2017). Trust is a key factor in determining the participation and level of engagement of 

consumers of shared services. 

Regarding the first research question: Is trust indicated as an important factor in the decisions of 

participants and choice of platform in sharing economy? (RQ1). The respondents indicated trust as the 

most important factor determining their participation in the act of sharing and the choice of an appro-

priate platform. The higher the level of respondents’ trust in the sharing economy platform (higher 

company credibility, reliable recommendation system), the better its competitive position on the mar-

ket. These results confirmed the conclusions presented by other researchers working in this area 

(Botsman & Rogers, 2010; Sundarajan, 2014). 

The second research question was aimed at checking how variables such as age, education level, 

place of residence and gender influence the importance of factors determining the choice of an appro-

priate intermediary platform (RQ2). The study of the relationship between independent variables (age, 

level of education, place of residence, gender) and factors influencing the choice of sharing platform 

showed that they do not influence significantly consumer decisions and preferences. Only age and 

level of education showed a statistically significant negative correlation with one of the analysed fac-

tor. It was noticed that as the age of respondents increased, the importance of the credibility of plat-

forms and their users decreased. A similar correlation occurred between the level of education and 

the number of stars obtained by the platform. The higher the respondents’ education level, the less 

important this factor was. At the same time, this study contradicts the results given by previous re-

searchers (Andreotti et al., 2017; Hunter et al., 2004; Zelezny et al., 2000) of this phenomenon, who 

showed dependencies between the independent variables and the decisions of consumers of the shar-

ing economy. Independent variables determine the respondents’ answers to a small extent.  

It may seem that after making the decision to participate in the sharing economy (becoming an 

active user) regardless the age, gender, etc., the same importance is attached to the aspect of trust, 

and independent variables do not have such a large impact here. Analysing the research of the afore-

mentioned scientists, it can be assumed that these variables have the greatest impact when making 

the initial decision about joining the sharing economy, i.e., choosing whether to become a passive 

or an active participant. 

Most of the sharing economy services are provided via an Internet platform or mobile application, 

and they play a significant role in the process of co-consumption. The most important thing is that it 

has credibility and a meticulous reputation system, which is extremely important when working with 

the precise selection of the service provider. It is the strength of the recommendation and the created 
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virtual reputation justify the creation of trust between the parties to the transaction. Without it, fur-

ther co-consumption of goods or services is impossible. 

CONCLUSIONS 

Trust is an integral part of the sharing economy and it largely determines the behaviour of users of 

shared services. Regardless the age, gender, place of residence or level of education, all active con-

sumers of the sharing economy indicate that trust is crucial for them and determinates their partic-

ipation in the sharing process. 

The research in this paper has clearly shown that trust plays an important role in both the deci-

sion-making process to participate in shared consumption and determines the continued behaviour 

of consumers. Despite the constant feeling of uncertainty and awareness of the risks involved, the 

active consumers are willing to entrust the transaction to the other party, trying to give it some 

“credit of trust”. Nevertheless, they constantly take preventive measures, monitoring the reputation 

and image of the other party to the transaction. Therefore, this action clearly highlights an important 

role of intermediary platforms and their reputation systems, which are used as trust building tools 

between individuals. 

Sharing economy platforms stay in front of a crucial challenge especially during the COVID-19 

pandemic where the sharing companies need to focus their attention and recourses to create a safe 

environment for using sharing economy services. This study deepens knowledge about the sharing 

economy and indicate which factors should be crucial for sharing economy platforms. Intermediary 

portals should focus their activities on thorough verification and transparency of the users of their 

applications. Only this attitude is able to ensure the security of the parties to the transaction and 

thus guarantee the success of the sharing economy portal. 

The research contained in this paper may have numbers of applications. They are a source of 

information for those interested in the sharing economy. It can also help sharing economy platforms 

better understand their users’ behaviour. The study highlights the key factors for consumers using 

sharing economy platforms, giving entrepreneurs tips on what aspects are important to a potential 

customer. Understanding the needs of users allows the sharing economy platform to adjust better 

the product offer, increase transaction security or streamline advertising campaigns, which in turn 

may contribute to an increase in demand for their services. 

This study has some limitations. The research is confined to the analysis of only the group of 

respondents from Poland. The survey is also not representative, so it becomes impossible to stand-

ardize the result for the entire population of the country. The survey was conducted at the turn of 

May / June 2020, the constantly deteriorating epidemiological situation could have changed the re-

spondents’ opinions and feelings. The respondents participating in the study were mainly young 

people, which could have been influenced by the form of the study (questionnaire made available 

on social networks and forums). 

The broad spectrum of the sharing economy allows for the expansion of research in many aspects. 

Firstly, the research can be extended by another factor influencing consumer decisions – cultural dif-

ferences. One could compare different approaches of culturally different groups: their willingness to 

share and to trust in the individual. Furthermore, future research could take into account the behav-

ioural change in sharing economy consumers during the Covid-19 pandemic. To study the strength of 

the impact and effects of the coronavirus pandemic on an individual’s willingness to participate in the 

sharing economy and to compare the results before and during the pandemic. 
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Objective: The aim of the article is to highlight the behavioural addiction to entrepreneurship by entrepreneurs. 

Research Design & Methods: We followed a qualitative design in order to ascertain the publications to date 

with regards to behavioural addiction to entrepreneurship. 

Findings: The study found that there seems to be a behavioural addiction to entrepreneurship by serial and 

habitual entrepreneurs, who continuously receive incentives from entrepreneurship development agencies 

without tangible businesses. 

Implications & Recommendations: The implication of the study is that so many genuine entrepreneurs are 

overlooked for serial and habitual entrepreneurs because they seem to have experience in acquiring incen-

tives without succeeding in running businesses. We recommend that entrepreneurship development agen-

cies need to be aware of the behavioural addiction to entrepreneurship and monitor sponsored entrepre-

neurs on an annual basis. 

Contribution & Value Added: The study brings about a novel angle in the entrepreneurship literature, whereby 
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INTRODUCTION 

Recent estimates by venture capitalists in developed and developing nations suggest that nine out of ten 

firms fail within the first to the second year of operation (Sarasvathy et al., 2013). What seems not to be 

considered or reported might be the number of unsuccessful entrepreneurs who are likely to start another 

venture. One might argue that entrepreneurs who keep on applying for funding and starting new ventures 

as soon as they run out of funding from a previous grant on a former venture, are addicted to this cycle. 

However, addiction to entrepreneurship as a condition towards one’s inability to resist starting new ven-

tures despite repeated failures is reviewed in this study as a behavioural addiction to entrepreneurship. 
Keskin et al. (2015) suggest that entrepreneurship has become a central discussion point for policymakers 

and economists alike. Thus, expanding the serial entrepreneurship inquiries towards understanding key 

factors that influence individual behaviour is imperative. Although there is some dwindling literature in 

this phenomenon, substantial knowledge about the behaviour of entrepreneurs is lacking. 

Gottschalk et al. (2017) argue that policymakers should discourage second chance entrepreneurs 

as they are more likely to fail than highly skilled entrepreneurs. The main argument by Gottschalk et 

al. (2017) in their paper titled “The Impact of Habitual Entrepreneurial Experience on New Firm Closure 

International Entrepreneurship Review

RI E



38 | Ndivhuho Tshikovhi, Farai Dziike, Sibusiso Moyo

 

Outcomes”is that low-ability entrepreneurs are addicted to their failures in a way that they do not 

acknowledge their inability to succeed. Instead, they find ways to shift the blame towards others in 

order for them to sustain their self-esteem and return to entrepreneurship. Shane (2009) echoed sim-
ilar thoughts in his paper, “Why Encouraging More People to Become Entrepreneurs is Bad Public Pol-

icy”. Although the argument is categorically clear, crucially what Shane (2009), Gottschalk et al. (2017), 

as well as Gerpott and Kieser (2017) assert is that, despite the low success rate of entrepreneurial 

activities, public policy in many countries still insists on providing entrepreneurial incentives. 

The entrepreneur incentivizing perspective by policymakers arises at the backdrop of regressing 

economies, rising unemployment, and ever-advancing technologies and mechanization (Shane, 2009). 

Thus, policy encourages throwing as many resources as possible to entrepreneurs through various busi-

ness acceleration programs. Hence repeat unsuccessful entrepreneurs tend to jump from one program 

to another, thus feeding their addiction. Pretorius and Le Roux (2011) revealed that there are some key 

observations about an entrepreneur, the preconditions and causes associated with his successive fail-
ures, in their report on “Successive Failure, Repeat Entrepreneurship and no Learning: A Case Study”. 

Spivack et al. (2014) emphasized the underlying psychological symptoms of behavioural addiction 

to entrepreneurship. Additionally, Spivack et al. (2014) argue that behavioural addiction to entrepre-

neurship can contribute to either positive or negative outcomes. However, in this study, the adverse 

outcomes are emphasized. The study aims to highlight the essential but yet neglected fact that there 

is a possibility of behavioural addiction to entrepreneurship by serial or habitual entrepreneurs. This 

means that literature about the whole set of entrepreneurs who are not perceived as addicted to en-

trepreneurship are excluded from this study. 

This phenomenon is reasonably relatable to workaholism, which may result in further working op-
portunities such as promotions and appraisals (Spivack et al., 2014).There are identical similarities be-

tween workaholism and addiction to entrepreneurship. Weiner (1985) alluded to these factors as a 

matter of ability and effort. On an individual level, Weiner (1985)examined in attribution theory what 

motivation and emotion towards achievements tell us about failed entrepreneurs. Moreover, the feel-

ing of success could lead to emotional expressions, such as anger, gratitude, guilt, hopelessness, pity, 

and shame (Weiner, 1985). For instance, Weiner (1985) gave an example that an overachiever might 

indicate that he or she wants to take time from work but cannot control his or her work habits. Despite 

the work done not being satisfactory. The motivational factors of entrepreneurs who repeatedly fail 

sought to fulfil are related. Inasmuch as social acceptance and rejection of someone’s physical appear-

ance, repeated entrepreneurs are aware of these factors. 
Block (2008) identified four critical symptoms of behavioural addiction as excessive use, with-

drawal, tolerance and negative repercussions. In the Spivack et al. (2014) study, both participants were 

found to be eager to return to entrepreneurship activities despite having failed five and six times each. 

The excerpts from the interviews with the study participants showed that both were entangled in the 

four symptoms described by Spivack et al. (2014). 

This paper seeks to make this critical yet neglected contribution to entrepreneurship studies. Since 

several studies are concerned with either theory-building or theory-testing, thus this study conceptu-

ally explores behavioural addition to entrepreneurship as follows: Literature analysis pertaining to be-

havioural addiction to entrepreneurship is discussed. A literature matrixis developed to track publica-

tions concerning this topic to date. Thereafter, entrepreneurship, habitual, and serial entrepreneurs’ 
dynamics are discussed, as well as public policy encouraging repeated failure. The last section will ex-

tend the discussion by providing a conceptual thought for further exploration of behavioural addiction 

to entrepreneurship. 

METHODS AND MATERIALS 

The study adopts a conceptual data gathering, whereby literature pertaining to BAE (Behavioural Ad-

diction to Entrepreneurship) is analyzed. We searched papers that discussed behaviour, addiction, en-

trepreneurship by serial and/or habitual entrepreneurs in the last ten years. The search resulted in 

countable papers, which were both empirical and theory-based. We applied literature metrics to iden-
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tify the research argument and method used in order to justify this study’s main argument. This 

method allowed us to find papers that rigorously debated the BAE phenomenon to the latter. It is not 

surprising that almost all papers were critical of the entrepreneur that does not thrive in the long run 
since this paper argues that entrepreneurship research less entertains those entrepreneurs to date. 

Therefore, the objective of this study was to create an awareness for BAE. It is apparent from the 

conceptual data work that this is not a well-researched phenomenon. 

LITERATURE REVIEW AND THEORY DEVELOPMENT 

In this section, we highlight the foundation of entrepreneurship, the behavioural aspects that influence 

the later and the individual entrepreneur from serial and habitat perspectives related to Behavioral 

Addition to Entrepreneurship. The addiction to entrepreneurship in this instance is viewed from the 

ideation, funding applications and to the actual practice. Behavioural Addiction to Entrepreneurship 

(BAE) refers to persistent entrepreneurial activities, notwithstanding falling upon each attempt 

(Sarasvathy et al., 2013). Several scholars (cf. Gunnarsson et al., 2007; Logan et al., 2009) who studied 
entrepreneur’s mental health in Denmark, Sweden, United States of America and Britain found that 

mental health of entrepreneurs shares a common denominator, whereby entrepreneurs suffered poor 

job satisfaction and poor health (Louie, 2016).Thus, inductive and deductive approaches have been 

followed by several researchers, as shown in table 1. 

There is a consensus in the literature whether the venture created by an entrepreneur succeeded 

or not; there was a learning process that took place. According to Gompers et al. (2006), entrepreneurs 

who have a failure track record are likely to benefit the firm by the experience they possess. While 

entrepreneurs cannot quickly transfer their experience due to the high level of uncertainty in entre-

preneurship (Gottschalk et al., 2017), several studies suggest that prior entrepreneurial activity results 
in more excellent knowledge and experience, which can be easily transferred to a new firm. Thus, 

generating an assumption that past entrepreneurial experience is an asset for future performance. The 

entrepreneur does not always have the internal locus of control or the self-awareness to acknowledge 

his/her own incompetence in certain areas that could have contributed to failure. Such unawareness 

may be problematic when these entrepreneurs start a new venture. Hence, this turns into a normalized 

habit that the entrepreneur subconsciously accepts. Thus, behavioural addiction to entrepreneurship 

is overlooked in literature and an analysis on the literature confirms this claim. 

It is evident from table 1 that behavioural addiction to entrepreneurship has not received adequate 

scholarly attention despite the promotion of serial entrepreneurs by incentives in the hope that they 

will restart without the stigma of failure. For instance, European countries have launched new pro-
grams to promote a fresh restart of ex-entrepreneurs (Rocha et al., 2015). While in more recent liter-

ature (meaning last 5 to 10 years), there has been increasing interest in the dynamics of serial entre-

preneurship processes, substantial knowledge about the behaviour of entrepreneurs is lacking. 

Entrepreneurship as a concept 

Schumpeter (1950) described entrepreneurship as something that creates new processes, puts un-

derutilized resources to new uses, initiates the formation of new industries, and otherwise unleashes 

“gales of creative destruction” (p. 83). Scholars have often described entrepreneurship as something 

functional. Although it comes with challenges that can be social and individually detrimental. The over-

sight of entrepreneurship enthusiasts is a failure. Entrepreneurship, from an individual’s perspective, 

requires endurance, intelligence, and motivation (Louie, 2016). Understanding the entrepreneur’s 
well-being and challenges in entrepreneurship can promote high performance. 

Entrepreneurship is defined as the process of engaging in starting a venture, including bearing the 

risks associated with it(Gartner, 1988). In general, entrepreneurship literature emphasis is placed on 

the link between economic growth and job creation. However, the negative consequences, such as the 

failure rate in entrepreneurship, are less entertained. Only recently do we find scholars such as Gerpott 

and Kieser (2017) provoking the entrepreneurship facade. The main argument of Gerpott and Kieser 

(2017) essay on the “charisma of an entrepreneur” disentangles the characteristics of entrepreneurs 
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as a motivational factor that attracts and keeps the entrepreneurship ideology going without tangible 

success. Whereas in this paper we view entrepreneurship as a process of venture creation. 

Table 1. Selected literature of the subject from 2010-2020 

Author(s) Argument Method 

Spivack et al. (2014) Habitual entrepreneurs’ behavioural addition to entrepreneurship. Case study 

Keskin et al. (2015) Entrepreneurship is addictive, similar to gambling and the internet. Theoretical 

Brandstätter (2011) Analysis of personality traits in entrepreneurship. Theoretical  

Louie (2016) There are mental health issues in entrepreneurship. Essay 

Carruthers et al. (2019) The relationship between entrepreneurial competency and their en-

trepreneurial action. 

Empirical 

Rocha et al. (2015) Are serial entrepreneurs performing better, or they are in a selected 

group of high achievers. 

Empirical 

Invernizzi et al. (2017) To analyze any relationship between overconfidence and the charac-

teristics of an entrepreneur and the firm.  

Empirical 

Gerpott and Kieser (2017) Entrepreneurship ideology and charismatic entrepreneurs.  Essay 

Spivack (2020) To determine the characteristics of the particularly vulnerable indi-

viduals susceptible to the formation of an addiction to entrepreneur-

ship. 

Theoretical  

Stephan (2018) Entrepreneurs’ mental health and well being Empirical 

Wright and Westhead 

(2016) 

Compilation of chapters on habitual entrepreneurs.  Mixed 

Bouckaert et al. (2011) Restarters are usually bankrupt in Flanders, Belgium. Empirical 

Sarasvathy et al. (2013) What is known about the success and failure of an entrepreneur? Empirical  

Gottschalk et al. (2017) Habitual entrepreneurs are just as likely as novice entrepreneurs to 

fail.  

Empirical 

Lafontaine and Shaw 

(2016) 

What skills lead to entrepreneurship. Empirical 

Thomas et al. (2020) Examined substance addiction as a core antecedent in the develop-

ment of entrepreneurship addiction. 

Mixed  

Tipu (2020) Entrepreneurial reentry after failure Theoretical 
Source: own study. 

Shane (2009) echoed the flawed buzz of entrepreneurship, arguing that each new firm in the United 

States creates new jobs, but these jobs are not sustained two years after new entry due to failure by 

entrepreneurs. Thus, public policy and entrepreneurship should focus on established entrepreneurs than 

repeated entrepreneurs(Shane, 2009). The understanding of the difference in entrepreneurs, for in-
stance, charismatic, habitual, and serial, plays a role in determining behavioural addiction to entrepre-

neurship. Ucbasaran et al. (2003) argue that the extent to which individuals would retard or speed up 

their reentry into entrepreneurship is influenced by their past experiences of either success or failure. 

Incubation hubs, acceleration programs and many more such programs have been in the centre of 

entrepreneurship promotion, but very few acknowledged the number of failure rate by entrepreneurs. 

The success rate of incubators is evident in different countries such as New Zealand (87%), the United 

States of America (85%) and Germany (90%), while South Africa and Brazil both have an 80% success 

rate. Besides the success rate of businesses incubation, the failure rate of entrepreneurial activities 

incubated is alarmingly as high as 90% (Muriithi et al., 2018). 

Habitual entrepreneurs 

Habitual entrepreneurs are entrepreneurs who have started several enterprises (Ucbasaran et al., 2010). 

It is worth noting that habitual entrepreneurs can be divided into two, that is, habitual starters, as those 

who start several entities, and habitual acquirers, as those who purchase several entities. Ucbasaran et 

al. (2010) used a case study approach to distinguish similarities between habitual starters and habitual 

acquirers. Spivack et al. (2014) reviewed the probability of habitual entrepreneurs as a potential case of 
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behavioural addiction to entrepreneurship. In unmasking the entrepreneur, Jones and Spicer (2009) de-

bate about who is really an entrepreneur, in their thought-provoking book. In this book, the authors 

argue that there are different types of entrepreneurs. However, what the authors do not acknowledge 
seems to be a possible addiction of entrepreneurs who keep on starting new ventures. 

Wright and Westhead (2016) detected habitual entrepreneurs to be “highly prevalent in the United 

Kingdom, Unites States of America, Finland, Australia, Norway, Ghana, Sweden, and Malaysia” (p. 5). 

Despite Ghana and Malaysia, the latter are referred to as developed economies. In South Africa, there 

is the “so called” tenderpreneurs, these are people who chase the grant, tenders and funding as far as 

possible without making an impact in terms of job creation, the economic growth as anticipated by the 

government. Therefore, both developed and developing nations might have this phenomenon and 

therefore it is worthwhile topic and construct to consider. 

Serial entrepreneurs 

Serial entrepreneurs are individuals who have closed or sold a business in which they had a minority 
or majority shares ownership; simultaneously, they own shares or purchased shares independently in 

another venture (Westhead et al., 2005). The difference between habitual and serial entrepreneurs is 

narrowly defined in the literature. Prior business ownership may be viewed as a specific human capital 

in entrepreneurship (Westhead et al., 2005). The specific human capital in the serial entrepreneur may 

be in the form of managerial or financial skills that are useful within startups (Amaral et al., 2011). 

Serial entrepreneurs tend to focus on achieving a particular goal and exhibit attitudes and behav-

iour associated with reducing uncertainty (Wright et al., 1997). In addition, they also own new firms 

with a high risk of liabilities (Westheadet al., 2005). Although there is an apparent significance in the 

contribution that serial entrepreneurs are likely to bring into a new venture. There is also a question 
of quality than quantity of the impact of the previous independent business ownership. 

Serial entrepreneurs can always re-enter the entrepreneurship environment, whether in a new 

venture or as consultancies based on their experience (Amaral et al., 2009). Table 2 provides a distinct 

difference between serial and habitual entrepreneurs. The benefits of serial and habitual entrepre-

neurs are likely to receive funding as they possess both charisma and experience (Gerpott & Kieser, 

2017). The managerial skills are more likely to influence performance on new ventures than generate 

ultimate success for both entrepreneurs. Thus, serial entrepreneurs accumulate knowledge and expe-

rience over each firm that he or she help found and run, thereby leading to increased returns as well 

as reduced risks (Sarasvathy et al., 2013). There are mentoring and business acceleration programs run 

by several agencies to advance the skills of entrepreneurs; these can be viewed as skills acquired by 
an entrepreneur that can be used for the next venture. 

Therefore, serial entrepreneur behaviour may be considered a desire to exist a venture after realizing 

that there is no possible way forward (Wright et al., 1997).Lafontaine and Shaw (2016) claim that “serial 

entrepreneurs are successful because entrepreneurship is a learned skill” (p. 241).Whereas in this paper, 

we argue that serial entrepreneurs might be addicted to the processes involved in venture creation. 

Table 2. Distinguishing serial from habitual entrepreneurs 

Serial entrepreneur Habitual entrepreneur 

Those who have sold or closed a business in which 

they had a minority or majority ownership stake in the 

past, and who currently own (alone or with others) a 

different independent business that either new, pur-

chased, or inherited (Westhead et al., 2005). 

Those who enjoy the venture creation process and, 

once established, tend to hand over their ventures 

to professional managers and go on to start others 

(Sarasvathy et al., 2013). 

Source: own study. 

Public policy encouraging failed entrepreneurs 

Failure usually yields social shame (Pretorius & Le Roux, 2011). In the case of entrepreneurs, it is often 

aided by public policies providing resources and incentives to mitigate the social failure stigma towards 

businesses. Shane (2009) claims that “in the United States of America, the correlation across industries 
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between start-up rates and failure rates is a whopping 0.77 (the correlation across countries between 

the percentage of value-added in total entrepreneurial activity) (p. 143)”. So, by providing incentives 

for people to start businesses in general, we provide incentives for people to start the typical business, 
which is gone in a few years (Shane, 2009, p. 143). 

Moreover, Shane (2009) argues that those who are likely to respond to these incentives are not 

the successful entrepreneurs. Public policy has several reasons in which to decide on whether to bol-

ster entrepreneurs. For instance, it can be for the development of the previously disadvantaged people 

or to avoid retrenchment of employees in large numbers.  

McGrath (1999) argues that failure can also provide positive consequences. Thus, avoiding to fail may 

contribute to unentrepreneurial activities. The underlying theme of McGrath (1999) is that failure can 

also be viewed from a balanced perspective. Invernizzi et al. (2017) argues that overconfidence in one’s 

ability to determine performance may result in others praising a “superstar” that is not capable of tangi-

ble output. An example is that of Steve Jobs and his “Next Startup,” which did not turn out to be a success 
as anticipated by entrepreneurship enthusiasts, but the incentives provided to the idea did not stop.  

Failures by entrepreneurs are also visible in pitches with estimations that are designed to lure ven-

ture capitalists (McGrath, 1999). Jones and Spicer (2009) insist that “we forget that most entrepre-

neur’s lives are not filled with success and private jets” (p.1). But slightly more failure than success. 

Keskin et al. (2015) confirmed that most venture capitalists are more fascinated by the personality and 

experience than the product, market, and business strategy. Shane (2009) blames governments in both 

developed and developing countries for expecting start-ups to bring about economic growth and cre-

ating employment that bolsters the incentive culture. The majority of people founding new businesses 

are not entrepreneurs, but rather one thing in common is that they seek self-employment funded by 
public policy incentives (Shane, 2009).There are several programs run by governments with the sole 

intention of promoting entrepreneurship without evaluation and monitoring mechanisms.  

In the Belgian Flanders community, it was commonly believed that repeated entrepreneurs are 

bankrupt and fraudulent (Bouckaert et al., 2011). Thus, confirming that the majority of restarters are 

usually not capable of starting profitable businesses. As a result, The Belgian Banks are blacklisting 

entrepreneurs for failing to pay back loans. Whereas in Germany, it was estimated that only 3% of 

failed entrepreneurs restart their venture (Bouckaert et al., 2011). Thus, the German uptake of entre-

preneurship by failed entrepreneurs is reasonably low. 

DISCUSSION 

In the quest to validate the possibility of BAE within existing studies in serial and habitual entrepre-
neurs, we sought to provoke further discussion in this phenomenon. The latter is neglected in entre-

preneurship research despite its core agent being an entrepreneur. The entrepreneur is charged with 

the responsibility of society and the government to create jobs and contribute to economic growth. 

The examination of competence of the serial and habitual entrepreneurs are assumed to be in place 

when they restart or start different ventures. For this reason, studies on failure and habitual or serial 

entrepreneurship do not consider another possible truth such as BAE, that might well be an area to 

start considering if better allocation of resources for entrepreneurship need to be made in both devel-

oped and developing nations. The key definitions, such as that of the habitual and serial entrepreneurs, 

are yet to be clarified in literature. Thus, providing a niche for further exploration of the BAE with a 

particular focus on either habitual or serial entrepreneurs studied over a longitudinal period. 
The role of the government towards a public policy that is in favour of incentivizing entrepreneurs 

should be revisited. Although the government is concerned with job creation and economic growth, 

they should not turn a blind eye towards unsuccessful entrepreneurs that keep applying for incentives. 

Monitoring these entrepreneurs will enable the government to fund genuine and successful entrepre-

neurs since literature suggests that those with entrepreneurial skills are likely to succeed than new-

entry and failed entrepreneurs. Whereas serial entrepreneurs are believed to have a slight chance of 

succeeding, Lafontaine and Shaw (2016) suggest that those few who succeed are likely to be the result 

of the funding they receive and nothing to do with their skill or luck.  
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Despite great awareness of entrepreneurship by many governmental agencies, there is an appar-

ent influx of repeated failures. There are several opportunities provided by governmental agencies and 

universities that are aimed at promoting successful entrepreneurship. What these programs fail to 
acknowledge is to assess the contribution to entrepreneurship by some of the participants. In this 

study, we highlighted the need to differentiate novice entrepreneurs from habitual and serial entre-

preneurs. In this way, incubation hubs, acceleration programs can be focused on novice entrepreneurs 

who have not failed in their entrepreneurship endeavour yet. 

CONCLUSIONS 

This paper discussed the possibility of BAE in serial and habitual entrepreneurs. By examining this phe-

nomenon, we can distinguish addicted entrepreneurs from habitual and serial entrepreneurs. This en-

abled us to further explore this area, with a specific focus on either serial or habitual entrepreneurs’ 

addiction to entrepreneurship. Following other researchers(cf. Lafontaine & Shaw, 2016; Rocha et al., 

2015; Sarasvathy et al., 2013), we agree that the longitudinal data collection approach should be 
adopted over a period in studying the behavioural phenomenon. It would be of interest to explore if 

entrepreneurs really have competency from their previous activities and after that what makes them 

reenter entrepreneurship. 

The addiction to entrepreneurship is thus a problematic feature of the rationale that entrepreneurs 

are the economic agents. Despite entrepreneurship awareness campaigns, funding opportunities and 

acceleration programs, the fundamental problem to entrepreneurship is repeated failure by habitual 

and serial entrepreneurs. Several governmental agencies are turning a blind eye to the idea of re-

peated entrepreneurs because they are driven by the success fallacy of entrepreneurship. It is im-

portant that BAE phenomenon is taken into account when reports on entrepreneurial activity and 
other government policies are written or revised. 

This study, just like others, has limitations. The assumption we make is surrounding an entrepre-

neur, not the firm, which limits us to make assumptions about the individual, not the firm. We focus 

on the serial and habitual entrepreneurs, not the novice entrepreneur since the aim of the study is to 

display a behavioural addiction towards entrepreneurship, which is only found after repeated failure. 

The fact that articles were used instead of speaking to habitual entrepreneurs is also a limitation to 

this study, as the authors interprets the lack of reference to BAE in existing literature as a possible 

oversight of this construct and assumes that it might be a reason for restarting of ventures and that it 

can be dangerous not to acknowledge this phenomenon. This study made use of conceptual data to 

justify its arguments, thus limiting the findings to what is already known in the literature. The study 
introduced a novel concept for consideration when habitual or serial entrepreneurship is evaluated 

and literature search was the method. 
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cooperation in high-tech goods 
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A B S T R A C T 

Objective: The objective of this article is to discuss the contemporary conditions for Polish-Chinese coopera-
tion in the area of trade in high-tech goods and to identify barriers to the development of cooperation be-
tween the two countries in order to achieve tangible economic benefits. 

Research Design & Methods: This study is based on two research methods, which made it possible to obtain 
and analyse qualitative and quantitative data. The methods used included desk research of existing data and 
research in the form of individual in-depth interviews (IDIs). The desk research was carried out on the basis of 
data on the conditions for trade exchange, while the IDI survey was conducted on the basis of scenarios de-
veloped for this purpose, which were the basis for interviews with representatives of government. 

Findings: The article presents research results on trade in high-tech goods with conclusions on the way 
forward. The result of the conducted research is the identification of the potential for the development of 
economic and political cooperation between Poland and China, which lies in the possibility of increasing 
trade in high-tech goods. This can be realised by increasing the involvement of Polish enterprises, especially 
start-ups, in export activities. 

Implications & Recommendations: Poland and China have great potential for closer economic cooperation, 
which can bring economic benefits to each country. 

Contribution & Value Added: The article compares quantitative data with qualitative data, which were ob-
tained through in-depth interviews conducted with representatives of government administration. 
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INTRODUCTION 

China is now the world’s largest economy, both in terms of GDP at $14,722 billion and population at 
1.4 billion (World Bank, 2021a). As recently as the 20th century, China was considered a producer of 
low-quality, low-cost goods, but today it is striving to become a leader in highly advanced technologies. 
These changes are occurring very rapidly in the Chinese economy and are characterised by the govern-
ment’s structured and consistently implemented actions, as exemplified by the assumptions of the 
current 14th Five-Year Plan and the strategic programmes “Made in China 2025” and “China Standards 
2035”. As society’s demand for medium- and high-tech goods is growing, a leading position in the field 
of manufacturing these goods is important for the Chinese economy’s presence among global leaders. 
Poland is a country that, like China, has undergone important economic and political transformations 
in recent decades. Despite its smaller market of 37.97 million in terms of population (World Bank, 
2021b), it is an important part of the European market due to its location. 

Taking into account the rapid economic development of China in terms of medium- and high-tech-
nology goods industries and the expansion of the international cooperation network in terms of trade 
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exchange, this article examines the prospects for Polish-Chinese cooperation and the barriers in trade. 
These aspects depend on historical factors relating to the countries’ cooperation and technical aspects 
of trade such as tariff and non-tariff barriers. The topic has not been thoroughly researched from this 
angle so far, which is due to little political involvement in the Polish-Chinese relations, which are largely 
shaped by the European Union’s external policy. Because of the need to build the EU’s relations with 
two conflicting economic powers, which include the United States and China, these relations are not 
obvious. In practice, the EU trades extensively with China, but in terms of political relations the EU is 
more conservative. In view of the initially identified positive aspects of Polish-Chinese cooperation, 
this article aims to explore the directions of cooperation based on barriers. To this end, the research 
questions have been developed, which directly derive from the aim of the research article: 

RQ1: To what extent is Polish-Chinese trade cooperation in the production of high-tech goods 
developed? 

RQ2: What are the biggest barriers hindering the development of Polish-Chinese trade coopera-
tion? 

RQ3: Which industries are the most promising for Polish-Chinese trade cooperation develop-
ment? 

The study was based on statistical data on trade exchange. The study was also based on an indi-
vidual in-depth interviews (IDIs) conducted with representatives of the public administration respon-
sible for the development of Polish-Chinese relations.  

The article is organised according to a structure containing in turn a review of the literature on the 
formation of Polish-Chinese economic relations, followed by a detailed presentation of the research 
methodology and conclusions. 

LITERATURE REVIEW 

Evolution of trade theory 

The concept of trade in theoretical terms is under constant development. This is due to the evolution 
of the world economy, which is constantly evolving in terms of organisation and technology, affect-
ing changes in the way trade is conducted. This aspect is also dependent on the coexistence of dif-
ferent trade theories, theorems and paradoxes described so far, which are confronted and devel-
oped with each other. This allows the development of contemporary theories that are a better rep-
resentation of trade theory than the classical theories. The direction of change in contemporary 
theories can be described as an effort to create a model that is as up-to-date as possible and that 
broadly encompasses the complexity of factors affecting international trade. It is worth noting that 
these factors also include new phenomena in the economy, such as increasing globalisation leading 
to the removal of trade barriers and lowering transport costs, global crises, or increased mobility of 
capital, goods and people (Kundera, 2018, pp. 18-20). 

At present, theories, theorems and paradoxes are grouped in the literature according to the divi-
sion into pre-classical, classical, neoclassical and modern theories, of which the first three are com-
bined as traditional theories (Świerkocki, 2004a, p. 18) or standard theories and new theories of in-
ternational trade (Wach, 2018, p. 64). The genesis of the process of developing theories on trade 
exchange took place during the Renaissance. Initially, they were primitive in nature and based on 
basic observations of economies. The psychosis of fear of shortage of goods is considered to be the 
first theory (Olesiuk & Vashchenko, 2001, p. 141). Important in the process of development of eco-
nomical thought in the field of international trade were the assumptions of mercantilism and physi-
ocratism, which made it possible to capture the factors and directions of foreign trade. The classical 
theories, which include the absolute cost advantage theory of Smith, the theory of comparative ad-
vantage of Ricardo, Torrens and Mill, the real cost theory of Viner and the opportunity cost theory of 
Haberler, have had the greatest influence on the evolution of international trade theory. However, 
they are distinguished by major limitations imposed by the assumptions made. These include the use 
of only two countries in the models, the limitation of the number of products to two, the assumption 
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of a complete absence of trade barriers, a balanced trade balance and factor restrictions. These as-
sumptions result in models that to a small extent reflect conditions actually prevailing in the world 
economy. Neoclassical theories were enriched by the addition of further variables, which at the same 
time resulted in a more accurate representation of the real situation in economies by including in the 
model the difference between the cost of labour and the cost of capital required to produce a given 
good. The first neoclassical theory was the resource abundance theory, which accounted for the ex-
pansion of foreign trade motivated by the use of a more abundant factor of production. The later 
equilibrium theory of factor prices allows us to understand the process of equalization of prices in 
countries trading with each other. It occurs through a process of decrease in the price of a good in 
the country where the product was more expensive and a simultaneous increase in the price of the 
good in the country where the product was cheaper. This simultaneously leads to a change and equal-
isation of factor prices (Świerkocki, 2004b, p. 23). Contemporary trade theories include the technol-
ogy gap theory of Posner, which makes trade dependent on the different technological level of coun-
tries (Posner, 1961, p. 332), the product life cycle theory of Vernon, which states that there are dif-
ferent stages of market presence of a product in terms of popularity and price, the theory of econo-
mies of scale of Krugman, which states that unit costs are decreasing with increasing production, and 
the theory of intra-industry trade of Balassa showing trade within the same groups of goods. In the 
group of contemporary theories there is also Linder’s hypothesis stating that exports are conditioned 
by production defined by domestic demand (Borkakoti, 1998, p. 366). 

In the context of trade in technological goods, contemporary theories play an important role: 
Linder and Helpman. Linder’s theory plays a very important role in the contact of technology-related 
products. This is because Linder stated that countries with similar demand will create similar industries. 
Helpman, on the other hand, showed that a larger share of trade between countries results in smaller 
differences in society’s income (Panda, Sethi & Chaudhuri, 2016, pp. 2-3). 

Institutional conditions of international cooperation 

After the end of the Second World War, it was necessary to develop a new legal framework shaping 
international cooperation. To this end, states started talks on establishing a new order, including in 
the aspect of international trade. During the talks between representatives of the states, including 
at the Bretton Woods Conference, attention was drawn to the need to create an international insti-
tution responsible for developing trade. After two years of negotiations, 23 countries concluded the 
General Agreement on Tariffs and Trade (GATT) on 30 October 1947. Initially, the agreement 
adopted was intended to be temporary, and the International Trade Organisation was to be set up 
as a result. Work on its creation lasted from 1945, when the USA initiated the first talks with the 
allies, until 1948, when the so-called Havana Charter was drafted, establishing a new organisation in 
the field of trade and the International Clearing Union, but due to repeated rejection of the treaty 
by the American Congress, the idea of opening an organisation was abandoned (Bossche, 2005, pp. 
80-81). The failure to establish an international organisation meant that the only aspect that ce-
mented international trade was the GATT. Therefore, it was decided to transform the agreement 
from a temporary solution to a permanent one. The change in the nature of the GATT resulted in the 
need to reorganise the operation of the agreement. Hence, the so-called Rounds were introduced, 
during which further improvements in international trade regulations were agreed. These rounds 
had a specific trade theme, which was negotiated by the members of the agreement within the 
framework of the round. The main focus was on the liberalisation of trade through tariff reductions 
and the elimination of trade barriers. As part of the Uruguay Round, the World Trade Organisation 
(WTO) was established in 1995, replacing the GATT. During the eight rounds conducted so far, the 
average level of tariffs, taking into account the changes introduced by each negotiating round, was 
reduced from 40% in 1947 to 6.6% in 1994. (WTO 2007, pp. 207-220). The WTO has established rules 
in international trade that govern aspects of trade, including trade in high-tech goods. These include 
The Information Technology Agreement (ITA), which abolished tariffs on selected IT and ICT goods 
allowing greater accessibility to high-tech goods (Portugal-Perez, Reyes & Wilson, 2006, p.4). As part 
of its efforts to standardise trade in high-tech goods, the WTO has also adopted the Agreement on 



50 | Celestyna Miłoś

 

Trade-Related Aspects of Intellectual Property Rights (TRIPS), which makes the protection of intel-
lectual property rights among its members as uniform as possible (Rasiah, 2002, p.9). 

In addition to the WTO, which has had the most significant and global impact on international trade, 
many other organisations and regional integration groupings dealing with trade-related economic co-
operation have been established since World War II. The most important institutions established after 
World War II include: (i) Council for Mutual Economic Assistance (COMECOM), whose main objective 
was to support the economic and scientific-technological development of the Eastern Bloc countries; 
(ii) Organisation for Economic Cooperation and Development (OECD), whose main objective is to pro-
mote economic development, liberalise capital flows and support the economic expansion of countries; 
and (iii) the Commonwealth of Independent States (CIS), which aims to maintain cooperation between 
the former Soviet Union countries; (iiii) European Coal and Steel Community/European Economic Com-
munity, which economically united the countries of Europe (Łoś-Nowak, 2009, pp.380-384). The for-
mation of integration groupings, the number of which started to increase significantly in the 1990s, 
causes disputes among members of international organisations, regional trade agreements (RTAs) and 
experts. The impact of regional cooperation on the process of globalization and enhancing cooperation 
among all countries is a debatable issue, as privileged treatment of countries within a regional arrange-
ment simultaneously results in discrimination against third countries. However, the WTO has recognised 
that the impact of regional cooperation is not unequivocally negative towards the multilateral system 
and the liberalisation of world trade and, especially in the initial phase, has been supportive of the glob-
alisation process. This is due to the actions taken by the RTA, related to the general reduction of tariffs 
and multilateral market opening reducing discrimination (WTO 2007, pp. 207-220). The major RTAs es-
tablished after World War II include Association of Southeast Asian Nations (ASEAN), European Free 
Trade Association (EFTA), Asia-Pacific Economic Cooperation Forum (APEC), Southern Common Market 
(Mercosur), Central European Free Trade Association (CEFTA), European Union (EU), United States-
Mexico-Canada Agreement (USMCA), African Union (Białowas, 2006, p. 60). 

Economic and political conditions of Polish-Chinese cooperation 

Polish-Chinese cooperation in the political, economic and scientific spheres has been ongoing since the 
mid-20th century. The beginning of contemporary relations dates back to the 1990s, which is associ-
ated with the building of international cooperation after the political changes in Poland and the grow-
ing importance of China on the international arena. 

“China became the most significant partner in intra- and inter-regional domestic value added 
trade in intermediate products. Its role has grown not only in Asia, but it can be said that it is 
becoming a world supply hub.” (Nacewska-Twardowska, 2020, p.75) 

Since 1990 representatives of the Polish government have taken steps to build and intensify coop-
eration between the countries. Initially, these were diplomatic activities consisting of visits by repre-
sentatives, which resulted in the conclusion of intergovernmental agreements on cooperation with 
parallel maintenance of cooperation at the level of ministries or independent organisations dealing 
with culture and scientific development (Stec, 2013, pp. 76-78). The most important acts consolidating 
cooperation at the state level include an agreement on financial cooperation concluded in 2000 and a 
bilateral agreement on economic cooperation concluded in 2004, which indicated closer cooperation 
in sectors such as industry and mining, science and technology, energy, communications and transport. 
Cooperation in the field of product certification and standardisation or the development of consulting, 
legal and banking services have been identified as tools leading to the development of cooperation 
(Hołdak & Konarzewska, 2007, pp. 282, 285). During the second decade of the 21st century, coopera-
tion intensified, as evidenced by the establishment of the Polish-Chinese Strategic Partnership in 2011 
and the subsequent upgrading of relations to the level of the All-Party Strategic Partnership in 2016. 
This allowed the establishment of cooperation including regular intergovernmental committee meet-
ings and the organisation of visits by top-level representatives (Szczudlik-Tatar, 2015, p.1). 

Institutions, both governmental and non-governmental, are primarily influential in shaping the re-
lationship. The most important government administration entities include the Embassy of Poland in 
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China, the Consulate General of Poland in Hong Kong, the Consulate General of Poland in Guangzhou, 
the Consulate General of Poland in Shanghai, the Embassy of the People’s Republic of China in Poland, 
the Consulate General of the People’s Republic of China in Gdansk. Non-governmental institutions in-
clude chambers of commerce, chambers of commerce and industry, and business councils, which bring 
together representatives of enterprises and are active both in building political relations and creating 
a friendly business environment. 

The ongoing talks on cooperation between the countries are related to China’s strategic plans 
for economic development. One of the leading initiatives is the Belt and Road Initiative (BRI) (for-
merly the One Belt One Road, OBOR), which involves the expansion and creation of new road, rail 
and sea links across Eurasia. Together, these will provide transport links to 71 countries, which are 
home to 60% of the world’s population. The idea is that this will allow further development and 
acceleration of freight transport, strengthening the competitiveness of Chinese goods. Cooperation 
on the project largely concerns Poland, which is to be one of the destination points for the new rail 
link running through Kazakhstan, Russia, Belarus, Poland and Germany, with the main rail hub to be 
the one in Łódź (Brona, 2018, pp. 58-59). 

The most significant in terms of trade in high-tech goods is the Made in China 2025 programme, 
established in 2015. In addition to identifying general strategic tasks, such as improving manufacturing 
innovation, expanding the industrial base, restructuring the manufacturing sector or internationalising 
production, the Plan also sets specific objectives. These are plans to achieve the following economic 
results in 2025 (Gacek, 2018, p.11): 

− increase the proportion of Chinese components in final products by 30 p.p., to 70%, 

− to increase production of telecommunications equipment by 5 p.p. to 80% domestic market share 
and by 5pp to 40% global market share, 

− to increase production of mobile devices by 5 p.p., to 80% domestic market share and by 20 p.p., to 
45% global market share, 

− to increase production of integrated circuits by 5 p.p. to 40% domestic market share and by 5 p.p. 
to 20% global market share, 

− to increase production related to the Internet of Things - IoT by 20 p.p., to 60% of the global 
market share, 

− to increase production related to robotics by 20 p.p., to a 70% share of the global market, 

− increase production related to electric vehicles by 15 p.p. to 20% of global market share. 

Of the goals mentioned above, the most important is the aspect of semiconductor manufactur-
ing, used in the production of electronics. This priority is supported by advances in the technology 
of chips necessary for information processing, which in turn become the basis of all modern intelli-
gent systems (VerWey, 2019, p. 13). 

The latest developments on the Poland-China line also concern the Comprehensive Agreement 
on Investment between the European Union and China, which is intended to redress the growing 
asymmetry in foreign investment, consisting of broad access to the EU market while discriminating 
against European countries in the Chinese market (Amal, 2021, p. 2). This agreement was concluded 
in 2020, but due to incidents regarding the imposition of mutual sanctions on diplomatic represent-
atives, it was frozen. This resulted in a deterioration of relations and a temporary halt to talks be-
tween representatives of the countries. 

Challenges for economic cooperation between Poland and China 

Looking at the geopolitical determinants of economic cooperation, it is important to note the growing 
importance of Poland in the international arena and especially in the European Union, which, despite 
its location in the center of the continent and its title as a leader in the Eastern European region, was 
not obvious (Wnedt, 1997, p. 61). Poland being a country located in central Europe is of great economic 
importance due to its strategic location in terms of transport. At the same time, the country is the 
external border of the European Union, bordering Ukraine and Belarus, which are not members of the 
community and are also former Eastern Bloc countries. Poland’s foreign policy is characterised by 
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strong relations built with the United States, mainly through cooperation within NATO. In addition, 
despite a number of blockages, Poland is also strengthening cooperation with members of the Euro-
pean Union, with the greatest importance being placed on strengthening cooperation with Central and 
Eastern European countries, particularly within the Visegrad Group (Lach, 2014, pp.17-19). Strong co-
operation with the countries of Central and Eastern Europe is also a way to strengthen cooperation 
with China through the ‘16+1’ initiative. 

“One of such innovative approaches to regional cooperation, established in 2012, is the ‘16+1’; 
the initiative that serves China’s vision to increase its political influence in the world and on 
CEECs by promoting China-European Union (EU) relations. The ‘16+1’ initiative is regarded by 
Chinese as ‘one of the most important achievements of China’” (Jaklič & Svetličič, 2019, p. 84) 

Determinants of cooperation with China are large extent conflict of interest regarding the alli-
ance with the United States, as a result of the dispute between the two countries initiated by the 
suspicion of espionage by Huawei. The tense relations between the two superpowers mean that 
Poland’s foreign cooperation has to take a course in the development of diplomatic relations, the 
effects of which may affect long-term cooperation for years to come. On the one hand, the country 
has normalised relations with the US and its allies, while on the other, it has the opportunity to build 
relations with the rapidly developing Middle Kingdom, which is becoming known as a global leader 
in technology and innovation. 

Based on the literature review, a hypothesis was formulated as follows:  

H1: There is a potential in Polish-Chinese cooperation in trade in high-tech goods, which is in-
sufficiently exploited due to existing barriers. 

In order to confirm or reject the hypothesis, the research procedure was adopted and the following 
research questions were constructed (RQ1, RQ2, RQ3 in the introduction). These questions will serve 
to determine the directions for the development of the countries’ economic cooperation. 

RESEARCH METHODOLOGY 

Research approach 

Both quantitative and quantitative methods were used to carry out the analysis in order to provide 
reliable answers to the research questions. Both methods were used due to easier comparison of 
quantitative data, which are presented in a numerical form. It also allows trends to be identified and 
values to be forecast. The disadvantage of quantitative data is that it is not possible to capture all 
aspects. For this reason, the study also included qualitative data to allow an in-depth study of the 
situation. The choice of the two research methods required the research to be carried out on the 
basis of a plan covering successively: 

− for quantitative data: 

o review of available data sources, 
o structuring of data, 
o development of databases for research purposes, 
o development of graphs and tables, 
o data analysis, 

− for qualitative data: 

o development of research tools, 
o conducting data collection procedure, 
o arranging the data obtained, 
o data analysis. 

Following the above procedures of the applied research approach, a comprehensive analysis of 
the quantitative and qualitative data was carried out, which allowed the study results to be compiled 
and conclusions to be drawn.  
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Data 

The study used reliable quantitative data from databases containing information on trade and the eco-
nomic situation of individual countries, so the mix of methodologies was applied.  

In the part based on quantitative data, the following statistics were selected for the study: data on 
the value of exports between the countries, the percentage value of Polish exports to China and Chinese 
exports to Poland, the value of Polish exports to China and Chinese exports to Poland in 2010 and 2020 
by product groups classified as high-tech goods, the value of trade deficit and trade surplus in the ex-
change of goods between Poland and China, the average percentage value of tariffs of China and Poland. 
The above-mentioned data were obtained from the databases of the World Trade Organisation, the 
World Bank, the United Nations, the Analysis and Decision Support System of Statistics Poland (GUS) and 
The Observatory of Economic Complexity. To maintain comparability of data, they have been reduced to 
the same units of measurement, and the period of data analysis has been taken as data from 2010. 

The research part using qualitative data was obtained directly for the analysis by interviewing gov-
ernment officials responsible for shaping Polish-Chinese economic relations. 

Research methods 

The study used desk-research methods and descriptive statistics to analyse the data to develop con-
clusions. For this purpose, tools in the form of platforms constituting interactive databases and excel 
sheets with data developed for the study were used. 

The second research method used is individual in-depth interview (IDI). The interviews for this 
study were conducted by the author of the study, having the necessary knowledge of the subject 
matter of the interview, the expertise of the respondents and the ethical principles of interviewing. 
The interviews were conducted between April and May 2021, in the form of video conversations 
lasting approximately 60 minutes conducted with the help of distance communication tools. In ac-
cordance with the standard for IDIs, the interviews were conducted on the basis of a scenario devel-
oped using a list of information sought in the context of the research topic. The script developed as 
a research tool is presented in Table 1. 

Table 1. Script for an individual in-depth interview with government officials involved in cooperation with China 

Thematic scope Specific questions 

Respondent’s 
Characteristics 

Which government authority is represented by the Respondent? 

To what extent is the organisation involved in Polish-Chinese political and commercial relations? 

China-Poland re-
lations in terms 

of trade 

How has China’s policy towards Polish-Chinese trade changed over the past years from Po-
land’s point of view, and are these changes rather positive or negative? 
- If positive, then:  
o why? 
o does the positive nature of the changes apply to all stakeholders? 

- If negative, then: 
o why? 
o are the changes negative for all stakeholders? 

What are the biggest barriers to Polish-Chinese trade from Poland’s point of view? 
- If they are:  
o which ones? 
o which ones seem to be insurmountable? 
o how have they changed in recent years? 

- If none:  
o - 

Which aspects of trade cooperation with China, positive or negative, prevail? 
- If positive, then:  
o which is the most important? 

- If negative, then:  
o what is the most important? 
o how to fight them? 

Source: own compilation. 
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The selection of experts taking part in the interviews was made so as to enable verification of the 
quantitative research carried out and to make objective and reliable forecasts for the future. Inter-
views were conducted with representatives of government administration dealing with co-operation 
between Poland and China. The respondents were: 

− Aleksander Dańda – the Consul General of the Republic of Poland in Hong Kong. 

− Karol Pęczak – the Vice Consul / Head of the Economic Affairs, Communication and Public Diplomacy 
Department of the Consulate General of the Republic of Poland in Guangzhou. 

The purpose of interviewing separate groups was to find out two different perspectives on con-
ditions such as trade barriers to mutual cooperation, support programmes or the involvement of 
entities in foreign activities. 

RESULTS AND DISCUSSION 

Desk-research 

The contemporary world economy is largely defined by the increasing number of links between coun-
tries. Above all, this phenomenon relates to the liberalisation of the movement of people, capital and 
goods, which can be examined through data on the volume and direction of trade. 

Considering the trade exchange between Poland and China, the intensity and structure of trade 
exchange between the countries should be taken into account. The change in nominal value of Polish 
export to China and Chinese export to Poland is presented in Figure 1. Data presented in Figure 1 shows 
the growth dynamics of trade exchange between Poland and China. In value terms the nominal growth 
of China’s export to Poland is in indicated period much higher than the growth of export of goods from 
Poland. In percentage terms, the value growth amounts to 154% in case of Polish export to China and 
222% in case of Chinese export to Poland. 

 

 

Figure 1. Nominal value of Polish exports to China and Chinese exports to Poland 

of goods and services in 2010-2018 (billions of USD) 

Source: own elaboration based on World Integrated Trade Solution (2021). 

Nominal value of trade exchange between Poland and China shows high imbalance, which is 
reflected in the trade balance. Its value is negative for Poland and positive for China, which is 
equivalent to a surplus of imports from China over exports. The data presented in Figure 2 shows 
Poland’s growing trade deficit with China, which amounted to USD 18.442 billion in 2018 and shows 
a further upward trend. This relation proves the outflow of capital from Poland and negatively influ-
ences the country’s balance of payments.  
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Figure 2. Poland’s trade deficit with China in goods and services in 2010-2018 (billions of USD) 

Source: own elaboration based on GUS (2021). 

While examining the mutual trade of the analyzed economies, the percentage share of a country in 
the export structure should also be taken into account. For this purpose, Figure 3 presents data on the 
percentage value of export from Poland to China and from China to Poland. This value refers to the total 
value of export of a given country and allows to illustrate the importance of mutual trade. The data pre-
sented in Figure 3 at the end of the period amount to 1.1% share in the exports of both Poland and China. 
The analysis of aggregated data shows a systematic increase of Poland’s share in China’s export structure 
and in case of China’s share in Poland’s export the values remain at an almost similar level. This means 
that mutual trade is for China, however it should be noted that for both countries the share of trading 
partner is relatively small. For example, in the case of China’s export structure, the United States is in first 
place, to which 19.30% of goods were exported in 2019, and Poland with a value of 1.1% is in 25th place. 
In the case of Poland’s export structure, which is much less diversified, the main partner is Germany to 
which 28.15% of goods were exported and China with a value of 1.1% is in 29th position. 

 

 

Figure 3. Percentage share of Polish export to China and Chinese export Poland 

in goods and services to in 2010-2018 

Source: own elaboration based on World Integrated Trade Solution (2021). 

  

-20

-15

-10

-5

0
2010 2011 2012 2013 2014 2015 2016 2017 2018

0,00%

0,20%

0,40%

0,60%

0,80%

1,00%

1,20%

1,40%

2010 2011 2012 2013 2014 2015 2016 2017 2018

Poland to China China to Poland



56 | Celestyna Miłoś

 

Changes in trade values concerning high-tech goods were analysed on the basis of several prod-
uct groups categorised according to the Harmonised System commodity classification developed 
by the World Customs Organization. The comparison of values is presented in Table 2. The Table 
shows that in case of export of goods from China as many as six product groups have recorded an 
increase in trade exchange. The highest growth in percentage terms concerns group no. 88, while 
in value terms - group no. 85. Value of export of goods from Poland to China is much smaller in 
value terms, and positive change of value was recorded in five product groups. The highest increase 
in percentage terms concerns group no. 89, and in value terms - group no. 84. Also, in case of trade 
exchange of high-tech goods distinguished in Table 2, we can observe that percentage change of 
total export value shows higher increase in case of Polish export to China in the analysed years. 
Comparing the value of export of other European countries to the value of export of Poland it 
should be noted that countries such as France, Germany or Great Britain in 2020 exported to China 
in each of the mentioned product groups goods worth much more than Poland. It should also be 
noted that the share of the above-mentioned product groups in the total value of trade recorded 
an increase during the studied period. It amounted on average to 22.8% in case of export of goods 
from China to Poland and 7.7% of Poland to China. 

Table 2. Value of Polish export to China and Chinese export to Poland in 2010 and 2020 by product groups 

belonging to high-tech goods (in millions of USD) 

Product group by HS code 
China to Poland Poland to China 

2010 2020 change 2010 2020 change 

84 - nuclear reactors, boilers, machinery and mechan-
ical appliances; parts thereof 

2374.4 4606.9 94% 211.6 753.6 256% 

85 - electrical machinery and equipment and parts 
thereof; sound recorders and reproducers, television 
image and sound recorders and reproducers, and 
parts and accessories of such articles 

2449.4 7505.2 206% 140.2 365.5 161% 

86 - railway or tramway locomotives, rolling stock and 
parts thereof; railway or tramway track fixtures and 
fittings and parts thereof; communication-signalling 
equipment of all kinds 

4.2 29.4 606% 2.7 8.7 227% 

87 - non-rail vehicles and their parts and accessories 392.2 866.9 121% 59.9 116.6 95% 

88 - aircraft, spacecraft and parts thereof 0.21 31.9 15 133% 50.4 1.9 -96% 

89 - ships, boats and floating structures 226.3 7.3 -97% 1.0 6.2 517% 

90 - optical, photographic, cinematographic, measur-
ing, checking, precision, medical or surgical instru-
ments and apparatus; parts and accessories thereof 

1195.5 1976.0 65% 29.2 10.0 -66% 

SUMMARY 6642.23 15023.8 126% 494.96 1262.60 155% 

Source: own elaboration based on: United Nations Comtrade (2021). 

In terms of trade, tariff and non-tariff barriers are also very important. Considering the 
tightening cooperation between countries, they should be mutually reduced. Changes in the 
average level of tariffs on goods imported into the country are presented in Figure 4. China has 
pursued a trade-friendly tariff policy since the early 2000s. In 2000, the average tariff rate was 
14.67%, with the largest reduction occurring by 2004. In Figure 4, it can be seen that the Chinese 
tariff rate has been systematically reduced from 4.65% to the 3,39%. In the case of Poland, where 
the level of rates has been low since the beginning of the analysed period, the value oscillated 
between 2.00% and 1.31% throughout the period and at the end of the analysed period it amounted 
to 1.69%. Taking into account the difference in average duty rates between the countries, it should 
be noted that the rates on import in China are higher than in Poland, which indicates a higher level 
of market protection and higher costs related to export from Poland to China. 
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Figure 4. Average percentage rate customs duties on imports of goods by China and Poland in 2010-2018 

Source: own elaboration based on The World Bank (2021c). 

IDI Research 

Interviews conducted with representatives of the government administration provided information on 
the current situation in the field of Polish-Chinese trade policy. In their assessment of the changes in 
relations between the countries, respondents qualified the changes as rather positive, although the re-
lations are not shaped with much enthusiasm and commitment. Their character depends primarily on 
the time perspective in which it is assessed and the parties. In the short term, an increase in trade inten-
sity may have positive overtones due to possibly extensive cooperation also in terms of technological 
development. In the long term, however, it is worth noting that China as a strong player on the interna-
tional market may lead economies to depend on its products and then use the position it has gained. 

The assessment of barriers to the trade process has been done in a very broad way. First of all, the 
attention was directed at the low involvement of entrepreneurs in the process of expansion on the 
Chinese market. This is due to both the geographical and cultural distance that separates the two 
countries. Polish entrepreneurs also more often decide on a simple alternative in the form of European 
markets, which are not so demanding in terms of involvement or knowledge of the rules of interna-
tional trade. However, in the conducted interviews it was indicated that the companies often give up 
on the Far East markets without taking into account the benefits they can derive from these markets. 
Due to the number of consumers on the Chinese market and a growing and capital-rich economy, 
engagement in the Chinese market can bring benefits comparable to expansion in several European 
markets. This barrier, however, is assessed as surmountable, due to the great support of institutions 
such as the Polish Agency for Enterprise Development (PARP) or the Polish Investment and Trade 
Agency (PAIH), which more and more often include export development programmes on the Chinese 
market in their activities. The lack of recognition of Polish brands was also mentioned as a barrier. This 
concerns both rapidly developing start-ups and traditional companies, e.g. from the food industry. This 
barrier is more difficult to overcome due to the need to commit large capital to compete with Chinese 
market players in terms of promotion. However, Polish companies often do not have sufficient capital 
or are not willing to spend it in the form of uncertain investments. The barriers mentioned above are 
of a permanent nature and have persisted for several years. 

In assessing aspects of trade cooperation, both respondents indicated that positive aspects predom-
inate. Such issues as the possibility to diversify Polish exports, building a position in the international 
supply chain or the development of knowledge in the field of high-tech technologies were equally pre-
sented. The most important aspect is participation in the group of global leaders who create cooperation 
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between countries at the international level. This aspect is particularly important in view of rapidly ad-
vancing globalisation, which marginalises countries not involved in trade and politics. Table 3 presents 
the results of the survey, which show the barriers and challenges to building further trade relations. 

Table 3. List of barriers and challenges to trade identified during the in-depth interview research 

Barriers Challenges 

Large cultural differences between markets 
Long-term dependence of Polish economy on trade 
with China 

Need for large financial commitment in the 
process of building business cooperation 

Low attractiveness of Chinese market for Polish en-
trepreneurs in relation to European markets 

 Dependence of Polish policy on European Union 

 Uncertainty of relations between China, USA and EU 
Source: own elaboration based on the interviews. 

CONCLUSIONS 

The aim of the study was to review the current situation in the field of Polish-Chinese cooperation and 
to determine the prospects for this development together with its profitability in terms of achievable 
benefits. The study was carried out based on desk-research analysis of the found data and conducted 
in-depth interviews with the representatives of the government administration. Based on data on 
trade between countries over the last ten years, it should be indicated that trade between countries 
is intensifying. This is indicated both by the nominal value of exports and by the changes in trade ar-
rangements. In addition to the figures, the upward trend is also supported by expert opinion, which 
points to a wide range of possibilities for closer cooperation in areas other than just trade. In terms of 
prospects, it should be shown that due to the COVID-19 pandemic, trends have been altered, but since 
the beginning of the epidemic many of the indicators have returned to their former levels and trend. 
In this regard, it should be noted that the directions of Polish-Chinese cooperation are directed to-
wards further development of relations and exchanges. The possible directions of development, how-
ever, depend on political actions, which have not been characterized by great involvement so far, and 
on the business world, which is the basis for creating trade cooperation. 

The research makes it possible to determine the degree of development of trade cooperation in 
high-tech goods at a level that differs from other countries, such as Europe. This proves that the po-
tential of the Chinese market is still untapped. This is largely due to barriers, which should be defined 
as the lack of sufficient involvement of entrepreneurs in activities related to expansion, which results 
from the distant location and cultural differences of the market. Another important barrier is also the 
lack of brand recognition, understood both as individual product brands and brands understood as 
general good opinions about industries such as e.g. gaming or groceries. In terms of the greatest po-
tential for growth, we can distinguish industries related to new technologies, which are part of the 
programmes implemented by the Chinese government such as China Standards 2035 or Made in China 
2025. These industries include Automotive, especially focusing on the production of electric cars; IT 
and ICT, all industries related to renewable energy. The above results are in line with the literature, 
which on the development of cooperation concerning high-tech goods is assessed as perspective. 

Conclusions of the study indicate that there is a large and untapped potential for Polish-Chinese 
cooperation. Its development, which requires involvement from both the political and business sides, 
may have a positive impact on economic and social development. 

In order to examine the aspect of Polish-Chinese cooperation in more detail, the following areas 
of research have been determined: 

− Narrowing the object of research to political cooperation in terms of trade – due to the large role of 
political determinants, this aspect will enable a thorough analysis of the development directions in 
this respect. 
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− Narrowing the focus of the research to cooperation of business entities – taking into consideration 
diverse factors influencing international expansion, it is necessary to analyze which factors consti-
tute the greatest barriers for entrepreneurs to carry out cooperation with the Chinese market. 
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A B S T R A C T 

Objective: The objective of the article highlight the significance of culture in the entrepreneurial landscape and 

provides entrepreneurs and (project) managers with a guidance tool to overcome previously unconsidered 

stumbling blocks while operating in the intercultural setting. 

Research Design & Methods: The following article was prepared based on a critical study review devoted 

to existing approaches to intercultural impact in business life and used the archival technique from 1990-

2020. The study review reflects on the identification of existing literature gaps in the implementation of a 

subcultural business environment. It addresses these by designing an appropriate model to bypass the 

apparent pitfalls of intercultural business communication and co-existence, if possible. 

Findings: Culture impacts diverse sets of society and businesses, including entrepreneurship. This article un-

derpins which pitfalls are advisable to consider when encountering the intercultural and entrepreneurship-

driven workplace. 

Implications & Recommendations: Based on the study review, startups, as well as big corporate companies’ 

projects of a creational nature, are advised to reconsider their perception and handling of culture applying 

The Building of Cultural and Entrepreneurial Force. 

Contribution & Value Added: The added value of this article is to be found in the solid analysis of cultural 

essentialism, anti-essentialism, and implications to beware of in the managerial and entrepreneurial con-

text related to The Building of Intercultural and Entrepreneurial Force that intends to ease to co-work of 

intercultural teams. 
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INTRODUCTION 

This paper attempts to explore the interaction between culture and entrepreneurship. Entrepre-

neurship is increasingly being recognized as an important factor for economic growth. Some cul-

tures are more conducive for entrepreneurship than others, considering the different cultural her-

itages and dimensions. The significance of different cultural aspects and their effect on entrepre-

neurship has been noted in a number of studies (cf. Wach, 2015). Therefore, as culture is a relatively 

unconscious framework based on a shared understanding that can vary, the objective of the article 

is to highlight the significance of culture in the entrepreneurial landscape to provides entrepreneurs 

and (project) managers with a guidance tool to overcome previously unconsidered stumbling blocks 

while operating in the intercultural setting (cf. Bartha et al., 2018; Kaasa et al., 2013), providing this 

article with sufficient novelty. Thus, the assumptions on which this article is based on are as follows: 
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A1: The anti-essentialist approach disregards entrepreneurship. 

A2: Existing cultural approaches do not yet provide entrepreneurship with a framework to lev-

erage its intercultural setting. 

Culture can provide a system of commonly shared meaning, interpretation, and values (Primecz et 

al., 2009; cf. Hall, 1959, 1976; Holliday, 2011; Søderberg & Holden, 2002; Trompenaars & Hampden-

Turner, 1997). According to Søderberg and Holden (2002), culture is related to the notion of social 

constructivism. In that case, it is a collective and relational construct that can be defined and redefined 

by those participating. Thus culture is based on a mutable construction. “Culture used to be a way to 

describe, generalize and explain what a person was doing. Itis not so easy – maybe even impossible – 

to do that anymore” (Agar, 2002, p. 15). 

The complex and dynamic construct of a culture built upon interpersonal communication pro-

cesses, co-existence, and behavior does not remain consistent in its values and practices since it is a 

negotiable social process of change (cf. Bartha et al., 2018; Kaasa et al., 2013). That proceeding tends 

to happen on a presumably unconscious level. The relational construct refers to the interaction of 

people who belong to the same particular culture. Simultaneously these people are catalysts for a new 

emergent contextual setting of visions, aspirations, and change (cf. Olwig, 1997; contra. Hall, 1959, 

1976; Hofstede, 1980; Søderberg & Holden, 2002; Trompenaars & Hampden-Turner, 1997). Conse-

quently, culture can adapt and integrate novelty, unifying the old and new practices (cf. Clausen, 2010; 

Fischer et al., 2014; Flitzsimmons, 2013; Hannerz, 1996; Joy & Poonamallee, 2013; Primecz et al., 2009; 

Søderberg & Holden, 2002; contra. Hall, 1959, 1976).  

Similar to culture, business, especially entrepreneurship, is a never stagnant process – culture is in 

continuous progress, a related structure can be found in entrepreneurship. However, this circum-

stance in the entrepreneurial context is not only driven by desirable states of cultural diversity but also 

much more by the competitive nature and accompanying innovation in a business world that is in-

creasingly VUCA: volatile, uncertain, complex, ambiguous (Bennett & Lemoine, 2014; cf. Kim & 

Mauborgne, 2015). “Entrepreneurship necessarily takes place within culture, it is utterly shaped b cul-

ture, and it fundamentally consists in interpreting and influencing culture. Consequently, the [entre-

preneur] can understand it only if he is willing to immerse himself in the cultural context in which the 

entrepreneurial process occurs”(Lavoie 1991, p. 36). 

In particular, entrepreneurs with the will to make progress accessible to entire economies use creative 

diversity, skill sets, and in the same process, acquire an awareness of the significance of cultural diversity. 

Thus, multidisciplinary teams are increasing in frequency, as they are said to meet not in their weaknesses 

but complementarily in their strengths (Bartha et al., 2018; Weinberg, 2019). Multidisciplinary teams pro-

mote the learning of cooperativeness and solution-oriented action and openness and exposure to new 

ideas (Weinberg, 2019; cf. Di Cristini et al., 2003; Lewrick et al., 2018; Pearce, 2003). Multidisciplinarity, 

however, expands to the analysis of hard and soft skills, but cultural diversity simultaneously. A variance 

of this kind may not only result in a holistic go-to-market strategy of an emerging startup but also indicate 

unavoidable knowledge about global markets and their particular characteristics (cf. Nathan, 2014). Ignor-

ing these characteristics could negatively impact a born global in the market entry phase and its market 

power (contra. Habermann, 2008; Kaplan, 1966; Rumelt, 2011; Voloshinov et al., 1973). 

Therefore, shared leadership (Di Cristini et al., 2003; Pearce, 2003; cf. Myers, 1962) and flat or no 

hierarchies are beneficial in startups with the desire to be competitive (cf. Weinberg, 2019), as collab-

orative team working for and with the same vision (Sinek, 2009) is critical to the breakthrough entre-

preneurial success of a founding team. 

LITERATURE REVIEW AND THEORY DEVELOMENT 

Reviewing Culture’s Complexity 

Even though practiced with superb intentions, approaching cultural otherness in the entrepreneurial 

context of a multidisciplinary, intercultural team (cf.; Kaasa et al., 2013; Weinberg, 2019) can cause 
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frictions unconsciously. The rather one-dimensional approach to categorizing the complex dynamic 

and mutable construct of culture implies the potential of becoming increasingly tricky in its utiliza-

tion (Primecz et al., 2009; cf. Clausen, 2010; Hannerz, 1996; Søderberg & Holden, 2002; contra. Hall, 

1976) since culture is inappropriate to perceive as nation-based (contra. Hofstede, 1980). Cultural 

diversification is inextricably related to the notion of vastly growing globalization (Cheung & Chan, 

2009; cf. Szromnik, 2020) and its diverse microcultures’ facets. “The world is full of confrontations 

between people, groups, and nations who think, feel, and act differently. At the same time these 

people, groups, and nations, […] are exposed to common problems that demand cooperation for 

their solution“ (Hofstede &Minkov, 2010, p. 10).Consequently, national cultures appear to emanci-

pate themselves automatically from standardized norms – against essentialists’ assumptions (con-

tra. Hofstede, 1980) – and similar to innovation-driven startups. Respectively, the anti-essentialism 

paradigm underpins that culture extends beyond the standstill. The opposite would imply that nei-

ther further development nor learning in a mental framework would occur, which can be seen from 

an anthropologist’s and behaviorist's perspective on culture, as invalid as well (cf. Kahn, 2001; con-

tra. Hofstede, 1980; Hall, 1959). 

Generalizing individuals from a presumably shared cultural background as practiced by cultural 

essentialists can imply the apparent risk of educational convenience. The result of mental impartiality 

may lead to the prevention of intercultural progress and efforts (cf. Bartha et al., 2018; Kaasa et al., 

2013). That can harm a respectful – even face-maintaining – co-existence in an emergent company 

that is reliant on its internal functionality (Bond, 1991; Hu, 1944; Mao, 1994; Pan, 2000, Spencer-Oatey, 

2002; cf. Gorski, 2013; contra. Wendt & Gone, 2011). Resultantly, disrespectful social interactions (con-

tra. Bartha, Gubik & Bereczk, 2018) in the entrepreneurial setting are accompanied by the jeopardy of 

preventing the progress of cultural sensitivity (cf. Bennett, 2017; contra. Earley & Mosakowski, 2004). 

As startups often lack this internal stability based on cultural mindfulness due to the novel and never 

experienced an overall situation, team-internal problems reported causing 23% of startups’ failure (cf. 

StartUpWissen, 2020; t3n, 2016). 

Contrastingly, cultural sensemaking and the desire to gain a richer understanding of cultures distinct 

from the familiar can make a valuable contribution to economic progress (Bennett, 2017; cf. Weinberg, 

2019). Therefore, cultural sensemaking can be appreciated as it may result in the ability to acquire cau-

sality and a broader understanding of the counterpart’s behavioral practice. That includes the change of 

cultural perspective (Bhatti et al., 2020; Hassan et al., 2021) and ethnorelativism: the existence of nu-

merous viable possibilities for perceiving culture’s reality (Bennett, 2017; cf. Hannerz, 1996). 

Additionally, by categorizing and generalizing culture and individuals, principles of cultural ontol-

ogy are likely to be violated as the essentialist paradigm links identity to the broader concept of na-

tional origin and measures national-geographical criteria (Sayer, 1997; contra. Hofstede, 2002) pre-

dominantly. That essentialist’s approach practice could work counterproductively on the self-fulfill-

ment needs and the cultural self-awareness beliefs of those the generalizing conversation’s part en-

counters (Deardorff et al., 2012; cf. Maslow, 1943; contra. Sayer, 1997).  

Gorski (2013) claims that the anti-essentialism approach regards political, interpersonal, and eth-

nographical mindfulness. The usage of stereotypes is said to disregard gender and the ethnicity of 

individuals that might refer to a hybrid ethnical background (cf. Friedman, 1994; Scollon & Scollon 

2001; contra. Hall, 1976). “The need to make sustained and serious progress toward ethnic and racial 

justice is clear” (McKinsey & Company, 2020, p. 2). This statement is increasingly important consid-

ering the currently ongoing Black Lives Matter movement that fights for societal equality for all eth-

nic groups, aiming to combat ethnic-based injustice (cf. De Genova, 2016; Swart & Maralack, 2020; 

Taylor, 2016). 

By focusing on cultural complexity, the anti-essentialist statements above emphasize the rele-

vance of ethnic variety in entrepreneurship (Hassan et al., 2021; Lauring et al., 2018; cf. Clausen, 

2010; contra. Hofstede, 1980). Hence, it is advisable to perceive culture as a continuously and so-

cially constructed process (Søderberg & Holden, 2002; cf. Bartha et al., 2018; Sayer, 1997; contra. 

Hofstede, 2002). Also, emergent companies should recall the consciousness that culture can be a 

reassessed and redesigned, reinforcing the emergence of a negotiated culture, even in an economic 
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setting (Clausen, 2010; Søderberg & Holden, 2002; Sayer, 1997; contra. Hall, 1959). That knowledge 

of cultural otherness can encourage intercultural encounters to create a shared cultural complexity 

similar to shared leadership where every participant is accountable for the outcome. More clearly: 

shared leadership and cultural complexity have in common that culture is a mutually accountable 

process (cf. Pearce, 2003). 

Thus, not only culture, but global entrepreneurship too (cf. Hassan et al., 2021), move towards 

a global melting pot of shared ideas (McKinsey & Company, 1993; Søderberg & Holden, 2002; cf. 

Gorski, 2013; contra. Hofstede, 2002). Ostensibly, the likelihood of unintendedly disrespecting the 

set of norms and values individuals refer to increases. It must be underpinned that global together-

ness is not equal to emancipating the self from the individual set of societal expectations of polite-

ness, education, or language taught. As a result, the promising melting of cultures implies potential 

pitfalls, reinforcing the urgency to examine blind spots evident in the entrepreneurial intercultural 

setting (cf. Hassan et al., 2021). 

Building Intercultural and Entrepreneurial Force 

It is known that entrepreneurship is increasing in its popularity. “The decision to start a venture has 

both cultural and economic [reasons]“ (Radziszewska, 2014).Visionaries, game-changers, and chal-

lengers demand and foster the change of entire industries (cf. Christensen, 2016). However, inter-

culturality is a topic relevant to an entrepreneur’s success and harmonious business excellence ei-

ther as elaborated above. International business partners can access globalized networks – obviating 

a born global’s economic jeopardy of running the liability of outsidership (cf. Cheung & Chan, 2009; 

Johanson & Vahlne, 2009; Singh et al., 1986; Wach, 2016). Operating interculturally is respectively 

an essential element for born global startups (McKinsey & Company, 1993). Additionally, referring 

to the current political movement Black Lives Matter, mutual understanding and efforts towards 

cultural alterations demand severe overdue changes (cf. Bennett, 2017; De Genova, 2016; Taylor, 

2016; contra. Hofstede, 1980). 

Nevertheless, strategic but interpersonal and intercultural skills should increase to maximize inter-

national entrepreneurial prosperity (Bennett, 2017; Radziszewska, 2014; cf. Earley & Mosakowski, 

2004; Hassan et al., 2021). However, as merely addressing the significance of practicing cultural inclu-

sion in the media instead of providing the economy guidance on how to shed light on the examination 

of cultural otherness to be leveraged, perform an entrepreneur’s managerial duty (Drucker, 2006) 

fashionably. The following model on The Building of Intercultural and Entrepreneurial Force serves as 

a tool for economic, cultural game-changers to help realize their anticipated success. 

The fundament builds upon the vision. It is built through a diverse team that engages in creating 

a socially constructed genre (cf. Bartha et al., 2018). For this, the project’s participants should em-

ploy cultural intelligence to enable the emergence of common ground: the first attempt of a nego-

tiated multi-culture. Further, communicating and agreeing on shared values enhance the likelihood 

of a sociologically empathetic mindful working environment, fostering commercial and entrepre-

neurial success (Earley & Mosakowski, 2004; Pearce & Conger, 2002; cf. Hassan et al.,2021; Sinek, 

2011; contra. Hall, 1959). However, for the vision’s unambiguous interpretation, it should be con-

sidered that interpretations may differ due to the culture’s complexity and variety. Evading misin-

terpretations should be reinforced by clear communication to achieve the common economic goal 

with the shared vision (cf. Bargiela-Chiappini & Nickerson, 1999; Clausen, 2010; Lauring et al., 2018; 

Usunier, 2011). Additionally, an in-depth examination of the vision’s and communication’s meaning 

is advisable as proximity breeds mindfulness whereas distance breeds failure (cf. StartUpWissen, 

2020; t3n, 2016; contra. Earley & Mosakowski, 2004; Habermann, 2008; Kaplan, 1966; Pearce & 

Conger, 2002; Voloshinov et al., 1973). 
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Figure 1. The Building of Intercultural and Entrepreneurial Force 

Source: own elaboration. 

The three pillars encourage interculturality in an entrepreneurial scope, catalyzing mutual inter-

cultural understanding efforts. The pillars provide information on how to grow together to become a 

successful intercultural team: 

− Self-Reflection of Intercultural Sensitivity (Ethnorelativism): Reassess ethnorelativism. One should 

remember to remain open-minded towards cultural otherness for the shared success. 

− Emancipation From Linear Thought Patterns (Non-Essentialism): Approaching the intercultural en-

counter as diversity is an enrichment in its excellence. There are numerous viable realities of inter-

cultural entrepreneurship. 

− Encountering Interculturality Sociologically (Intercultural Sensitivity): Showing cultural absorptive 

capacity through mirroring gestures and customs distinct is beneficial. Nonetheless, one should not 

forget about their cultural background. Showing sociological empathy is advisable. 

Notwithstanding, the emergence of one key issue should be addressed: generalizing not only one’s 

national culture but work practices (contra. Hall, 1959, 1976; Hofstede, 1980; Trompenaars & Hamp-

den-Turner, 1997). Here, the judgmental thinking in a working environment (contra. Gorski, 2013) that 

is as dynamic and vulnerable due to its novelty can decrease performance. Thus, an unbiased and ex-

plorative mindset cannot only increase the harmonious working atmosphere but creativity, too (cf. 

Earley & Mosakowski, 2004; Festinger, 1957; Primecz et al.,2009; contra. Hofstede, 1980). 

After the three pillars, reaching the operational realization stage of the startup is economically 

promising and fruitful as it enables the scaling stage to begin shortly after. Resultantly, throughout the 

entire process that is presumably never-ending, a new negotiated startup culture with the project’s 
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unique genre that all participants constructed emerge (Clausen, 2010; Søderberg & Holden, 2002; con-

tra. Hall, 1959). It might find its reliable structures with first economic success as real-life circumstances 

are experienced for the first time. 

Those reliable structures can create a feeling of togetherness and increase the inevitable working 

efficiency (cf. Ries, 2014). In contrast, it should be taken into account that individuals might differ in 

their understanding of togetherness in the new contextual setting (cf. Olwig, 1997). Hence, they might 

still perceive the new emergent culture as part of the occupation only, reflecting the failure on the 

vision’s relevance (contra. Sinek, 2011). 

CONCLUSIONS 

Summary of results 

In summary, it was identified that the Essentialist approach to culture is not contemporary with the 

ever-changing context of economic growth, which is mainly driven by the upward trend of entrepre-

neurship. The stylistic approach of arranging individuals of a geographically arranged culture does 

not consider the nuances and hybrid histories of individuals but tends to generalize people, contrary 

to the nature of being. 

Although the anti-essentialist approach on culture criticizes and tries to overcome these very stum-

bling blocks of the essentialist approach by emphasizing the individual, this approach, although an ad-

vance of the initial approach, is not yet sufficient in the entrepreneurial context, since here not only the 

subjective culture but also the subjective perception of culture and work meet. In order to create a sym-

biosis of both, The Building of Intercultural and Entrepreneurial Force is intended to serve entrepreneurs 

and (project) managers, but generally, all those who want to participate in the growth of the cognitive 

maturation process in a business landscape, as a thinking aid for self-reflection towards progress. 

Managerial implications 

As practical and managerial implications of this study review, it can be deduced that (project) man-

agers – especially entrepreneurs – who are constantly facing new challenges have to deal with their 

composition and dynamics of the team. Thus, this process starts with the team’s most senior mem-

ber by acquiring the awareness and the need for understanding cultural otherness. That cognitive 

process should be complemented by an open feedback culture but must be separated from re-

proachful jargon. 

In addition, the process of critical self-reflection should go beyond the self and address the per-

ceptions of the wider participating team members. The transformation to culturally aware work can 

only happen through shared cognition and sensitivity. At the same time, open, respectful communi-

cation and the ability of self-reflection are sharpened. However, it must be remembered that pa-

tience and tolerance for error are as ready for this process as acknowledging and understanding 

cultural otherness itself. Emphasizing error feeds further errors. Fixing errors through patience and 

mutual understanding paves the way for sustained, effective co-work. The Building of Intercultural 

and Entrepreneurial Force serves as a guideline for visionaries, enabling them to engage in societal 

and economic change, contributing in a promising way as not only startups but those demanding 

cultural thought pattern change can leverage their inherent power towards closing the gap of ethical 

and economic injustice. 

Research Limitations 

This article reaches its limits of expressiveness as existing literature regarding approaches to cultural 

other concepts were reflected. No confirmed case study was conducted to prove or disprove the 

findings of this article. 

Furthermore, The Building of Intercultural Force is arguably not a linear tool that provides predic-

tive insight into behaviors (cf. Olwig, 1997; contra. Hofstede, 1980) and business success-due to the 

complex and dynamic nature of culture rooted in the interactive communication of processes of indi-

viduals, and the increasingly VUCA (volatile; uncertain, complex, ambiguous) (Bennett & Lemoine, 
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2014). A business landscape with its drive for radical innovation does not stand still but strives for the 

unpredictable richness of continuous change. Neither a framework, nor a model, nor an analytical tool 

introduced to the robust entrepreneurial mindset guarantees a higher, validated degree of certainty, 

as the prosperity state of success is subject to practitioner application. 

Suggestions for further research 

Further research should be directed towards underpinning the present article with sufficient real life 

cases that either prove or refute The Building of Intercultural Force’s academic expressiveness. Addi-

tionally, future research should consider the team’s internal interculturality, and the country-specific 

distribution should ideally take place across all continents on a random basis so that representative 

results can support the study review. Only in this way can it be determined whether the identified gaps 

in the existing literature have been served. 
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Do entrepreneurial characteristics and education influence 

start-up potentials among undergraduates? 

Evidence from a developing country 

Caleb M. Adelowo, Oluwatosin E. Ilevbare, Jhalukpreya Surujlal 

A B S T R A C T 

Objective: Entrepreneurship education offers plausible policy options to curtail the consistent rise in youth 

unemployment in Nigeria. Understanding students’ entrepreneurial characteristics will assist university ad-

ministrators, policymakers, scholars and practitioners to deliver contents that stimulate their entrepreneurial 

propensity. This study examines students’ entrepreneurial characteristics and how it, together with entrepre-

neurship education, shapes start-up potential among them in Nigeria. 

Research Design & Methods: The study adapts the personal entrepreneurial characteristics (PECs) scale de-

veloped by Management Systems International. Data were collected from three thousand two hundred and 

seventy-seven (N=3 277) students from six Nigerian universities. Descriptive and binary logistic regressions 

were used to estimate important PECs that influenced entrepreneurial interest among the students. 

Findings: The results show that majority of the students (92%) are interested in starting a business, while 36% 

of them are already running one form of enterprise. The level of entrepreneurship interest is also high. Gen-

erally, the mean/average score for the entire personal entrepreneurial characteristics is high, and specific 

means were computed for each element of PECs including opportunity seeking, risk-taking, information seek-

ing, systematic planning and monitoring, persuasion and networking, commitment, persistence, demand for 

efficiency and quality, goal-setting and self-confidence. Binary logistic regression was adopted to examine the 

influence of PECs on the start-up potentials among the students using the mean scores computed from the 

PECs as the independent variables. The results show that students with high goal-setting characteristics and 

opportunity recognition characteristics are highly predisposed to entrepreneurship. The results further 

showed that students whose parents run businesses and attended entrepreneurship courses are significantly 

and highly likely to venture into business. Although persuasion and networking, risk-taking and persistence 

predispose the students to entrepreneurship, the variables were not significant. 

Implications & Recommendations: Entrepreneurship education in the country should therefore be re-de-

signed such that students are adequately profiled to determine the kind of EE best suited for them. For those 

already practising entrepreneurship, the university administration could establish innovation hubs or labs, as 

well as business incubators, and organise annual innovation competition to help improve entrepreneurship 

education outcomes. 

Contribution & Value Added: The paper adopts personal entrepreneurial characteristics (PECs) as novel 

lenses to understand entrepreneurial inclinations among undergraduates in a developing country. Paying par-

ticular attention to PEC is important for policymakers and university administrators to improve the policy out-

comes of entrepreneurship education policy. 
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INTRODUCTION 

Youth unemployment in Nigeria is a serious national concern. With a population of approximately 

206 million (NBS, 2020), Nigeria is described as a country with abundant human and natural re-

sources; however, bedevilled with poverty, hunger, as well as stunted economic growth and devel-

opment. Nigeria currently records 0.36 points and ranks 152 out of 157 countries in the World Bank 

Group’s Human Capital Index (HCI), and was once described as the global capital of poverty despite 

being acclaimed as the largest economy in Africa (World Bank, 2020). One of the major challenges 

confronting African countries (Nigeria inclusive) is the high unemployment rate among the youth. 

Kigotho (2015) revealed that one out of every four university graduates from Africa is unemployed. 

Specifically, the National Bureau of Statistics (NBS) reported over 16 million unemployed youth (NBS, 

2018) in Nigeria. The NBS further puts unemployment estimates at 23.13% during the third quarter 

of 2018, suggesting a consistent increment from 18.80% in the third quarter of 2017 to 22.73% in 

the second quarter of 2018 and to 23.1% in 2019 (NBS, 2020). The estimate implies that over 21 

million Nigerians were unemployed in 2018, and given the population growth rate of the country, 

30 million new jobs will be needed by 2030 (World Bank, 2019). 

It is evident that the majority of this unemployed population are youth, as they make up approxi-

mately 46% of the Nigerian population (NBS, 2018). In a structured region, the large youth population 

could translate to national assets as they comprise dynamic individuals with vast knowledge, strength 

and tenacity to drive desirable scientific and technological change in a society. The youth are character-

ised as techno-savvy, possessing up-to-date skills, innovative prowess, and inventive abilities capable of 

driving sustainable development. However, in Nigeria, the situation has not been a blessing, but rather a 

challenge for government and policymakers. This is evident from the number of youth engaged in social 

vices such as banditry, kidnapping, internet fraud and acts of terrorism (Adebayo, 2013).  

Entrepreneurship is a proven strategy to engage the unemployed; this includes not only educated 

youth, but also the uneducated minds who have the ability to innovate, create ideas, and take on 

opportunities for economic benefits (Pinelli, 2015). More so, Siyanbola (2011) opined that the wide 

involvement of youth in entrepreneurial activities is fundamental to stimulating wealth creation, socio-

economic growth and development. Start-ups have been documented to be a game-changer and have 

the ability to transform a nation from an agrarian community to an industrialised economy. Entrepre-

neurship has been one of the great management revolutions in recent decades, especially with a focus 

on innovation and growth of start-ups, science parks, accelerators and incubators, among others. En-

trepreneurial activities have been described as a crucial strategy for maintaining economic competi-

tiveness and for achieving long-term economic success. It has also helped to create jobs, improve 

standards of living, create wealth and pathways to sustainable development (Igwe et al., 2013). As part 

of the national strategies of developed countries, such as United States and emerging economies like 

China and other Asian Tigers, to boost their economy, the energy of their youth was harnessed and 

channelled to encourage self-reliance, innovativeness, as well as scientific and technological break-

throughs for sustainable development. In achieving the aforementioned, governments in lieu ensure 

the following are in place to provide support, namely provision of a stimulating business environment, 

adequate and modern infrastructures, facilitation of tech-hubs, start-up capital and grants to budding 

entrepreneurs as well as entrepreneurial mentoring mechanisms. From the fore-going, promoting en-

trepreneurship is critical to achieving the goal of the Nigerian government in reducing youth unem-

ployment and poverty, which will, in turn, help to curb so many societal vices. Start-ups have a multi-

plier effect on the entrepreneur, employees and the nation as a whole. Consequently, government, 

policymakers, captains of industries and stakeholders around the world are providing supports for 

young entrepreneurs and start-up firms while also promoting entrepreneurship culture among the 

youths through education and training. This strategy hopes to improve venture creation potentials 

through entrepreneurial activities as a way out of the menace of unemployment (Wu & Wu, 2008). To 

structure entrepreneurship education more appropriately, and to achieve the desired results, it is im-
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portant to identify and characterise potential entrepreneurs among youths in higher education insti-

tutions. Characterising potential entrepreneurs in the system requires a systematic process of eliciting 

personal entrepreneurial characteristic information from target audiences and juxtaposing them with 

their entrepreneurial interest. Although several studies have estimated the correlates of entrepreneur-

ial intention among young undergraduates in Nigeria, there appears to be a dearth of research inves-

tigating how personal entrepreneurial characteristics influence the behaviour. The purpose of this 

study is therefore to estimate the influence of personal entrepreneurial characteristics and compulsory 

entrepreneurship education on entrepreneurial intention among Nigerian undergraduates. 

LITERATURE REVIEW 

Personal entrepreneurial characteristics and entrepreneurship development 

Researchers and policymakers have been keen on improving the entrepreneurship potential of the 

young population in both developed and developing economies to enhance national productivity, im-

prove wealth creation and employment, and promote competitiveness. This has led to the develop-

ment of several programmes and initiatives targeted at enlisting young people’s interest in entrepre-

neurship, including the introduction of entrepreneurship education in tertiary institutions and some-

times in secondary education to ‘catch them young’ (Adelowo, Joshua & Ilevbare, 2018). Efforts are 

also being made to improve local and national entrepreneurship ecosystems (GEM, 2020). Perhaps a 

more efficient way to better entrench entrepreneurship in the youth would be to profile their entre-

preneurial characteristics and provide them with targeted theoretical and practical entrepreneurship 

education (EE). Selection into the EE can then be based on their level of interest and captured entre-

preneurial characteristics. Entrepreneurial characteristics are traits and personal competencies that 

predispose an individual to become successful in venture creation. Some of the several theories and 

perspectives for understanding and modelling entrepreneurial behaviours or potentials among youths 

include the theory of reasoned action (Ajzen & Fishbein; 2005), theory of planned behaviour (Ajzen, 

1991) and entrepreneurial orientation dimensions (Lumpkin & Dess, 1996). These theories have un-

dergone several empirical validations in diverse areas of application, including health and entrepre-

neurship contexts. The kernel of discussion here is on Ajzen’s theory of planned behaviour and its ap-

plications to shape entrepreneurship tendencies among the young population. The theory stipulates 

that intention to perform behaviour of any kind can be predicted accurately from attitudes towards 

the behaviour, subjective norms and perceived behavioural control (Ajzen, 1991). Ajzen (1991) also 

affirmed that intention, together with perception of behavioural control, accounts for considerable 

variance in actual behaviour. Individuals’ entrepreneurial dispositions or intention are defined by so-

cial, environmental, psychological and physiological factors. The degree of belief that an outcome of a 

venture will be positive is a strong indication to gravitate an individual towards that behaviour, includ-

ing entrepreneurship. Furthermore, the subjective norms tend to strengthen the attitude towards a 

behaviour by providing justifiable and acceptable rationale/approval for the behaviour within a social 

context. For instance, the formulation of compulsory entrepreneurship education policy since 2006 

and the recent provision of technical and financial inducement to young entrepreneurs in Nigeria have 

reinforced the legitimisation of entrepreneurship and self-employment among young Nigerians. En-

trepreneurship is further perceived as a way to overcome massive unemployment in the Nigerian la-

bour market. More so, government’s efforts to promote job creation in recent time have focused es-

sentially on formal and informal entrepreneurship skills acquisition and empowerment. Some recent 

initiatives of government to provide Covid-19 palliatives and social safety nets for youth include N-

power, MSME survival fund, conditional cash transfer, and free business registration, among others. 

These initiatives were developed to remove some business barriers and provide easy access to busi-

ness registration with the ultimate aim of boosting entrepreneurship and wealth creation in the coun-

try. Entrepreneurship is seen as a positive vibe in the society through these initiatives. The third com-

ponent of the theory of planned behaviour is perceived behavioural control, which relates to how in-

dividuals perceive themselves to carry out the behaviour. This connects well with the entrepreneurial 

competence and capability of individuals to engage in venture creation. This is where entrepreneurship 
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education/training comes to play important roles in shaping potential entrepreneurs. Training be-

comes critical to the development of potential entrepreneurs by exposing them to opportunities, how 

small businesses are managed and developing their marketing skills (Adelowo, Egbetokun & James, 

2016; Titley & Anderson-Macdonald, 2015). 

Scholars have used personal entrepreneurial characteristics (PECs) or traits to describe and explain 

the entrepreneurship phenomena over decades (Gartner, 1989; Rauch & Frese, 2012; Holienka, Ho-

lienková & Gál, 2015). The psychological characteristics of entrepreneurs or enterprising individuals 

have been generally referred to as PECs. These characteristics tend to underpin the dispositional ten-

dency to engage in entrepreneurial actions and can also be moderated by socio-cultural context, na-

tional values and general entrepreneurial ecosystems. Early scholars have examined how PECs define 

entrepreneurial actions, particularly risk-taking (Knight, 1921), innovativeness, orientation towards 

achievement, dominance (Schumpeter, 1934; 1942), knowledge and entrepreneurial discovery (Hayek, 

1945), and achievement motivation (McClelland, 1961). Management System International and McBer 

and Company, cited in Reyes et al. (2018), constructed ten main characters of entrepreneurs as pre-

sented in Table 1. These personal entrepreneurial characteristics were developed after studying the 

behaviours of many entrepreneurs in over forty (40) countries for more than five years (USAID, 2011). 

Entrepreneurship education therefore plays critical roles in instilling/developing these key traits in stu-

dent and better prepare them for future career. 

Table 1. Some major Personal Entrepreneurial Characteristics 

Authors The identified personal entrepreneurial characteristics 

Ajzen (1991) 
Attitude towards a behaviour, subjective norms and perceived behav-

ioural control  

Caird (1991; 2006) 
Calculated risk-taking, creative tendency1, high need for achievement, 

high need for autonomy, and an internal locus of control. 

Rauch and Frese (2007; 2012) 
Need for achievement, risk-taking, innovativeness, autonomy, locus of 

control and self-efficacy. 

Management Systems International 

(MSI) cited in Reyes et al., (2018) 

Opportunity seeking, risk-taking, information seeking, systematic planning 

and monitoring, persuasion and networking, commitment, persistence, de-

mand for efficiency and quality, goal-setting and self-confidence. 

Source: own compilation. 

Empirically, Greene et al. (2015) have identified entrepreneurship education as one of the major 

channels to propagate entrepreneurial engagements among the most affected population ‘youth’ by 

policymakers and key stakeholders. Entrepreneurship education is a major stride of the Nigerian gov-

ernment in promoting entrepreneurial intention among the youth. To enforce this policy, entrepre-

neurial education was introduced in 2006 as a compulsory component of undergraduate course re-

quirement in Nigerian universities/tertiary institutions. More than a decade since the programme 

kicked off, there have been challenges and dissimilar views on the accomplishment of the policy. No-

table challenges include misrepresentation of entrepreneurship education in different institutions. 

Some of tertiary institutions commonly presenting entrepreneurship education programmes within 

the context of vocational and technical education rather than developing the goal of stimulating en-

trepreneurship intent and interest in various disciplines. Other challenges include the theory-based 

approach of teaching the course. 

Despite the challenges, studies have reported wide acceptance and adoption of entrepreneurial 

education. For instance, Ekundayo and Babatunde (2014) argue that entrepreneurial education and 

programs increase the students’ attitudes and overall entrepreneurial intention among them. Simi-

larly, Barba-Sánchez and Atienza-Sahuquillo (2018) claim that exposing engineering students to entre-

preneurial education has a positive influence on their intention towards entrepreneurship. Further-

                                                                 
1 Creative tendency is the tendency to be imaginative, innovative, curious and versatile, which requires both quantity and 

quality of ideas, together with flexibility and innovation in thinking.  
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more, Botha et al. (2007) found that the special women entrepreneurial programme (WEP) was effec-

tive and positively influenced business start-up and venture creation among women in South Africa. 

Several authors have shown other factors as influencing entrepreneurial propensity among youths to 

include: entrepreneurial education (Hahn et al., 2020; Ayalew, 2020), supportive environment (Walter 

& Block, 2016), and parents’ entrepreneurial role (Liñán & Fayolle, 2015; Olofinyehun, Adelowo & Eg-

betokun, 2018; Hopp et al., 2019; Moussa and Kerkeni, 2021). Among the Hungarian students, Gubik 

(2021) found that positive entrepreneurial attitudes and better knowledge about entrepreneurship 

process has the chance to positively influence them towards entrepreneurship career. Also, Sołek-Bor-

owsk and Numprasertchai (2018) assert that entrepreneurship education positively reinforces stu-

dents’ attitude towards entrepreneurship career choice in Thailand and Poland. The evaluation of en-

trepreneurship related courses and students’ participation in three countries, as demonstrated in Gu-

bik and Baartha (2018), further confirms that providing more efficient entrepreneurial activities in the 

university could spur competitive drive among them. Entrepreneurial education exposes young under-

graduates to the nitty-gritty of business management and mentoring, where available. This equips 

them with better competence and confidence to take calculated business risk. The supportive envi-

ronment includes the provision of entrepreneurship centres or tech hubs where business ideas can be 

nurtured to improve start-up potentials among them. Parents’ entrepreneurial role/activity provides 

a justifiable ground for the offerings to become entrepreneurs, though not automatic. 

Briefs on Entrepreneurship Ecosystem in Nigeria 

In a bid to eradicate the menace of unemployment in Nigeria, different government administrations 

have launched programmes/policies to address the situation. The programmes/policies are all tar-

geted at improving the economy by empowering the nation’s undergraduates and youth to acquire 

entrepreneurial skills and become self-reliant and consequently employers of labour. Some of the gov-

ernment’s initiatives and policies, through support agencies, include National Directorate for Employ-

ment (NDE), National Poverty Eradication Programme (NAPEP), Bank of Industry (BOI) Entrepreneur-

ship Scheme, SAED; N-POWER, SURE-P, YES and YOUWIN, business incubation centres, Small, Medium 

Enterprises Development Agency (SMEDAN), National Office for Technology Acquisition and Promo-

tion (NOTAP), Raw Materials & Development Council (RMRDC), as well as compulsory entrepreneurial 

education for undergraduates, among others. These initiatives are set up to facilitate the establish-

ment of ventures and small businesses to defeat the menace of poverty and unemployment 

(Akhuemonkhan, Raimi & Sofoluwe, 2013; Emannuel, Dazala & Daniel, 2012). 

RESEARCH METHODOLOGY 

This study adopts a cross-sectional research design. A questionnaire was used to collect data from 

undergraduates in six selected universities in Nigeria. This approach is deemed the most appropriate 

study design when study samples are multi-characterised and the sample size is large. A total of three 

thousand two hundred and seventy-seven (N=3,277) students in their second and fifth year from six 

universities participated in the study. The universities were purposively selected based on the depth 

of entrepreneurship programme they offer. For each university, six hundred copies of the question-

naire were administered across various disciplines. A single set of questionnaires, containing closed-

ended questions, was deployed to elicit relevant information from the undergraduates. The personal 

entrepreneurial characteristics (PEC) of students were captured using a validated scale developed by 

Management System International in 2018 (Reyel et al., 2018). The scale was adapted and used to 

assess the entrepreneurial characteristics of undergraduates. The scale provided information on ten 

key indicators of PECs, including opportunity seeking, risk-taking, information seeking, systematic plan-

ning and monitoring, persuasion and networking, commitment, persistence, demand for efficiency and 

quality, goal-setting and self-confidence. In all, the students were asked to describe their PECs by re-

sponding to fifty-five (55) questionnaire items, which were scored on a five-point Likert scale ranging 

from 0 (never) to 4 (always). The scale validity produced a Cronbach’s alpha of 0.918, suggesting superb 
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internal consistency and scale reliability. The mean scores were computed for analysis and a mean 

score above 2 is indicative of positive perception of students’ entrepreneurial characteristics. 

Furthermore, demographic information was requested of the students. Students were asked 

whether they had attended or taken an entrepreneurship education course as part of their undergrad-

uate studies. This was a dichotomous response of either ‘Yes’ or ‘No’. In order to measure the under-

graduates’ entrepreneurial interest, a dichotomous question of whether they were interested in start-

ing a business or not was included in the questionnaire. Other important variables of interest included 

parents’ business experience and basic background information. 

Data were analysed using descriptive and inferential statistics. Weighted average mean scores 

were computed from the responses to PECs items. The mean scores were rated and ranked for each 

of the ten indicators. These ten indicators were later used as the independent variables for the binary 

logistic regression analysis conducted showing the extent to which the PECs defined entrepreneurial 

interest. The binary logistic regression provides deeper information about the degree and direction of 

influence of independent variables on the dependent variables. Furthermore, some control variables 

were introduced to estimate how parental entrepreneurial activities and entrepreneurship courses 

taken by the students influence their entrepreneurial potential. These two variables tend to shape 

students’ entrepreneurial perspectives and behaviour. The results of the analyses are presented in 

tables and are discussed in the subsequent part of the paper. 

RESULTS AND DISCUSSION 

The personal entrepreneurial characteristics of respondents are described using 10 entrepreneurial 

traits developed and validated by Management System International, cited in Reyes et al. (2018). Using 

the mean score analysis, goal-settings (3.09), information seeking (2.88) and self-confidence (2.81) are 

revealed as the most occurring entrepreneurial characteristics among undergraduates of Nigerian uni-

versities. While the least occurring personal entrepreneurial characteristics among the undergraduates 

are risk-taking (2.42), opportunity recognition (2.41) and demand for recognition (2.53). Summarily, 

the majority of the undergraduates sampled scored high on the personal entrepreneurial characteris-

tics scale with a mean score of 2.66, suggesting that the students’ trait/character could potentially 

predispose them to entrepreneurship. Innate entrepreneurial characteristics serve as push factors in 

driving entrepreneurial engagement. Similarly, traits such as risk-taking and self-confidence coupled 

with an enabling environment propel an individual to engage in entrepreneurial activities with the goal 

of self-actualisation and high need for self-fulfilment. 

To improve entrepreneurial thinking and encourage start-up potential among students, the low 

risk taking ability is one key area where attention is required. 

Table 2. Personal entrepreneurial characteristics of undergraduates in Nigeria 

Variables Mean 

Goal-setting 3.09 

Information seeking 2.88 

Self-confidence 2.81 

Systematic planning 2.62 

Commitment 2.60 

Persistence 2.65 

Persuasion and networking 2.63 

Demand for recognition 2.53 

Opportunity recognition 2.41 

Risk-taking 2.42 

Average mean 2.66 

Key: Never=0, rarely=1, sometimes=2, usually=3 and always=4. 

Source: own study. 



Do entrepreneurial characteristics and education influence start-up potentials among | 77

 

Binary logistic regression analysis was employed to test the dynamic relationship between personal 

entrepreneurial characteristics (PECs) and the start-up potentials among the students using the mean 

scores computed from the PECs as the independent variables. The results show that students with high 

goal-setting characteristics are more likely to engage in start-ups (OR=1.79, p<0.001). This result sug-

gests that students with great ability to set goals and pursue them have greater triggers for entrepre-

neurship potential. In fact, one critical quality of an entrepreneur is the ability to set realistic goals and 

pursue them. This trait can be placed within the perceived behavioural control of Ajzen (1991), such 

that the confidence to succeed is demonstrated in the competence to set realistic goals, including en-

trepreneurial. The results corroborate those of Reyes et al. (2018), who demonstrated through Spear-

man’s rank correlation that goal-setting is a significant indicator of entrepreneurial intention among 

undergraduate students in the Philippines. 

Further results show that students with opportunity recognition abilities are more likely (OR=1.36, 

p<0.1) to be predisposed to entrepreneurship activities. Opportunity recognition potential has been 

established as the ground base for entrepreneurship, and therefore the potential to recognise oppor-

tunity in the midst of challenges and chaos is a critical trait of a potential entrepreneur. 

Table 3. Binary logistic regression showing relationship between start-up potentials among undergraduates 

and other explanatory variables 

Variables Exp (B) 95% confidence interval Sig S.E 

Risk-taking 1.146 0.829-1.584 0.411 0.165 

Opportunity recognition 1.360 0.956-1.933 0.087 0.180 

Commitment 0.750 0.530-1.060 0.103 0.177 

Persistent 1.068 0.743-1.535 0.723 0.185 

Demand for recognition 0.979 0.674-1.422 0.910 0.191 

Goal-setting 1.790 1.329-2.411 0.000 0.152 

Information seeking 1.103 0.795-1.532 0.557 0.167 

Systematic planning 0.943 0.662-1.344 0.747 0.181 

Persuasion and networking 1.160 0.836-1.611 0.374 0.167 

Self-confidence 0.983 0.708-1.363 0.916 0.167 

Parents’ business involvement  3.364 0.212-0.417 0.000 0.173 

Student’s entrepreneurial education 1.813 0.414-0.734 0.000 0.146 

-2 Log Likelihood = 1429.64, Nagerlkerke R square=0.093, Hosmer and Leshow Test= 0.802. 

Source: own study. 

Cultivating this trait through entrepreneurship education tends to improve students’ locus of 

control and promote venture creation (Bae et al., 2014; Olofinyehun et al., 2018). Other PECs such 

as persuasion and networking (OR=1.16, p>0.1) and risk taking (OR=1.146, p>0.1) also predispose 

the students to entrepreneurship interest; however, the results were not significant. Persuasion and 

networking traits in students are seen to positively determine entrepreneurial interest from the 

analysis, justifying the self-motivation components of entrepreneurs. Certain characteristics or traits 

of entrepreneurs are better expressed than explained, such is the persuasion that a particular course 

of action is strongly pursued based on personal conviction. 

Moreover, the results further showed that students whose parents have business experience are 

highly more likely (OR=3.364, p<0.001) to start a business and students who have taken entrepre-

neurship education are 81% more likely (OR=1.813, p<0.001) to run a business even as undergradu-

ates. The results corroborate the impacts of parental influence and entrepreneurship education on 

the entrepreneurial interest of the offspring/students (Hahn et al., 2020; Ayalew, 2020; Moussa & 

Kerkeni, 2021). Shirokova et al. (2016) also showed how family background of students positively 

influenced their entrepreneurial inclinations. The logic is straightforward as individuals whose par-

ents operate one form of business or the other tend to be exposed to such business from a tender 

age. In fact, some parents deliberately prepare their offspring for business succession at a tender 

age through appropriate mentoring schemes (see also Liñán & Fayolle, 2015; Hopp et al., 2019). 

Exposing students to entrepreneurship education tends to ignite the passion for entrepreneurship 
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in them; however, it has also been argued that EE is not a sufficient condition for promoting entre-

preneurship within an ecosystem (Rippa et al., 2020). 

CONCLUSIONS 

This study has focused on a critically important question regarding the extent to which the personal en-

trepreneurial characteristics (PECs) of the youth in Nigerian higher education institutions have influenced 

their entrepreneurial inclination. It further reinforced the established roles of entrepreneurship educa-

tion and family influence on the entrepreneurial potential of the youth in the universities. Previously, 

some key important correlates of entrepreneurial intentions among youths include age, gender, national 

entrepreneurial ecosystem, family support, EE, and more importantly mentoring process were not iden-

tified. In this study, some important personal characteristics of students at universities that serve as in-

dicators to entrepreneurial development need to be adequately targeted if the entrepreneurship educa-

tion policy will achieve its desire goals. The goal-setting and opportunity recognition potential ability of 

students need to be adequately built or sustained to enhance entrepreneurial performance among them. 

Building students’ opportunity recognition potential is indeed important to the foundation of entrepre-

neurial development in developing countries, Nigeria in particular. To develop opportunity-driven entre-

preneurship is much more profitable for nations than what we currently experience in Africa, where ne-

cessity-driven entrepreneurship is at the order of the day (Global Entrepreneurship Monitor ((GEM), 

2019/2020). The growth potential of opportunity-driven entrepreneurship is identified to be far-reaching 

rather than necessity-driven. More so, the curriculum for entrepreneurship education in the country 

should be tailored towards building the critical skills necessary for stimulating entrepreneurship across 

all universities, including goal-setting and opportunity recognition. These two factors are highly signifi-

cant and predispose them to entrepreneurship. Introduction of practical business internship and men-

toring processes into the EE have greater tendency to demonstrate real-life actions to sustain/improve 

students’ entrepreneurial interest. Therefore, each university could modify the entrepreneurship educa-

tion curriculum to accommodate practical or business simulation and venture mentoring processes. The 

establishment of innovation facilities such as business incubators, science parks, tech-hubs, and acceler-

ators should be seriously pursued by the government and university administrators to promote and stim-

ulate the entrepreneurship potentials of the students. For instance, most technopreneurs operating in 

the booming Nigerian tech-hubs across the country are mostly graduates of higher institutions, who at 

some point must have been exposed to compulsory entrepreneurship education. Furthermore, the ICT 

cluster in Lagos Nigeria, popularly known as Otigba, is another initiative to create a conducive atmos-

phere for businesses to thrive with spill-over effects on other sectors of the economy. Today, the Otigba 

computer village is renowned for huge ICTs activities to optimise production and adaptation. University 

administrators could replicate Otigba in the university environment by creating clusters around areas of 

expertise to engage students with high entrepreneurial intentions and positive entrepreneurial charac-

teristics. Synchronising entrepreneurship education policy with science technology and innovation policy 

could further bolster entrepreneurship among students and faculties in the national research system 

thereby enriching the innovation ecosystem in the country. 

The study is not without limitation. A cross-sectional data was used in the study to estimate how 

PECs and EE influenced entrepreneurship propensity among the students. This interest may change over 

time and a longitudinal data would have provided a better analysis to really monitor how their PECs 

changes as EE becomes more intense. Moreso, to better understand the impact of EE on entrepreneurial 

propensity, an experimental or quasi-experimental analysis would have provided a better result. In addi-

tion, context matter, therefore, the results should be carefully interpreted to avoid overgeneralisation. 
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