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Abstract
The purpose of this paper is to study the impact of gender and academic
qualifications on entrepreneurial intentions of students as a career choice.
The data was collected from 257 students at undergraduate and
postgraduate levels in a leading business school in India. Chi square test
and t-test were used to examine the influence of gender and academic
qualification on intentions of entrepreneurship of students. The results
reveal three key outcomes, firstly, it establishes that substantial minority of
graduates consistently hold entrepreneurship intentions. Secondly, despite
the considerable effort put in by authorities in minimizing gender gap, bias
amongst men and women in intentions of entrepreneurship continues to
exist. Women seem to lag behind in their efforts to intent to start their own
3
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business and resort to other occupational choices. The paper attempts to
unearth the gender gap in the intentions of entrepreneurship. Finally, the
paper highlights the importance of educational qualification on
entrepreneurial intentions.
Introduction
Significant harmony subsists about the magnitude of endorsing
entrepreneurship in both developed as well as developing countries. In
developed countries entrepreneurship has been accepted as a means to
incite modernization and industrial progress, stimulate competition and
generate employment leading to growth and affluence (Holmgren and From
2005). In developing countries governments see entrepreneurship as a way
to kindle economic development and tackle serious economic and social
challenges. So, how can young people be encouraged to become
entrepreneurs? The answer requires understanding of factors that determine
intentions of entrepreneurship. Entrepreneurial intentions has, therefore,
been a topic of substantial research for several years fueled. The
investigation on entrepreneurship has widely taken its respectable place
worthy of intellectual pursuit at education level in research and learning
(Rushing, 1990). In the present day arena, higher educational qualification
plays a crucial role in producing huge number of graduates who seek to
endorse self or small business employment as a sensible livelihood
4
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opportunity (Nabi and Holden, 2008). Further, academicians endeavor to
prepare students for a dynamic scenario by broadening learning beyond
educational boundaries. (Shinnar. R.Pruett,M and Toney B). The Global
Entrepreneurship Monitor, Turkey, 2010, Report, 2011) expressed that the
young generation have attained higher levels of education to prosper in the
opportunity-driven entrepreneurship environment and better career choices.
The survey revealed people with high educational qualifications aim at
choice-driven entrepreneurship and not necessity-driven entrepreneurship.
A study conducted by (Ettl and Welter, 2010), (Greer and Greene, 2003);
(Langowitz and Minniti, 2007) suggested that research on women
entrepreneurship has gained more importance in 1990s. Further, empirical
research reveals that women entrepreneurship is remarkably lower than that
of men and the proportion of women entrepreneurs is half of that of men
(Acs eta al., 2005, Gupta et al, 2014). In the light of this typology, the
present paper focuses on the impact of gender and (K. Ettl
(2010),)academic qualification on entrepreneurship intentions.
The aim of the study is to examine the influence of gender and academic
qualification on entrepreneurial intentions among undergraduates and
postgraduates in a leading business school. The paper proceeds with review
of literature addressing entrepreneurial intentions comprehensively. The
methodology used and estimation of results are elaborately explained. The
5
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study concludes with the discussion of the results analyzed and scope for
future research.
Literature Review
The study of entrepreneurship intentions has been one the most sought after
topics of research among students. Many researchers conducted enormous
research on demographic factors influencing entrepreneurship (Wang and
Wang, 2004). Of the demographic factors, it is observed that gender and
academic qualification play a crucial role in influencing an individual’s
intention towards entrepreneurship. Gupta et al. (2008, 2009) studied the
role of gender on entrepreneurial intentions and found no significant
differences between overall potential of men and women. The study of
5000 adolescent students conducted by Kickul et al., (2008) revealed
significant difference in entrepreneurial intention between male and female
students and the mean score of male students was observed to be higher
than that of female students. In a study on Indian university students
Bhandari (2006) established that lead and luck are the significant factors
for entrepreneurial intentions. Gurol and Atson (2006) found that qualities
like higher risk taking propensity, internal locus of control and higher need
for achievement and innovativeness were required for higher
entrepreneurial intention. Lee et al., (2006) pointed out entrepreneurship
education depended on custom-made advances based on exclusive cultural
6
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framework. Wilson, Kickul and Marline (2007) explored the influence of
gender on entrepreneurial career choice and self-efficacy. The results of the
study proved that the influence of entrepreneurial education in MBA
programs on self-efficacy is stronger for women than men. Gerry, Marques
and Nogueira (2008) in their study identified profound impact of gender
and academic training on entrepreneurial intentions. Koellinger et al.,
(2007) suggested that perceptual factors play an important role in
elucidating the differences in the entrepreneurial intentions of men and
women. Though gender gap is said to persist in entrepreneurial intentions,
recent empirical research has not found significant differences in men and
women (Trevelyan, 2009). Yordanova and Tarrazon (2010); Wilson eta al.,
(H.Zhao 2005) found that perceptual factors may play a crucial role in
determining the relationship between gender and entrepreneurial intentions.
Fisher et al., (1993); Yordanova and Tarrazon (2010) explained the
influence of social feminist theory (SFT) on entrepreneurial intentions as
the perspective of men and women differs as per their socialization
processes and experiences. The SFT suggests that the decisions taken by
men and women differ on the basis of experiences, socialization and
elements of psychological and philosophical theories about differences in
men and women (Greer and Greene, 2003). Research reveals that women
tend to focus on work-family balance and contribution to economic growth
may shrink to that extent (Jennings and McDougald, 2007; Kepler and
7
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Shane, 2007). Further, important differences are found between certain
personality traits between men and women (Fischer et al., Robb and
Watson, 2012). From the literature review it can be concluded that SFT
reveals direct impact of gender on intentions of entrepreneurship
(Routamaa et al., 2004; Veciana et al, 2005). It is clear from the research
evidence that women lack behind in the intentions of entrepreneurship
when compared to men (Gatewood et al., 2002; Malach-Pines and
Schwartz, 2008; Veciana et al., 2005; Wilson et al., 2009). After elaborate
scrutiny of review of literature review on influence of gender and academic
qualification on entrepreneurial intentions the following hypotheses was
formed.
Hypothesis 1:

There is a positive relationship between gender and

entrepreneurial intentions.
Hypothesis 2:

There is a positive relationship between academic

qualification (Graduates and Post Graduates) and entrepreneurial
intentions.
Methodology
Previous research on entrepreneurial intentions and theoretical background
disclose that studying the influence demographic factors like gender and
academic qualification was easy to classify with but difficult to examine.
8
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Survey method was used to gather data. Zikmund, Babin, Carr, & Griffin,
(2013) explained that questionnaire method is one of the most efficient and
inexpensive, swift method of data collection. The aim of the paper is to find
the influence of gender and academic qualifications on entrepreneurial
intentions for which a purposive judgmental sampling design is utilized
(Cavana et al, 2000, p. 263). The sample comprised of post graduates and
undergraduates business school students as they constitute the future
leaders and to a great extent form the human capital of the nation. A
questionnaire is administered among 200 students to obtain relevant data of
which 157 usable responses were received and used for data analysis.
The questionnaire for measuring influence of gender and academic
qualification on entrepreneurial intentions was constructed using notions
resulting from existing literature forming a methodological contribution.
The internal consistency and reliability of each construct in the study is
assessed by testing the Cronbach α (Cavana et al 2000, p.211). The
Cronbach alpha of all variables is found to be reliable above 0.70 ( (Hair
2006)pp 137-139, Nunnally, 1967 p. 226 cited in Peterson, 1994).
Findings and Implications
In order to identify the influence of gender and academic qualification on
entrepreneurial intentions, Chi Square Test and T-Test were conducted. Chi
9
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Square Test was conducted to study the influence of gender on
entrepreneurial intentions. It is revealed that gender had no influence on
entrepreneurial intentions. Table – I and Table – II depict Chi square test
revealing that there is no significant difference between gender and
entrepreneurial intentions.
Table – I
Chi square Test for Gender

Table - II
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The Chi square test for gender is insignificant as minimum expected count
for Chi square is 0.83 and the calculated values are below 0.83. Table III
and IV depict t-test for gender.
Table – III
T test for Gender

Table – IV
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T- Test for Academic Qualification

It’s clear from above that gender and entrepreneurship as not related as ttest conducted proved to be insignificant. Therefore, gender does not
influence entrepreneurship intentions. Table V and VI depict T-Test
conducted to study the influence of academic qualifications viz graduation
and post-graduation on entrepreneurial intentions. The results revealed that
academic qualifications of students does not influence entrepreneurial
intention, as no difference was found between graduates and post
graduates. The results of T-Test revealed p-values greater than 0.05 the null
hypothesis of equality of means is accepted which means that EI does not
change with educational level. It is found that entrepreneurial intentions for
both graduate and post graduates are equal. Tables VII and VIII depict the
12
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Chi-square test for academic qualification and entrepreneurship intentions.
It is revealed that the calculated values are far below minimum expected
value (0.64). Therefore, the results reveal that academic qualifications like
graduation and post-graduation do not influence entrepreneurship
intentions.
Table – V

Table –VI
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Table –VII
Academic Qualification

Table - VIII
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Conclusion and Discussion
The study aims to find the impact of two demographic factors gender and
academic qualifications on entrepreneurial intentions among graduate and
post graduate students in a leading business school in South India using
Chi-square test and T-Test. The study was conducted among 157 students
using questionnaire method. Results of the study revealed that gender had
no influence on entrepreneurial intentions. Chi-square test conducted to
find influence of gender on entrepreneurial intentions proved to be
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© 2020 Journal of Asia Entrepreneurship and Sustainability Vol XVI, Iss 2, May 2020
RossiSmith Academic Publications, Oxford/London UK, www.publicationsales.com

insignificant. Previous review of literature proved that men and women
differ in the nature of intentions of entrepreneurship. Women might take
fewer risks (Watson and Robinson, 2003) due to several experiences and
social processes (Carter and Williams, 2003). Men are proved to be risktaking while women are considered more conservative and risk averse
(Powell and Ansic 1997). Roszkowski and Grable (2005) conducted a
study and found that men are more risk tolerant and women are less
tolerant. Daiz et al (2010) opined that fear of failure on entrepreneurial
intentions of men and women are not conclusive and remain insignificant
once they are established as entrepreneurs. On the other hand, results of
Chi-square test and T-Test conducted on academic qualifications reveal
that entrepreneurial intentions are not influenced either at graduation or at
post-graduation levels. The study revealed that academic qualification
remained insignificant to intentions of students towards entrepreneurship. It
can be concluded that demographic factors like gender and academic
qualifications definitely influence entrepreneurial intentions.
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Abstract
Women entrepreneurship has been growing significantly all over the world.
But it has been seen that women owned businesses tend to underperform
and has higher failure/closure rates as compared to men owned businesses.
As per GEM report (2017), 4 out of 10 women exit business in initial stage
itself in case of emerging markets. This research, therefore, identified a list
of factors from literature between 2009 until 2019 along with the seminal
papers of the field and empirically surveyed the women entrepreneurs to
find out the factors that influence the success of women entrepreneurs. The
study found that the Support Systems, Personal Orientation and Knowledge
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Base were the overarching factors having the highest impact on the success
of women entrepreneurs in such economies. This paper identifies the most
important factors that influence the success of women entrepreneurs in
emerging economies like India. It would be instrumental in giving
directions to policymakers, scholars and women entrepreneur in their
efforts for fostering a more conducive environment for ensuring the success
of women entrepreneurs in emerging markets, where the rate of failure is
higher.
Introduction
Emerging markets (or EME, for emerging market economy) are economies
of countries that are in the progress of becoming a developed country and
typically are moving toward mixed or free markets (Khanna & Palepu,
2010). These countries are moving away from their traditional agriculture
based or export of raw material based economies rather furiously investing
in more productive capacity. These countries are rapidly industrializing and
adopting a free market or mixed economy. This term was originally coined
by World Bank economist Antoine Van Agtmael in 1981 to describe the
countries which are considered to be in a transitional phase
between developing and developed status.
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India, with a growth rate of over 7%, is shining. It has become a fertile
ground for entrepreneurship. World Bank’s Doing Business Report (2018),
which measure aspects of business regulation that matter for
entrepreneurship across 190 economies, has ranked India at 77th
Rank. India has jumped 30 positions to become the top 100th country in
terms of ease of doing business ranking this year The World Bank has
recognized India as one of the top improvers for the year. Further, India has
been improving significantly in its position at the WEF’s Global
Competitiveness Index climbing up to the 58th position in 2018. Similarly,
in the Global Innovation Index rankings (2018), India stood at 57th place
among 130 participating countries. According to a report published in
2016 by NASSCOM, India is home to around 4,750 start-ups and is ranked
as the third largest start-up ecosystem globally. These start-ups have
generated employment for about 85,000 people, and have secured funding
of about 3.8 billion. It is further estimated that by 2020, the number of
start-ups will cross 10,000, with an employment generation for over 2
million in the country.
Despite these achievements, there exists a strange dichotomy regarding the
role and status of women in Indian Society. Since pre-historic times, Indian
women have been considered a source of power and treated as goddesses;
both loved and feared. At the same time, the traditional Society considered
23
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the real women of the house as a weaker sex and was accorded inferior
status in family hierarchy burdened with household chores, bearing
children and looking after the family.
Women entrepreneurship, however, globally has been having a golden run.
The Global Entrepreneurship Monitor (GEM) report (2017) found that
women entrepreneurship has risen by 6% worldwide. 163 million women
started to run a business whereas 111 million were operating established
(over three and a half years) businesses. Approximately 37 percent of
enterprises in formal sector, globally, are Women-owned entities. Thus,
Women entrepreneurs are playing an increasingly vital role – socially,
professionally and economically. Though this number is increasing every
year, in comparison to men, it is still pale.
According to Sixth Economic Census released by the Ministry of Statistics
and Programme Implementation, women constitute around only 14% of the
total entrepreneurship i.e. 8.05 million out of the total 58.5 million
entrepreneurs. Out of this, 2.76 million women constituting 13.3% of
women entrepreneurs work in agriculture sector whereas 5.29 million
women constituting more than 65% work in non-agriculture sector. The
average employment in women-owned enterprises is meager 1.67. The
GEM Report (2017) specific to India reveals that only 7.6% Indian women
are involved in early stage entrepreneurship, compared to 13.5% men.
24
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Same reality was depicted by Mastercard Index of Women Entrepreneurs
(MIWE, 2018) which stated that “markets that are less wealthy and less
developed tend to render comparatively less enabling conditions for
women’s advancement as entrepreneurs.” This is reflected in the very poor
scores and ranking of India among the lower middle income group of
countries. Of the total 57 surveyed countries across the world, India ranked
at 48 in Women Business Ownership, 54 in access to knowledge assets and
financial access and overall she had a ranking of 52 out of 57 for
Mastercard Index of Women Entrepreneurs.
In this background, it is very important to understand why the women
entrepreneurs are still lagging as compared to men. In emerging market1
economies such as India, it was seen that women do not have very
supportive entrepreneurial environment, they have very low opportunities
to rise in their careers as business leaders. The underlying conditions for
women entrepreneurship are less favorable, and they face tremendous
gender and cultural bias. These affect their morale causing women to
become less driven for entrepreneurship. In cases where they are already in
business, they are unable to grow their business and become successful. It

1

According to WEF’s classification, the factor-driven economy is dominated by subsistence agriculture and

extraction businesses, with a heavy reliance on (unskilled) labour and natural resources. The classification of
economies has been adapted from Global Competitiveness Index 2017, published by the World Economic Forum.
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was seen that women from lower income economies are more likely than
other regions to underperform and have higher failure/closure rates as
compared to men owned businesses. They discontinue their businesses for
reasons such as unprofitability or lack of finance (GEM, 2018). The
business discontinuation rate was seen to be the highest in India (26.4%)
compared to all the economies participating in the GEM Survey, 2018.
Considering the increased participation of women in economy, Kirby
(2004) suggests that “we need to understand the nature and address the
factors that are critical for women to succeed in independent business and
to present a more realistic picture of what starting a new business entails”.
Therefore it is of utmost importance to understand the factors that
contribute to their growth, performance and success. Only after
identification of such factors which are specific to Indian women
entrepreneurs, can Indian government as well as the other developmental
agencies develop policies and programs to encourage and promote the
development of entrepreneurship amongst women and ensure their
sustenance
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Review of Literature
Review Objective & Search Strategy
An indepth review of the literature was undertaken so as to understand the
concept of success in case of women entrepreneurs as well as the various
factors that influence success which had bee proven in the earlier studies
which had been conducted all over the world. For this the focus was on the
seminal papers as well as the research papers from 2000 onwards. The
search started with understanding the broader concept of entrepreneurship
through some of the seminal papers and then fine tuning it to the concept of
success and the factors of success and lastly to factors of success in case of
women entrepreneurs. The search was carried out on mainly the popular
databases such as Ebsco host, Proquest, Google Scholar, SciHub with the
key words as ‘Entrepreneurship’, ‘Women Entrepreneurship’, ‘Success’,
‘Factors of Success’ & ‘ India’. Each keyword brought up thousands of
research papers which were further filtered based on the year of publication
which was kept as 2000 specially the research papers published in the last
ten years as shown in Graph 1. Overall 400 research papers were found to
be relevant to the aim of the study.
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Graph 1:Time Frame of Research paper (Source: Developed by the author)
The abstracts of these papers were studied and further only 96 were found
to be most relevant for the study were selected. A representation of these
papers is given in the following Graph 2
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Graph 2: Number of Research papers from various sources (Source:
Developed by the author)
Further a rigorous literature review of the 96 papers was undertaken. The
ideas and concepts are presented further.
Literature review
Entrepreneur has been variously defined by various authors. For some
entrepreneur has been one who bears the risk,someone who coordinates
resources (Say 1803),discovers opportunities (Kirzner, 1997) or is an
innovator (Schumpeter, 1934).Schumpeter (1934), defined “Entrepreneur is
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an innovator or developer who recognizes and seizes opportunities;
converts these opportunities into workable/ marketable ideas; value through
time, effort, money or skills; assume the risks of the competitive
marketplace to implement these ideas; and realizes the rewards from these
efforts.
Moore and Butner (1997), defined a female or a woman entrepreneur as “A
woman, who has initiated a business, is actively involved in managing it,
owns at least 50 percent of the firm, and has been in operation one year or
longer”. Das (2000,) states that woman entrepreneur is one who starts
business and manages it independently and tactfully, takes all the risks,
faces the challenges boldly with an iron will to succeed. Wiklund and
Shepherd. (2005) defined women entrepreneurs in terms of the stock of
business that they hold. He exclaims that a woman is a business
entrepreneur if she owns at least 51% of stock of a business and controls
the daily operations and management of a business. Singh (2014), defined
women entrepreneurs as a woman or a group of women who initiates,
organizes and runs a business venture. Government of India has defined
women entrepreneur as “an enterprise owned and controlled by a women
having a minimum financial interest of 51% of capital and giving at least
51% of employment generated in the enterprise to women.”
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Entrepreneurial success for Women Entrepreneurs
What is success? Oxford dictionary defines success as “the
accomplishment of an aim or purpose”. This aim can be wealth, fame or
social status or some other intrinsic goal. Majority of the studies on venture
performance in academic literature tend to measure success on economic
criterion alone (Chaganti & Parasuraman, 1997; Praag, 2003; Davidsson et
al., 2006). They utilize criteria such as profits and returns, growth in sales
or income, growth in size of firm, increasing number of employees, growth
in productivity and returns and survival time to measure success. Walker
and Brown (2004), proclaim that, “Most discussion of success in the
existing literature refers predominantly to financial criteria. Very limited
attention is given to the issue of whether small business owners ever
achieve their personal goals, which can often be their initial motivation for
starting a business “.
In case of women entrepreneurs, it cannot be just defined in black and
white monetary terms. Manolova et al., (2007), concluded that female
entrepreneurs often seek outcomes and end results above and beyond
economic growth while managing their ventures. Therefore, success
should be seen in those terms. Different researchers have defined different
measures of success for women other than traditional terms. Researchers in
past have variously found that Self-employment (Marlow and Strange,
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1994), Work Life Balance (Gate wood et al., 2004; Reijonen & Komppula
,2007), Lifestyle Preferences(Hakim, 2003), Feeling of Empowerment
(Hisrich et al, 2005), Enhancement of quality of life (Ardrey et al., 2006),
are often quoted to define success of women entrepreneur. In some other
researches, it has been found that women defined themselves as to what a
success should mean as they were able to fulfill the aim or the purpose for
which they started or set up their businesses which are other than income or
monetary profit. These motives/purposes include factors such as personal
independence, need for achievement, better work family balance, selffulfillment (Lerner et al, 1997). Similarly, Manolova et al. (2007) found
that greater social status and social recognition in one’s community was the
motivation for setting up the venture.
Therefore, it can be concluded that in case of women entrepreneurs the use
of traditional success measures such as profits, sales, number of employees,
survival time and growth rate would be a myopic view of success. It should
accommodate the motivations and other personal factors in which terms
women define success.

Factors Influencing the Success in worldwide studies
32
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MIWE Report (2018) exclaims that though number of women owned
businesses are still small but they are becoming more important players in
the entrepreneurial landscape. Women are no more subservient or
dependent upon men as the main wage earners rather they are making their
own income.
In term of the factors contributing to success of women entrepreneurs, there
have been a number of studies all over the world. Some commonly quoted
success factors include Formal education and education level (Minnitti and
Naude, 2010; Bender et al., 2013), marketing skills (Ranasinghe, 2008;
Sarker & Palit, 2014; Johan et.al., 2013; Hazudin, Kader, Tarmuji, Ishak &
Ali, 2015; Gerson & Somanadevi, 2015; Chaterjee and Das, 2016),
personal entrepreneurial competencies (Minnitti & Naude,2010; Otoo, Ibro,
Fulton & Lowenberg-Deboer,2012; Chaterjee and Das, 2016; Tinker et al.,
2013; Zhouqiaoqin et al.,2013) family’s emotional or instrumental supports
(Tan, 2008; Ranasinghe, 2008; Alam et al., 2011; Sarker & Palit, 2014;
Batool & Ullah, 2017; Gupta & Mirchandani, 2018), family business
background (Amarasiri, 2002; Ranasinghe, 2008; Abeysekara, 2009;
Aylward, 2011), the young age, scanning intensity, past experience (Unger
et al.,2011;Mitchelmore & Rowley, 2013; Zhouqiaoqin et al., 2013;
Hazudin, Kader, Tarmuji, Ishak & Ali, 2015; Laffineur, Tavakoli, Fayolle,
Amara, & Carco, 2018) need for control (Lerner, Brush & Hisrich, 1997;
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Akhalwaya & Havenga, 2012; Jain & Ali 2012; Gupta & Mirchandani,
2018), social support & government policies and programmes (Sandberg,
2003; Ranasinghe, 2008; Sarker & Palit, 2014; Sequeira, Gibbs, &
Juma,2016; Gupta & Mirchandani, 2018). Networking (Lerner, Brush &
Hisrich, 1997; Ashraf and Qureshi 2010; Alam et al., 2011; Bogren, 2013;
Gupta & Mirchandani,2018) usage of ICT technology (Ndubisi &
Kahraman, 2006; Marlin & Wright, 2005; Sarker & Palit, 2014)
psychological characteristics of the entrepreneur(Sullivan and Meek ,
2012), competitiveness and risk taking (Ashraf and Qureshi 2010; Dawson
& Henley, 2012;Sarker & Palit, 2014; Anil & Azize, 2014) need for
Achievement (Jain & Ali, 2012), Access to capital (Gatewood et al, 2004;
Akehurst, Simarro & Mas, 2012; Sequeira, Gibbs, & Juma, 2016;
Laffineur, Tavakoli, Fayolle, Amara, & Carco 2018; Towhidur et al.
,2013),Mentors (Stavropoulou & Protopapa, 2013; Memon et al., 2015)
and Work –Life Balance (Rehman & Roomi, 2012; Poggesi, et al., 2015;
Agarwal &Lenka, 2015).
Lerner and Hisrich (1997), studied Israeli female entrepreneurs in depth
and categorized the five critical success factors as personal motivations,
Human Capital, network affiliations, Social influences, and environmental
influences. Ranasinghe (2008), studied the Sri Lankan women
entrepreneurs and concluded that, other than the usual factors such as
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personal psychological characteristics, early childhood experiences,
education and learning, entrepreneurial capabilities and support systems, an
additional factor that is culture, too, has a role in success of venture. Nawaz
(2009) found that innovativeness and risk, knowledge and access to IT,
entrepreneurial training, government assistance, availability of capital and
business experience contribute to success of Bangladeshi women
entrepreneur.
Akhalwaya & Havenga (2012), in their study of South African women
entrepreneurs, found that social recognition, consumer satisfaction,
diversification, personal freedom and security play a key role in motivating
them to continue running their businesses. Jahed et al., (2013) concluded
that important factors, contributing to success, include financing help,
technological help, marketing assistance and business management. Based
on these studies the conceptual framework (as given in Figure: 1) was
developed which was as follows:

Personal Factors
Marital Status
Family Support
Work life Balance
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Ethnic Background

Success

Psychological Factors
Personal Motivation
Need for Achievement
Need for Control
Risk taking ability
Environmental Factors
Access to capital
Usage of ICT
Presence of Mentor
Role of support Networks &
Membership
Role of Government policies
Marketing Strategies
Vocational Training

Figure 1: Conceptual framework. (Source: Developed by the author)
Research Objective
The research in the women entrepreneurship area is progressing rapidly.
The applicability of success factors in context of emerging markets like
China & India still needs be studied holistically. China being a closed
environment makes it difficult to pursue the research hence India was
chosen as context for the study. Recognizing this limited focus of existing
holistic research on success of Indian women entrepreneurs and also no
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unanimity exists about the factors that influence success of women
entrepreneurs the goal of the present study was to gain a better
understanding of women entrepreneurs and their success factors
holistically. Based on past research and the theories of entrepreneurship,
therefore the following exploratory problem was defined and set as
research objective:
•

To identify the important factors that affect business success of

women entrepreneurs in SMEs sector of India
Methodology
The study was mainly carried out through survey method. A survey
instrument that is a structured questionnaire was developed to capture the
information relating to the research objectives. The resulting questionnaire
comprised of demographic and environmental information of the
respondents and a set of variables to measure the most important factors
contributing to their business success. The questions were set to measure
the perceptions of the respondents regarding success and the contributory
factors to the success. It has been seen that perceptive measures are the best
method to capture the information which may otherwise be difficult to
access specially in case of assessing success and its parameters (Perez and
Canino, 2009).Survey instrument had both open ended and closed
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questions and the often used measuring scale deployed in some of the
questions was Five point Likert Scale.
Other than the demographic and Environmental information seeking
questions, the respondents were given a list of 23 variables and were asked
to score importance of each variable as a contributory variable to success
on the scale of least important to most important. All these variables had
been found to influence success as confirmed from previous researches
which were reviewed.
For the purpose of this study, 250 women entrepreneurs involved in small
microenterprises, were conveniently chosen from the Delhi NCT region.
Convenience sampling was utilized as there was no clear statistics available
on the population of the target group. The developed questionnaire was
distributed among the women micro-entrepreneurs. The questionnaires
were then collected back after a period of 3 days.221 questionnaires were
received back out which 208 were correctly filled in which were analyzed
for the study.

Data Analysis
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Once the distributed questionnaire were collected, the data from them was
input into an excel sheet. The raw data was organized and arranged so that
useful information can be extracted from it. The data was uploaded into
Statistical Package for the Social Sciences version 21 for further analysis.
The missing values and incomplete value cases were removed. Data
analysis for this study incorporated descriptive statistics and Factor
Analysis.
A: Descriptive Statistics
Profile of the Respondents: Data was analyzed and some of the basic
descriptive found that (As given in Table 1) majority of women that is
46.2% of women respondents were in age group of 31-40 yrs. Further 86%
of women were married, 8% were single and remaining were widowed.
36% of women were found to be graduates and 11% had at least studied
still secondary, 7% women had undergone vocational training. Before
starting their business majority, that is, 73% of women were found to be
housewives who had now set up their own businesses. The initial idea for
setting up the business was their own (44.9%) or prodded by their husbands
(35.8%). Very few women had been advised by their family or friends.
Table 1: Profile of the respondents
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(Source: Developed by the authors)
Business Profile - In majority of the cases (79%) women were found to be
independent owners of their own businesses; the rest were in partnership.
Majority of businesses were new and were found to be located at home and
residences (62%).It was seen that 78% of women respondents had set up
and invested in their ventures from their personal savings. Very few that is
4.3% women had availed the loan facility from Bank. Please see table 2
given below for further details.
Table 2: Business Profile
Factor

Particular
Own 100%

Frequenc

Percen

y

t

164

78.8
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In the initial years the women entrepreneurs mostly started with a
maximum of1- 3 employees. There was no business (0%) which had been
set up with more than 15 employees but there were some businesses (5%)
which currently employed even 15 employees or more as given in Table 2.
Business Performance Status - 62.5% of women claimed that there business
was stable and they were satisfied while 37.5 % businesses were growing
and none of the business were declining.68% women looked forward to
growing and expanding their present business.29% had plans to acquire
new business. None of the women wanted to start another business venture
of their own.55 % of business were making moderate profits. Around 9 %
were in moderate loss but none (0%) was in high loss category. On positive
side 9% of women were making profits. Out of 208 women, 187 women
felt they were successful, only 21 believed they were unsuccessful and had
miles ahead to achieve. Please see table 3 for details.
Table 3: Business Performance Status
Factor

Particular
Growing

Frequenc

Percen

y

t

78

37.5
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(Source: Developed by the authors)
B. Data Purification & Factor Analysis
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Factor analysis is a multivariate statistical procedure that has mainly three
uses .Firstly to reduce a large number of variables into a smaller number of
factors. Secondly, to establish underlying dimensions between measured
variables and latent constructs so as to form or refine a theory. Lastly, for
self-reporting scales, it provides construct validity proof (Thompson,2004).
For testing the appropriateness of usage of factor analysis for this particular
study KMO andBartlett’s test is used (as given in Table 4). The KMO
index ranges from 0 to 1, with 0.50 considered suitable for factor analysis
(Tabachnick & Fidell, 2007).

Table 4: KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling

.728

Adequacy.
Bartlett's Test of

Approx.

1200.

Sphericity

Chi-Square

417
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Df

45

Sig.

.000

(Source: Developed by the authors)
The result shows that the test value of KMO is 0.728, and p value of
Bartlett test is less than 0.05, which demonstrates that the collected data of
the women entrepreneurs is appropriate for factor analysis. The Chi Square
is approximately 1200 with 45 degrees of freedom. In case of the Bartlett's
Test of Sphericity the observed significance is .000, which means the
relationship between variables is strong.
In the first step for data purification, the collected data was subjected to
factor analysis to find out the important factors that influence women
entrepreneurs. To achieve the preliminary solutions Principal Component
Analysis was applied along with Varimax rotation. In the second step for
data reduction the anti-image correlation matrix was analyzed and the
variables whose value was less than 0.50 on the diagonal axis were deleted.
Then the communalities table was checked and variables, whose extracted
communalities were less than 0.5, were deleted.
The rotated component matrix were examined and the variables whose
values were less than 0.5 Further any variable with factor loading less than
0.5 and Eigen value less than 1.0 were ignored for further analysis. Lastly,
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the variables which had double loading were ignored. For purpose of
analysis, the variable Vocational Training was ignored as it was equally
loading on to two factors. Variable marketing strategies is considered as it
weakly loaded on to factor 1 as compared to Factor 3.
After the application of few rounds of factor analysis, the number of
variables reduced to ten which loaded on to three different factors with
acceptable factor loading and communalities. The overall variance is
explained in table 5.
Table 5:Total Variance Explained
Co
mp

Extraction Sums of
Initial Eigenvalues

Squared Loadings
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Extraction Method: Principal Component Analysis. (Source: Developed
by the authors)
From this table, it was seen that only 3 factors have eigenvalue greater than
1. So these three were used for analysis. And these first 3 factors combined
account for 72.455 of the total variance. Factor 1 account for a variance of
40.47% of total variance. Factor 2 accounts for 19.89% of total variance.
Factor 3 accounts for 12.09% of total variance. The Rotation Sum of
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Squared Loading gives the variances associated with the variables are not
explained unless all the factors are retained.
Factor Analysis was done the following in which Principal Component
Method and the Rotation method was Varimax with Kaiser Normalization.
Based on these following rotated Component Matrix was extracted as given
in Table 6.

Table 6: Identified factors with variables that affect women entrepreneurship success
Factor

Variable

Factor

Cronbach

Loading

Alpha

AVE

value
Factor 1

Mentors

0.849

0.826
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0.68

(Support

Support

0.844

Systems)

Networks &
Memberships
Role of

0.776

Govt.
policies &
Subsidies
Need for

0.887

Control
Factor 2

Need for

0.88

(Personal

Achievement

Orientation)

Need for

0.861

0.76

0.791

0.63

0.849

Work –Life
Balance
Usage of ICT
Factor 3
(Knowledge
Base)

0.885

technologies
Education

0.812

Marketing

0.673

strategies
employed

(Source: Developed by the authors)
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Findings of the study
The nine variables loaded on to overall three factors which have been
identified that are contributing to success of women entrepreneurs of Delhi
NCT. The Factor 1 consisted of three variables having mentor with a factor
loading of .849, having support of networks & memberships of associations
with a loading of .844 and lastly role of govt. Policies and subsidies with a
loading of .776. Since all the factors consisted of conducive factors for
success hence factor 1 was called as Support Systems. The variables need
for control with a loading of .887, need for achievement with a loading of
.880 and need for work life balance with a loading of .849 loaded on to
factor 2. Since these variables together depict personal orientation therefore
factor 2 was named Personal Orientation only.& lastly the three variables
the usage of ICT technologies with a loading of .885, Education of
entrepreneur with a loading of .812 and Marketing strategies employed
with a loading of .673 loaded on to factor 3.Since the three variables
education of women entrepreneur, their knowledge of ICT and their
formulation of marketing strategies impacted business operations hence
they were called Knowledge Base.
The Cronbach Alpha was calculated factor for all three individual factors to
check the internal consistency of each. The calculated Cronbach Alpha for
Factor 1 was 0.826& CR & AVE values were 0.68 & 0.86 respectively, for
Factor 2 was 0.861 while CR & AVE values were 0.76 & 0.91 respectively
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and for factor 3 wasCronbach alpha was .0791 while CR & AVE values
were 0.63 & 0.84. Cronbach’s alpha value was found to be reliable as
value of Cronbach’s alpha for all the constructs exceeded the benchmark of
above 0.7 and CR and Ave values were above 0.5 (Nunnally& Bernstein,
1994).
Discussion of the findings
A number of studies have been undertaken in past to identify the factors
that lead to entrepreneurial success in various countries all over the world.
Researchers have identified numerous factors that affect women
entrepreneurial performance and success. Even at present there is no
unanimity about the factors that influence success. Therefore the aim of this
study was to empirically identify the factors that influence success of
women entrepreneurs of the emerging economies. Women entrepreneurs of
emerging markets face a different set of challenges as compared to women
entrepreneurs of developed markets. Therefore it is important to study the
factors that influence their success. China & India are the leading emerging
markets and force to reckon on various rankings of emerging markets.
China ia a very closed ad controlled economy hence it is difficult to study
the women entrepreneurs of China therefore India women entrepreneurs
were found to be the most appropriate and easily accessible sample for
identifying the important factors that lead to success.
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Contributing a drop to the ocean of existing knowledge on women
entrepreneurship. The results of the present study identified the three most
important factors that influence success of women entrepreneurs of
emerging economies being(a) Support systems (b) Personal Orientation and
(c) Knowledge Base. Support system consists of the individual, groups and
the government’s role as being support systems to women entrepreneurs
leading to their growth and success. Women entrepreneurs especially
within the Indian social set up needs a lot of hand holding and support.
They have faced traditional social constraints since centuries therefore they
feel less confident by themselves. Hence the need guidance by the role
models and mentors who can help them find their feet (Laukhuf& Malone,
2015). Similarly being member of associations and other women networks
is also an important aspect as they learn from other women not only
business ropes but also become aware of new opportunities and gain
knowledge from other entrepreneurs (Farr-Wharton &Brunetto, 2007).
Lastly Government Policies and subsidies are critical to development of
women entrepreneurship as they encourage them and the special schemes
provide them the opportunities where the other financial institutions show
no confidence in them. Thus having sufficient support system is important.
The second factor that is critical to women success is their personal
orientation. In the present study it was seen that women felt that the higher
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the need for control, need for achievement and the need for work life
balance higher would be success. Such need to be independent and
balancing work and life commitments (Itaniet al., 2011) would drive their
zeal to pursue their goals passionately, thus it impacts their success. Thus,
the factors like own ambitions for control and achievement and
independence to balance their personal and professional life should be
recognized and further cultivated amongst women while being selected for
various entrepreneurship programs and trainings.
Another factor recognized from the present study was Knowledge base of
women entrepreneurs. Their own education & Know-how especially of
latest technologies, based on which they form the utmost important
marketing strategies tend to impact their business operations and affect
their success. Thus encouraging women education and providing
knowledge of latest ICT is important for promoting women entrepreneurs.
Women have been found to be laggards in the usage of ICT technologies
for their entrepreneurial ventures (Papastathopoulos and Beneki, 2010;
DDO, 2013). “ICT can provide effective tools to support economic
activities. ICT, especially mobile phones, computers, and the internet, have
become essential to develop business and enhance competitiveness” (ITU,
2013). Having appropriate marketing strategies can make or break a
business. It can directly impact the success of a business venture. Thus,
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women entrepreneurs should be taught not only the latest technologies but
also their utilization especially from marketing perspective. Having sound
marketing policies can lead to potentially successful ventures (Njoki,
2016).
Conclusions & Future research
With changing times women have been successful in breaking their
confinement within the limits of their homes. The globalization and the
spread of education have brought in new era of progress of women world
over. Women nowadays are recognized as important contributors to the
economy and development of nation. Especially, in developing countries
such as India, which not only has world’s largest young population but also
has a high unemployment rate of 4.8%. More than 30% Indian youth (aged
15–29) are neither in employment nor in education or training as per an
OECD Report 2017. Women entrepreneurs can therefore, not only generate
wealth and contribute to national economy and but also act as potential
source of much required employment opportunities.
Therefore Government, Policymakers, Quasi government and private
institutions, NGO’s working for women empowerment should work on
these factors and variables to provide conducive environment to ensure
success of women entrepreneurs. The study presents and recommends
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development of sustainable policies and programs to encourage women
entrepreneurship through recognizing the personally ambitious potential of
women, encouraging their education and knowledge of the latest tools and
techniques and building supportive systems for ensuring success of their
entrepreneurial ventures.
Though lot of research on factors affecting the women entrepreneurs have
been carried out in foreign countries but in Indian context such studies are
few, therefore future research can be carried out in understanding the
impact of each of the factors individually to a women entrepreneur’s
success especially in Indian context. Further, impact of various support
programs, training programs and educational programs can be measured
empirically to see the effectiveness of each on success of women business
owners.
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ABSTRACT
Purpose –To study the profitability and sustainability of rice business from a
strategic perspective this paper attempts to give a thorough insight into how the
rice business operates, who the major stakeholders are; what strategies are being
followed; and what are the significant challenges facing the industry.
Design/methodology/approach- Primary data was collected through a survey
questionnaire based on a sample of 50 rice retailers from whom both qualitative
and quantitative data were collected. The correlation between profitability,
business tenure, sustainability, and business strategies were explored.
Findings – It was found that the correlation between low-cost strategy and
sustainability (82.5%) and between profitability and sustainability (56%) are
significantly positive. Profit and long business tenure are also found to be
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positively correlated. The study also revealed that implementing a focused lowcost strategy is one of the most successful strategic choices for these businesses
in the given context.
Research limitations – Since the study is based on an urban market in
Bangladesh, the results therefore can be generalized for very similar situations.
The comparative low education and literacy level of the respondents was another
limitation.
Strategy Implications - The fragmented rice industry can be consolidated
through branding. Market awareness for branded rice makes a better profit,
profit growth, and loyalty which ultimately leads to building the competitive
advantage and rice; the staple food business sustainable.
Originality/value – To the best of the author’s knowledge, this is the first study
of its kind, trying to look at profitability and sustainability from a strategic
angle. The stakeholders and the other researchers can take valuable insights
from the findings of the paper.
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1. INTRODUCTION
As rice is a staple food item with very few substitutes, the industry dictates, to a
great extent, the economical price fluctuations and consumer demand and
consumption level (Baruaand Alam, 2000; Dorosh and Thurlow, 2008; Thurlow,
Dorosh and Yu, 2012). The research tries to specifically identify the strategies
used within the business, the significant pitfalls and the ways to recover and
make the business profitable and sustainable.The research is based on the
premise that the retailers represent the rice business. The strategies followed by
these retailers are studied, and their business knowledge and experiences are
analyzed to interpret how the rice industry works and what can possibly be done
to improve this business.
For long it has been established that rice industries' profitability depends on the
nation’s infrastructure and economic institutions. Adequate infrastructure and
technology help the rice industry to serve more efficiently (Binswanger,
Khandker& Rosenzweig 1993; Coelli, Rahman, andThirtle,2002; Hossain, Bose
and Mustafi, 2006; Pinstrup-Andersen andShimokawa, 2007). Rice accounts for
about 75% of agricultural land use and contributes to about 28% of the GDP
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(Hossain and Deb, 2011). The total rice production has more than tripled from
the early seventies to the mid- 2010s (Deb, 2016). Traditionally, the major rice
crop in Bangladesh was that of Aman, but in recent times the Boro rice variety
has started taking a more significant share of the overall rice market. This shift
reflects that rice production in Bangladesh is moving towards irrigation-based
agriculture from a weather-influenced system (Deb, 2002). Bangladesh is
currently the world’s fourth-largest producer of rice right after China, India, and
Indonesia (FAOSTAT, 2017). High yield varieties of seed, mechanization,
application of fertilizer, and irrigation have increased yields, although this input
also raise the cost of production and thus mainly benefits the richer cultivators
(Alam et al., 2006; Binswanger, 1986; Timsina, Singh, Badaruddin, Meisner &
Amin, 2001; Mottaleb, Rahut, and Erenstein, 2019).
1.1 Objective of the Research
The research aims to study rice businesses within the Bangladesh rice industry.
The objectives of this research are to find out the following:
•

Ifthe business owners in the rice industry are makingprofit

•

Whether the sustainability depends on both pricing strategy and

business strategy
•
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•

Which strategic choice will give better competitive advantage to the

retailers
•

On an average the profit (in percentage) of the business owners

2. Literature Review
Industry Background
Agriculture is the largest employment sector of Bangladesh, and as of 2016, the
agricultural sector employed about 43% of the total population, with rice as the
single-most-important product (CIA 2018 and World Bank 2017). Rice,being
the staple food of the country, provides about 2/3 of the calorie intake of an
average person in Bangladesh (Mottaleb and Rahut, 2018). Besides that, rice
also amounts to about half of the overall protein consumed (Faruqee, 2012). As
per Bangladesh Rice Research Institute’s (BRRI) data, more than 13 million
farms grow rice in Bangladesh, in an area of about 10.5 million hectares. This
area makes up almost 75% of the total cropped area of the country (Hossain and
Deb, 2011).
Varieties of rice: The major rice varieties of rice in Bangladesh are Aman, Aus,
and Boro. The largest rice harvest, Aman, occurring in the monsoon season
(August - December), accounts for more than half of the annual production. The
second-largest rice harvest is of the variety known as Aus, which is harvested
during summer (BRRI 2015). The third variety, Boro, is a high yield variety that
77

© 2020 Journal of Asia Entrepreneurship and Sustainability Vol XVI, Iss 2, May 2020
RossiSmith Academic Publications, Oxford/London UK, www.publicationsales.com

is harvested during the dry winter season (Sayeed and Yunus 2018). The
production of Boro rice is dependent on irrigation facilities. Many farmers are
now being able to produce two rice harvests in a year, wherever irrigation is
feasible(Ahmed 2001). Based on the grain quality, the consumers, again group
rice into two overarching categories: Coarse-grain (less expensive) and Finegrain (more expensive as it is considered premium).
Stakeholders involved: As per Zaman, Mishima &Hisano (2000) the major
parties involved in the rice business include the Farias, Beparis, Dalals, Kutials,
Rice Millers, Aratdars and ultimately the Retailers. The Farias are the small
scale, part-time traders, operating at the rural markets. The Beparis are the
traders who operate on a full-time basis on a bigger scale. The Dalals are the
intermediaries who either facilitate and/ or connect the buyer and the seller.
TheKutials are also small scale traders who are involved through most of the
supply chain, starting from buying the rice, to parboiling and ultimately milling
and selling. The Rice Millers buy the rice from most other parties mentioned
above for processing and selling to the Aratdars, who are the wholesalersmostly
operating in the big urban markets. These Aratdars stockpile the rice from
various millers and then supply to the Retailers.
Claims of artificial price hike: One of the major problems that have been
reported time and time again in the rice business is that of artificial rice stock
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shortage and the subsequent sharp increase in price (“Artificial crisis behind rice
price hike”, 2017; Cookson, 2017; Irani, 2018; Islam, 2018 and Rahman, 2015).
It is already established that rice is consumed in huge volumes in this country, so
a sudden price hike puts quite a lot of pressure on the overall economy. These
sudden price changes affect everyone, starting from the consumers to all the
stakeholders involved in the rice business value chain. Although most parties
will claim that the sudden shortage and price hike is artificially induced to drive
up profits by certain syndicates within the industry, but the wholesalers on the
other hand claim, that the price hike happens because the demand and supply of
rice is very much in equilibrium in Bangladesh (Islam, 2018; Raihan, 2013 and
Irani, 2018). It has been reported that the large scale traders and millers, who are
comparatively wealthier and thus can afford to store the rice for several months
before they start selling, to create the artificial vacuum in the market, which will
drive up the price. Speculations and fear of low prices or demand and supply
going out of balance, sometimes drive a stockpiling chain reaction, which has an
overall adverse effect (Irani 2018).It has also been reported, that sometimes to
have better control of the rice market, the traders and millers offer a good price
early on and buy of all the harvest. Therefore they have full control of the rice
supply, and thus through this, they can push up the price(Siddique 2017).
Effect of rice import: Many rice traders are taking advantage of low import
tariffs, and importing large quantities of rice from abroad. In the recent times,
many traders are importing rice since local market price is high as a result of
79

© 2020 Journal of Asia Entrepreneurship and Sustainability Vol XVI, Iss 2, May 2020
RossiSmith Academic Publications, Oxford/London UK, www.publicationsales.com

fear of floods or other adverse weather conditions, which in turn sometimes
perpetuates the whole cycle of inflated price and disturbance in the natural
balance of demand and supply (The Daily Star, 2018). Although the lower
average price of rice is good for the customers, the producers are incurring huge
losses (Muntasir 2019).
Other factors affecting the business: Weather-related natural disasters, such as
floods, cyclones, and drought can result in a considerable loss for the farmers
and in turn the traders and sellers (Mottaleb, Mohanty, Hoang &Rejesus 2013;
Mottaleb&Rahut, 2018; Paul and Rasid, 1993). Another natural phenomenon
that has a very damaging effect on the production of rice is pests (Irani 2018 and
Nasiruddin and Roy 2012)
Sustainability of rice business
Although there is a considerable amount of research done in the field of
sustainability in the agricultural sector, specifically rice farming, there is a gap
in the study regarding the sustainability of the local rice business in Bangladesh.
In the paper by Roy, Chan &Rainis (2013), they have identified three
dimensions through which they developed the indicators for sustainable rice
farming in Bangladesh, namely: Economics, Society and environment. Based on
this, they defined the idea of sustainable rice farming in Bangladesh by further
explaining these dimensions in terms of economic viability, natural resource
preservation, and improving the quality of life of the producers. However
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interlinked, since the paper at hand is more focused on the sustainability of the
business of rice rather than production, it is looking at all the factors and
strategies that relate to the economic viability dimension. Researchers in the
field agree that profitability is one of the most fundamental determinants of
economic viability. In this paper, it is also noted that to consider sustainability,
profitability should be considered first, and then the economic risks required to
make it sustainable can be considered accordingly. Sustainability is defined
differently by different researchers. According to Zahan (2017), among the
various components shaping sustainability, the economic sphere of sustainability
is the one most suited to small scale businesses. This implies that for businesses
to sustain within an industry, proper utilization of assets is of crucial concern if
they want to continue being profitable in the long run.
Profitability and Strategy of rice business
Following Porter’s (1980) Generic Strategies, businesses can be clustered
together in 3 main groups for the strategy that they can follow in the market for
gaining competitive advantage, namely, differentiation, low cost, and focus
strategy. According to this framework, for a business to be profitable and
sustainable a business needs to follow any of these strategies in order to create a
defensible position and have a distinguishable advantage over its competitors in
the market (Dess & Davis 1984; Porter1980, 2008; Akan, Allen, Helms
&Spralls 2006). Differentiation strategy refers to creating a unique product or
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service with which a business entity can compete in the market, on the other
hand, low-cost strategy refers to having a cost leadership in the market by
keeping a low price in relevance to the competitors. Lastly, the focus strategy
targets a particular customer segment, market or product segment. In the long
run, to be both profitable and sustainable, the rice business needs to focus on
both functional and business level strategies. Since within a particular variety of
rice, the opportunity for differentiation is low, thus one research concludes that
the industry should focus on the rice processing side as well, to drive down
overall costs. Although this vertical integration can be beneficial to the
stakeholders in the industry, the high capital required for this integration also
needs to be taken into account (Wahyuningsih, 2016).
2.1 Hypothesis
The paper investigates the strategies that best ensure sustainability in this
industry while, and if profitability has a role to play in the sustainability of the
businesses. Therefore the hypotheses are:
H1: Profitability and sustainability are correlated
H2: Sustainability and strategic choice for competitive advantage are correlated
H3: Business tenure and profitability are correlated
3

Data and Methodology

3.1 Data Collection
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For the research, the primary data were collected through a survey questionnaire.
The research is based on a sample size of 50 rice retailers who are the agents of
the rice market and is acting as a bridge between suppliers and consumers of
rice. Both quantitative and qualitative data were collected for this research.
3.2 Sampling Method
The samples were taken randomly from various bazaars, stores, and
supermarkets to statistically better analyze the data.
3.3 Respondents
The respondents were either the owners of the randomly selected rice business
or in the absence of the owners, one random employee (in some cases more than
one). The randomly selected businesses were from five different areas from
within Dhaka city of Bangladesh, and they are Karwan Bazar, Jatrabari,
Motijheel, Bashundhara and Shantinagar Bazar. The total number of respondents
was 50.
3.4 Questionnaire
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The questionnaire had a total of 17 questions, which included questions related
to the businesses’ starting capital, profit (in percentage), targeted customers,
location for profitability, both pricing strategy and business strategy and the
hurdles faced while doing business within the industry. It also included
questions about the tenure of the business, the number of employees and
decision-maker of the business to better understand the factors affecting the
sustainability of the businesses. The questionnaire had both quantitative and
qualitative approaches. The quantitative questions were aimed at understanding
the profitability and profit margin of the rice businesses. On the other hand, the
qualitative questions were used to study the factors that influence the
profitability and the sustainability of the businesses. The questionnaire also
included two open-ended questions that were asked to identify the understanding
of the respondents regarding the overall scenario of the rice business in
Bangladesh.

4

Findings and Analyses
The results are discussed in four sections for understanding the 4 facets of the
rice business: (I) the Core business; (II) Profitability; (III) Strategic implications
and (IV) challenges that businesses face. The analyses and findings of each
segment are discussed below.
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4.1 Core Business
To better understand the core business the survey attempted to first find out the
number of businesses per class of tenure (number of years in the business)as
seen in Figure 1. The survey also accounted for the number of employees in the
business and also identified the decision-makers (owners, employees, both)of
the business. The starting capital requirement was also investigated and the
classes were distributed between BDT (Bangladeshi Taka) 1 Lac (100,000) to
more than BDT 10 Lacs (1,000,000) as seen in Figure 2.
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In Figure 1, it can be seen that themajor share of the businesses that took part in
the survey have been in the rice business for 5 to 10 years. The businesses that
were visited are retailers as they are the stakeholders who are ultimately
responsible for reaching out to customers in their locality and helping the
consumer commodity meet its full potential demand. Many of these retailers are
operatingon a small scale with 2-4 employees and initial capital investment of 13 lakhs taka (Figure 2). As retail shops are relatively easy to set up, it has
mushroomed across every large and small streets of Dhaka. Rice is mainly
bought by adults who visit retail stores for monthly or weekly retail shopping.
Some retailers reported that the product is also bought by teenagers to young
adults who in many cases either live by themselves or are buying for their family
or sometimes the purchase is part of their work responsibility being employed
by a household. As retail shops are running relatively small scale operations,
most of the critical decisions are made by the owner. Only a few retailers who
are larger and have many employees have a moredistributed and flexible
decision-making process.
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Figure 2 – Number of businesses allocation per class of starting capital
4.2 Profitability
Retailing of Rice is an expanding business and has an average growth
percentage of around 15% per annum. As rice is a staple, it is always in demand
and sales are relatively high. The profit margin of Rice retailing is on many
occasions higher than many other commodities, as reported by retailers. From
Figure 3, it can be seen that although most businesses sell rice at a profit
percentage of 3-5% some businesses can even have a profit percentage of 13%15%.
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Most of the retailers consider that location has a very important impact on
profitability. Retail shops are mostly set around a residential area where the
stores are within walking distance for the customers. However, some retailers
complain about being obstructed by new buildings and markets which have
limited the customer’s access to these retail shops and this had a very
detrimental impact on their profitability. Most of the retailers chose to go for
rice retailing because it is a basic commodity, and thus should always stay in
demand. The retailers'decision to stay in business is perpetuated by the belief
that the rice demand and price will not atleast fall below a certain threshold as
rice is a staple in Bangladesh. Some retailers also consider the business “costeffective” as fixed costs and other related costs are lower and in most cases there
is cash flow.
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Strategic Application
Surprisingly most rice retailer’s pricing strategy is “High price for new
customers”. Rice retailers believe that new customers often represent a customer
group who isn’t permanent to the residential area or are not loyal customers.
These customers tend to change their retail shops too often to be building any
sort of loyalty. So retailers exploit the chance of a one-time purchase and charge
a higher price for the commodity. Some retailers follow a discount strategy for
bulk purchase because they think that by doing so they are motivating customers
to buy in bulk and also return next time to receive a discount on bulk purchase.
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In selling Rice, a specific competitive advantage is to maintain a low cost as rice
is a homogenous product and doesn’t have much room for differentiation.
However, some retailers claim that they can create a sense of differentiation
among their customers by convincing them into buying at a premiumprice, for
example, ricelike “ChashiChiniguraChaal” or “RupchandaChiniguraChaal”
claiming that they are of superior quality than the other brands in the market and
consumption of it would result in maximum satisfaction. The following chart
shows the number of businesses which follow what competitive advantage
strategy.
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Figure 4 – Percentage of Competitive Advantage
Most retailers believe that having rice always in demand is an advantage to their
business. Some retailers believe that their marketing skills and knowledge about
consumer behavior acquired from yearlong experience are their distinctive
business Competency and Capability. Illustrated in Figure 4, it indicates that the
business strategy followed for rice is mostly “Cost leadership” and some follow
“Differentiation”. As the market for Rice is broad, retailers go either of these
two strategies to sell rice in the market. Brand names of Rice are not so popular,
however, the introduction of packaged rice has created some brand loyalty
among customers. Less than 50% of the customers ask for branded packaged
rice being sold at a premium price whereas other customers are indifferent
towards the brand and rather care about the type of rice being purchased.
Correlation between profit percentage and sustainability
Through this study, the research tried to find out the correlation that exists between
years in business and profit percentage, or in other words, the dependability of
sustainability on the profit margin.
Correlations
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Table 1 – Correlation matrix of profit percentage and sustainability
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From Table 1 above, it can be said that the sample data suggest that the sustainability
of a business in the rice industry depends on the profit as there is a relatively strong
positive correlation. During the survey, it was learned that initially many businesses do
not make a lot of profit (3-5%) (stated earlier in part 4.2), but as they keep on
establishing themselves in the local market they slowly start realizing better profit
percentages. This is further substantiated by the survey data which shows that many of
the businesses who were making 13-15% profits were actually in the business for quite
sometime and in cases of two businesses they even claimed their profit percentage to
be as high as 20%.
Correlation between competitive advantage and sustainability
Through this segment, the researchers wanted to find out the relationship between
sustainability and the kind of competitive advantage.
Correlations
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Table 2 – Correlation matrix of competitive advantage and sustainability
Table 2 illustrates the strong positive correlation between business longevity and the
competitive advantage. In the survey of 50 samples, 82.5% of the businesses that have
been running for a longer period depending on a specific competitive advantage- Lowcost strategy (shown in Figure 4). Almost three-fourths of the businesses taken into
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account had answered that they followed low-cost strategy as a specific competitive
advantage. So it can be concluded that the businesses’ sustainability depends more on
cost leadership rather than product differentiation.
4.3 Challenges and prospects of rice business
One of the major challenges faced by rice businesses is the scarcity of capital. New
investors are also not interested in such business as rice retailing businesses mostly
operate on small scale. Some retailers believe that rice retailing can grow in a more
profitable and sustainable manner through mergers between business so as to increase
the scale of operations. Another hurdle the rice retailers face is the lack of
communication and awareness regarding the availability, quality, nutrition information
of so many varieties of rice in the market. Cumulative investment on behalf of the rice
businesses in creating public awareness might be the remedy that might help drive up
the profitability of the sector.
Starting from an individual household to small business owners, almost everyone gets
affected by the artificial supply shortage in the rice market. Rice is one of the basic
food items that people in Bangladesh consume as a staple. Sometimes due to artificial
price hike, and a subsequent increase in price results in a decrease in demand for rice
as a big portion of the mass market cannot afford at a high price.This disruption not
Page 95
© 2020 Journal of Asia Entrepreneurship and Sustainability Vol XVI, Iss 2, May 2020
RossiSmith Academic Publications, Oxford/London UK, www.publicationsales.com

only affects the rice business but also negatively impacts the complementary
businesses, such as vegetables, pulses, spices, etc. Overall it can be said that the
change in the price of rice, has a ripple effect through the entire economy of the
country.
5

Limitations and Future scopes for the research

Page 96
© 2020 Journal of Asia Entrepreneurship and Sustainability Vol XVI, Iss 2, May 2020
RossiSmith Academic Publications, Oxford/London UK, www.publicationsales.com

The respondents, due to their lack of understanding and awareness regarding research
and its purpose, were not always very welcoming to openly share information.
Although the information was shared with consent, the survey conductors had to put a
lot of time and effort behind getting the respondents to spare some of their time and
taking part in the research. The researchers assumed that this would be an issue,
particularly seeing the paper of Zaman 2003, where the same issue was faced and a
maximum of 18 respondents could be reached and that paper also stated that quite a bit
of convincing was needed in order to get reliable data for a proper study. Despite this
constraint, the research was successfully conducted and was able to collect reliable and
relevant data on the topic. Also, the main limitation of this research was its small
sample size and that too from one city of the country. There are millions of rice
businesses in Bangladesh spread over all the districts. Soa bigger sample taken from
various locations of the country might help gather better insight into the strategy of the
rice business in Bangladesh. There is a scope for improvement as the number of
respondents can be increased to better justify the cause.
6

Recommendations
Research analysis reveals that there is a strong correlation (56%) between
sustainability and profit. So it can be recommended that rice retailers that:
•

Take decision for long term benefits rather than short term gains.
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•

Implement all types of necessary measures that would help them sustain in the

long run.
•

Since profit is higher in the long run, prioritize long term profits rather than short

term profits. It includes maintaining low cost but not so low that it hampers long term
profits.
Research analysis shows that there is a strong correlation between longevity and
competitive advantage. Research shows that rice retailers who are in the business for a
longer period develop a competitive advantage specific to that rice retailer. So
recommendations to these retailers are:
•

Carry on business for long years to realize the competitive advantage. It is advised

to maintain the business even though profit is limited in the initial years.
•

As rice retailing is profitable, the realization of competitive advantage is

necessary to hold on this profitability. So it’s advisable to realize the competitive
advantage as soon as possible.
•

Collect information and compare it with other retailers in order to keep track and

realize the competitive advantage.
•

Implement long term plans such as leasing the shop for 5 years or more. It would

reduce fixed costs and help to realize a competitive advantage in the long run.
7

Conclusion
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The researchanalysis states several important correlations between profitability and
sustainability. It provides a brief analysis of the present rice market and how the
market can perform better. The answers to hypothesis can be provided through the
research. It shows that:
•

Despite the popular public claims like inflated rice prices, the business is still able

to make profit sustainably.
•

Pricing strategy and business strategy both contribute to the sustainability of the

rice business.
•

The advantages outweigh the disadvantages for the business which reflects the

future prospects of the rice industry.
•

The profitability of rice is higher than the profitability of other consumer goods.

•

An artificial price bubble exists in the market which is well coordinated among

the buyers and sellers of the rice market.
The conclusion drawn from this research is that the rice industry is still flourishing but
it must be well strategized and controlled for sustainable growth and profitability.
Since rice is also being imported into the country, quality control is a major concern.
Price fluctuations are another major concern that results from sudden high supply of
imported rice. If the functional level strategies are met at every level of rice production
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and sales, then the whole rice industry will gain a competitive advantage from
following either a low cost or differentiation strategy.
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Abstract
Purpose – The study explore the notion of social entrepreneurs and their role in
rural development. The paper attempts to study two social entrepreneurs (SEs)
who acted as catalytic change agents in women empowerment and indigenous
people development that resulted rural development as a whole. Here, we begin
with a brief overview of social entrepreneurship ventures of PIPAL TREE and
MAATIGHAR. Subsequently, we discuss the challenges and opportunuties faced
by the SEs. In the end, we canvass to evolve a new theoretical framework that
might constitute further research in this area.
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Design/methodology/approach – The study is based on qualitative research using
cross-case analysis approach, which is undertaken in two separate case studies.
The study utilized a combination of personal interviews and participant
observation. The data provides understanding of experiences in very different
circumstances, and yet ascertains resemblance that helps to comprehend the roles
of SEs. The two social entrepreneurship ventures under consideration include
PIPAL TREE and MAATI GHAR. These ventures are working towards women
empowerment and community development respectively and leads to rural
development as a whole.
Findings – The study has provided some insight into the impact of social
entrepreneurship in rural development. It has theoretically connected the treatise
of women empowerment and indigenous people development in rural
development. Moreover, it has explored the micro-level detail of social
entrepreneurial effort and highlighted the potential of handicraft sector in rural
development.
Social implications – Social entrepreneurs are change agent in social issues like
women empowerment and indigenous people development. SEs are change
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agents who are ensuring the sustainable development of the unprivileged strata
and resulting rural development.
Originality/value – The study adds to the literature about women empowerment
and indigenous peoples development of Jharkhand. This study can serve as a
guide in addressing social issues like women empowerment and indigenous
people development. It also highlights the SEs effort in rural development.
Keywords: Social Entrepreneurs, Artisans, Handicrafts, women empowerment,
indigenous people development, Rural development, Altruism
Introduction
The aim of this paper is to augment our profundity of the pivotal roles social
entrepreneurs (SEs) play in women empowerment and indigenous people
development and to evolve a new theoretical framework that might constitute
further research in this area. As per the definition of (Abu-Saifan, 2012), social
entrepreneurs are individuals with an exceptional mindset, who grab untapped
opportunities and foresee the future in their unique way. In the words of (Perrini
& Vurro, 2006) social entrepreneurs are changing promoters of the society. They
are capable of realizing their social mission through their innovation. As per
(Bornstein & Davis, 2010), for the accomplishment of their social mission, social
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entrepreneurs are requisite to be focused, possessed with good persuasion ability,
capable of recruiting right people whom can uphold their mission. Most
importantly, social entrepreneurs should be an innovative and achievementoriented person (London & Morfopoulos, 2010). Social entrepreneurs should be
empathic, altruistic and fair persons (Kickul & Thomas, 2012). Altruism is an act
of promoting someone's interest without regard for oneself (Dasgupta & Chandra,
2016). It has been observed that few handicraft consumers want to help artisans
or their communities voluntarily. Social entrepreneurs don't seek power and
admiration (London & Morfopoulos, 2010). But, the efficacy of social
entrepreneur’s effort rely on communities’ willingness for such efforts. However,
cited literatures are posing a gap in assimilating the role of SEs in rural
development. By exploring the roles of SEs in rural development comprehend on
the involvement of entrepreneurs who are propelled by social objectives. This
type of academic association reflects pragmatic reconstructions are perceptible in
rural development (Thuesen & Rasmussen, 2015).
This paper deals with the gaps in our assimilation of the roles SEs play in women
empowerment and community development. This was established through our
cross-case analysis from two social entrepreneurship ventures PIPAL TREE and
MAATI GHAR. The objectives of the paper are four-fold. The first objective is to
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identify the roles of SEs in women empowerment and community development,
secondly to investigate how these roles are linked and thirdly to develop a
framework within which the role of SEs can be analyzed.
Role of social entrepreneur in women empowerment
A social entrepreneur recognize the social issues, and then find a use for
entrepreneurial principles for organizing and managing the venture for a social
cause. Unlike business entrepreneur social entrepreneur measures success in
returning positives to the society (Singh, 2012). It would be a study of great
interest to know how women can achieve socio-economic empowerment by
social entrepreneurship ventures in a patriarchal society like India (Calás,
Smircich, & Bourne, 2009). Social entrepreneurship ventures coalesce economic
benefit with social value creation, along with extending a new way of deliberation
for the society (Nicholls, 2006). Many entrepreneurial small scale industries are
based on feminist indigenous skilled crafts (Chifos, 2007). By this way women
can utilise entrepreneurial activities as a mean to generate income whilst also
preserving a cultural heritage (Jena, 2007). In addition, the possession of
indigenous knowledge and skills can provide socio-economic support through
home-based enterprise, which can lead to collective empowerment (Al-Dajani
and Marlow, 2010 as cited in Datta & Gailey, 2012).
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Since 1990’s, for holistic approach of sustainable development, women have been
identified as a change agent for women empowerment and sustainable community
development (Handy & Kassam, 2004). According to (Hashemi & Schuler,
1993), the indicators of women’s empowerment include: “sense of self and vision
of future, mobility and visibility, economic security, decision making in
household, ability to interact effectively in public sphere, and participation in
nonfamily groups”. Moreover, (Lennie, 2002) formulated a model of rural
women’s empowerment. His model identified four types of empowerment i.e.
community empowerment, organisational empowerment, political empowerment
and psychological empowerment. The model emphasised that there is
interrelationships among these four forms of empowerments. Community
empowerment entails developing new skills, competence, and companionship
with other women of the community. Organisational empowerment entails
awareness about new technology. Political empowerment entails influencing
government initiatives affecting rural development and networking with industry
people who are interested to work for rural development. Psychological
empowerment entails the increased aspirations for betterment of rural people.
The researchers (Hashemi, Schuler, & Riley, 1996) argued that the income from
Social entrepreneurial ventures(SEVs) help women to “increase their bargaining
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power in the household, enable sharing of household chores and childcare
responsibilities”. For comprehension of socio-economic impact of SEVs,
organisational business model is a critical component (Mair & Schoen, 2007).
Furthermore, (Santos, 2012) suggested to analyse the experience of community
with the SEV to identify the impact of SEV.
Policy makers should facilitate political and legal environment which can
advocate women’s access to resources and also support them to prosper new
businesses while preventing their business from family or political manipulations
(Kabeer, 1999).
Role of social entrepreneur in indigenous people development
As per (United Nations Permanent Forum on Indigenous Issues, 2017, as cited in
Ona & Solis, 2017) “Indigenous peoples (IPs) have been described as those who
hold unique languages, knowledge systems, beliefs and who possess invaluable
knowledge of practices for the sustainable management of natural resources. They
have a special relation to and use of their ancestral land which has a fundamental
importance for their collective physical and cultural survival as a people”. In
India most of the tribal religions are indigenous as they have acquired their shape
and form in the land of their present existence (Béteille, 1998).
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(Johnson, 2003) described social entrepreneurship as a social innovation via
entrepreneurial solutions. A social entrepreneur should be persevering,
unswerving and schmoozer (Kickul & Thomas, 2012). Public relations abilities of
social entrepreneur help to get funds for their projects, to surmount opposition
and to encourage political will (Bornstein & Davis, 2010). Once (Germak, 2013)
mentioned that a social entrepreneur should have motivational factors along with
influential factors i.e. financial support and social network. In general terms
(Dees J. , 2001) said that an entrepreneur is someone who invigorates economic
progress by inculcating innovative ways of doing things, while a social
entrepreneur is someone who envisions social mission. As per the report of
(Swissnex India, 2015) social entrepreneurship could be pertinent to non-profit
organizations as well as for-profit social enterprises. However, their operational
activities and legal obligations are very different.
Social entrepreneurship is manifested in three categories in which the first
category is private sector that have private ownership with market-driven attitude
and profit-orientation. The second category is public or government sector that
have public ownership with service facilitation approach. The third is the
community sector that have social ownership with the intention of non-personal
profit, self- help, mutuality and social purpose (Pearce, 2003).
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The social entrepreneurship activities are the intersection of public, private and
non-profit sectors (Johnson, 2003). But in India there are three social
entrepreneurship models i.e. social for-profit enterprise, non-profit and hybrid
model. In addition to these models, there are other popular ways of creating
impact in India via philanthropy and Corporate Social Responsibility. India has
always been conferred with global philanthropic money. Recently, there has been
a rise in philanthropic investment from the corporate sector. The strategic
philanthropy is still at a nascent stage in India (Swissnex India, 2015).
Social entrepreneurs address community concerns and achieve social and
business mission by implying innovative entrepreneurial skills along with the use
of local skills and resources ( Jeff, S. 2001 as cited in Kummitha, 2017). Social
entrepreneur fabricates sustainable initiative by using local resources along with
their own financial contribution (Dhesi, 2010). Social entrepreneurs are
intensively connected to the rural economy and the local community (Mottiar,
Boluk, & Kline, 2018).
(Kibler, Fink, Lang, & Muñoz, 2015), discussed about place attachment of rural
social entrepreneurs. Place attachment is of two types i.e. emotional place
attachment and instrumental place attachment. Emotional place attachment
denotes the inclined sentiments of rural social entrepreneur towards the place and
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its residents. On the other hand, instrumental place attachment denotes the
sentiments of rural social entrepreneur towards a place, by rationalizing how the
place is suitable for the venture to achieve its desired objectives. The rural social
entrepreneur can consider both emotional and instrumental attachment in a
business model. There venture of rural social entrepreneur considers different
stakeholders on the local community and administration level.
Local Community Groups (LCGs) recognize rural social entrepreneur as a
legitimate actor therefore they provide access to local resources to the rural social
entrepreneur (Kibler & Kautonen, 2016). An LCG member with an
entrepreneurial mindset bear risk cleverness, innovativeness, and proactiveness
(Wiklund & Shepherd, 2005).
Social groups have intellectual property rights to protect the local craft products.
In that case the small regional producers can hold a renowned status and sell their
craft directly to final demand (Moran, 1993). The intellectual property rights are a
legitimate measure to protect the rights acquired by generations of producers of a
region (Institut National des Appellations d’Origine, p. 265 as cited in Moran
1993).
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Material and methods
Overview of methods
The methodological procedure is based on cross-case analysis of qualitative
research, which was undertaken in two separate case studies. The data provides
understanding of experiences in very different circumstances, and yet ascertains
resemblance that helps to comprehend the roles of SEs. The two social
entrepreneurship ventures (SEVs) under consideration include PIPAL TREE and
MAATI GHAR. Both are SEVs are based at Jamshedpur and working towards
women empowerment and community development.
Since 1960s cross-case analysis or multiple case analysis has been using in social
science research as a method of building theory. For developing a valid, testable
and reliable theory it is required to use the data from cases, along with utilizing
previous literature and researcher experience. (Eisenhardt & Graebner, Theory
building from cases: Opportunities and challenges, 2007) note: “A major reason
for the popularity and relevance of theory building from case studies is that it is
one of the best (if not the best) bridges from rich qualitative evidence to
mainstream deductive research. Its emphasis on developing constructs, measures,
and testable theoretical propositions makes inductive case research consistent
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with the emphasis on testable theory within mainstream deductive research” (p.
25).
Social venture in rural setting is an under-researched phenomenon. Qualitative
multiple case studies seem suitable explore this phenomenon in a territorial
context (Sayer, 1992 as cited in Yin R. , 2009).
This study is an exploratory study based on qualitative research methods. In
December 2018, author conducted a case study of two social entrepreneurs using
the method proposed by (Yin, 2003). In this paper, the data sources are comprised
of telephonic interview, personal interviews, observations, and video & photo
documentation. Author visited Jamshedpur in December 2018 where they
observed and photographed the site of workshops, handicraft products,
workspaces, and production process. The primary data collected by conducting
personal interview with the social entrepreneurs and artisans. In this process, the
social entrepreneurs were asked open-ended questions about their production
operations, sales and marketing strategies. The artisans were also asked open
ended questions about the craft practices and the effect of social entrepreneurship
venture on their socio-economic conditions. Author framed the following
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research questions to understand the thrust behind the conception of their social
entrepreneurship venture:
RQ 1: Can social entrepreneurs contribute in socio-economic development of
rural artisans?
RQ 2: Can social entrepreneurs revive dying craft practices?
H1: Social entrepreneur can contribute in socio-economic development of rural
artisans.
H2: Social entrepreneurs can revive dying craft practices.
Overview of cases
Jharkhand is forest covered state of eastern India. The rich tribe culture is
synonymous of ancient craft succession in Jharkhand. There are 30 Scheduled
Tribes in Jharkhand. The endangered craft forms are still being practiced in rural
Jharkhand. However, these art forms are on the verge of annihilation due to lack
of infrastructural and administration support. Though, the State government has
come forward to rescue these heritage crafts of Jharkhand by incorporating
marketing and retail platforms like JHARCRAFT and KUSUM. Irrespective of
government support handicrafts of Jharkhand is struggling to survive in the
market. To overcome such situations social entrepreneurs who know the
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economic potential of this sector has come forward to support and sustain this
craft culture of Jharkhand. The present case is the study of two such social
entrepreneurs named Utpal Shaw and Virendra Kumar. Utpal Shaw has founded
Pipal Tree, a not for profit organization to provide a sustainable livelihood for
unprivileged women of Jharkhand through the endowment of woodcraft skills.
His venture is envisioned to succor women empowerment in Jharkhand. On the
other hand, Virendra Kumar has founded MAATI GHAR, a non-profit
organization that is working for the recuperation of Paitker painting with a vision
to hoard the longstanding heritage of Jharkhand. He envisioned to provide
sustainable livelihood to the Chitrakar community of Jharkhand that is known for
performing an extinct art form called Paitker Painting. Here is the brief of their
SEVs:
PIPAL TREE is a for-profit social entrepreneurial venture (SEV) and it has been
founded in the year of 2014 with a vision to enforce women empowerment in the
rural setting of Jharkhand. It was all started with the social entrepreneurial thrive
of Utpal Shaw who always wanted to do something for unprivileged and secluded
women of the society. He started this venture at Ghatshila with a handful of
around 3-4 women who suffered ostracism in their family and yet wanted to step
forward to change their lives. He trained them and encouraged them to pursue
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woodcrafts as their livelihood. By the time other women also got inspired and
reached out to PIPAL TREE for learning woodcraft skills. Each women artisan of
PIPAL TREE has an awe-inspiring story to tell. Most of them are single parent,
socially primitive and ostracized by family. In which few of them were not able to
feed their children but now they are giving their children better school facilities.
Mr. Utpal was taking pride by quoting that “…these women have made possible
to achieve PIPAL TREE whatever it is today”. It has managed to get a decent
market in no time. Earlier we had no retail place. As soon as the craft got popular
we managed to open 9 retail shops in the major cities of Jharkhand.
Utpal Shaw plain-spoken anout the struggling phase of PIPAL TREE by saying:
”Like any other product we have also gone through the PLC stages. In 2015-16
during introduction phase, we were struggling to survive but we self-revived
somehow. In 2017-18 during growth phase we were able to attain the Break-evenpoint of Rs. 3,80,000. Now, I can proudly say that 1 day profit of PIPAL TREE is
Rs. 15,000 in Jharkhand. Also, PIPAL TREE is generating the profit which is
equal to four times combined profit of Fabindia and JHARCRAFTin Jharkhand.
It is a big achievemnet for us. The only challenge I am cousious about the
regional artisans who have mastered their skill and working independently.”
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MAATI GHAR is a for-profit social entrepreneurship venture that envisioned to
preserve and promote the historic art of Paitker painting. It strongly focuses on
empowerment of Chitrakar community of Jharkhand. Mr. Virendra Kumar
envisioned ’MAATI GHAR’ in 2017. He was on an excursion of Amadobi
village where he accidently met Bijoy Chitarkar. This village is also known as
Painters’ village because of the Chitrakar community that resides there.
Chitrakars or Painters is a community that habitat across the border of West
Bengal and Jharkhand. Bijoy Chitrakar has shown and narrated his Paitker
painting to him. He got curious towards Paitker art and Chitrakar community.
Bijoy Chitrakar averred that “...it is difficult to sell Paitker therefore Chitrakars
have migrated to nearby cities in search of sustainable livlihhood.” After listing to
the ordeal of Bijoy Chitrakar and exploring the milieu of Chitrakars, he was
motivated to help these artisans and revieve the Paitker painting. He formed his
team and concieved the idea of MAATI GHAR. He knew that the community is
suffering of hardship due to lack of support regarding training, marketing, and
promotions. He propelled absconded Chitrakars to resume the Paitker art form.
He make sure that he and his team will make arduous effort to promote and
apprise Paitker to the target market. His altruism towards Chitrakar community
has helped them to get a sustainable livlihood.
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Materials used

Description

in Paitker
painting
Colorful stones

Chitrakars collect colorful stones from the
bank of rivers and ponds. They extract colors
from colored stones by grinding it on rough
surface with the help of water.

Fabric

In old practice of Paitker, it is mainly done on
recycled fabric.

Handmade

As a result of evolution of Paitker, it is done

paper

on hand made papers now-a-days.

Vegetable

Chitrakars also extract colors from vegetables

color

for rich color palate.

Fruit color

Chitrakars extract colors from fruit for
diverse color options.

Flower color

Chitrakars extract colors from flower for
diverse color options.

Squirrel or goat

Chitrakars make paint brush from the hair of

hair

squirrel and/or goat. The hair is selected as
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per the requirement of thickness of the paint
brush.

Table
1

Material description of Paitker painting
Source: Field Study
The primary data for the case study were collected from 2014 to 2019 on ongoing basis. SE’s from two organizations will be emphasised: the PIPAL Tree,
and MAATI GHAR. The entrepreneurs of these organizations (Utpal and
Virendra, respectively) have contributed to focus on social issues by attending the
needs of the society, namely creation of sustainable livelihood, women
empowerment, community development, and general economic enhancement.
These two case studies are based on qualitative data collected from in-depth semistructured interviews (Table 1), as well as observations, journals, websites, and
archival documents. The insights of the study is formulated on the basis data
collected from 7 informants. In the current study there are three level of analysis:
society (community), organization (firm), and individual.
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PIPAL TREE

MAATI GHAR

Study period

2014-2019

2017-2019

Purpose of

To study the impact

To investigate

the study

of social

the role of social

entrepreneurship

entrepreneurs in

ventures in women

reviving the

empowerment and

Paitker painting

rural development

(500 years old
craft form of
Jharkhand)

Type of data

Focus group,

Telephonic

collection

personal interview,

interview and

method

personal

personal

observation, by took

interview

photographs and
made video of the
site.
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Original

3 focus group

3 round of

number of

interviews with

telephonic

interviews

artisans (each

interview and

having 10

one personal

participants) and

interview with

personal interview

the social

with social

entrepreneur

entrepreneur
Length of

30 minutes to 2

30 minutes to

interviews

hours

1.5 hours

Resulting

80 pages

35 pages

Informants

Mr. Utpal Shaw,

Mr. Virendra

in the current

Ms. Malti, Ms.

Kumar, Mr.

study

Archana, Ms.

Bijoy Chitrakar,

number of
transcribed
pages
relative to
current study

Suman
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Mr. Anil
Chitrakar
Table 1 Summary of data collection methods and output
Source: Field Study
Case analysis
In the words of (Ketokivi & Choi, 2014) “the premise in theory-generating case
research is that in the context of the specific research question and empirical
setting, explanation (theory) derives from exploration (analysis).” We initiated the
case analysis by identifying themes from the field study and discuss it in-depth to
identify constructs of the study. This stage of the research addressed the first
objective to identify the roles of SEs in women empowerment and community
development. As we explore our transcripts we seek for role, intention, and
motivation of SEs for women empowerment and community development. On
the basis of above discussed literature and exploration of our transcripts of
personal interview with SEs and artisans, we have developed a framework shown
in figure 1. We have carefully examined the interview data to analyze the
individual cases of SEVs. After discussing consensus (Stake, 2005) we redefined
the constructs and secured attestation that validates the constructs in both the
cases (Eisenhardt K. M., 1989). Here, we have identified five roles of SEs where
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we have discussed the diverse characteristics of SEs and also investigated how
these roles are linked. The cross-case approach led to astute findings that helps to
comprehend our knowledge and become the basis of theory building of this study.
The research first describes the SEV’s and also describes the SEs, in which their
characteristics and actions are discussed, based upon the previously developed
conceptual arguments (Figure 1).
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Social leader
• He develops vision of women empowerment and indigenous people
development through creating sustainable livelihood

Influencer
• He influences prospect artisans to join their SEVs

Motivator
• He motivates women to earn in the patriarchal society
• He motivates indigenous people to resume their craft practice

Employer
• He provides employment opportunities to the deprived sections of
society

Network architect
• He acts as a network architect to bridge the gap between the
producer and the market

Figure 1 Role of social entrepreneur in women empowerment and indigenous
people development
Findings and analysis
The present research identifies five key roles performed by SEs in social issues
like women empowerment and indigenous people development. In both cases the
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SEs have particular social ambition, in one case he relate to empowering women
and in other case he is supporting indigenous people achieving community
development. These SEs play a crucial part in creating local networks, and
imparting common goals and visions among the local community. In the
following space we have described how each case support these five constructs.
But as per caution of (Eisenhardt & Graebner, 2007) “the challenge in multiplecase research is to stay within spatial constraints while also conveying both the
emergent theory that is the research objective and the rich empirical evidence that
supports the theory.”
Social leader- Social entrepreneurs offer ingenious leadership in social enterprises
(Dees J. G., 1998). It has been added by researchers that social entrepreneurs
acquire several attributes like cogency, integrity, capability to inspire followers to
commit to a project by incorporating social norms and values rather than
monetary benefit (Borins, 2000). Social entrepreneurs can elevate the economic
condition of unprivileged section of the society through community development
(Wallace, 1999) by leading community organisations (Cornwall, 1998). Social
entrepreneurs are catalytic leaders in the domain of social affair (Hibbert, Hogg,
& Quinn, 2001). On the basis of our study we have observed that Utpal Shaw and
Virendra Kumar have been initiated a social movement for social issues like
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women empowerment and indigenous people development in Jharkhand. Though
both have different orientation towards their leadership style, but their outcome is
similar. (Haven-Tang & Jones, 2012) As per leader and follower are mutually
decisive in social development and implementation of social objectives of the
stakeholders. Utpal Shaw stated that “I always wanted to rescue the
unemployability stigma of women. Besides, I noticed that they have potential to
earn but they are not aware of it. So I acted as a social leader to encourage and
guide them to learn wood crafts and earn sustainable livelihood.” Virendra Kumar
expressed his passion for Paitker by saying that “When I came Amadobi with my
biker group, I was amazed with the traditional and aesthetic importance of this
craft. But I always wondered why it is not popular? So I started research and
development to understand the cause of the extinction and lost practice of Paitker.
I formed a team of few experts who have helped to identify the reasons and
suggested their probable solutions. At the beginning, it was not easy. But we
encouraged Chitrakars to resume their practise of Paitker painting. In my opinion
if it revives it will last, but if it failed to revive it will get lost with this last
generation of practicing Paitker.” In both the cases the it is clearly evident that
the social leaders and followers have contributed in epoch-making effect on social
development.
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Influencer – It has been accentuated in sociological institutionalism that the
institutionalized patterns of behavior and individual practices can be influenced if
there is mutual dependence (Hodgson, 2007) (Oliver, 1991), or it can be
modified, or even renewed, by means of the commitment of influential
individuals or well-regulated groups (Martin, 2000). Entrepreneurs act as a
change agent as they are able to convince their group members to collaborate and
help to achieve their desired objectives (Dorado, 2005) (Sotarauta M. , 2009). So
these change agents influence the behavior of others owning to their networkbased leadership and their interpretative power (Leca, Battilana, & Boxenbaum.,
2008) (Sotarauta & Pulkkinen., 2011). On asking about the influence of PIPAL
TREE on the tribal women Mr. Utpal Shaw profusely replied that “…I can say
that we have made amend to the social structure of Jharkhand. I can say this
because women are :
• self dependent and courageous now,
• there is less domestic violence in their homes, and
• they are also financially running the family.
I would like to cite an incident here. One day I was at the workshop of PIPAL
TREE where a LED display vehicle was showing the segment of Samridh Sakhi in
which they were showing few artisans of PIPAL TREE who have struggled to earn
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the livelihood for their family. One the kid of my artisan was playing there and he
saw his mother’s bite on the adverisement. He ran to his mother and hugged her
and said mother you became famous now. You are my hero mother. Fortunatly, I
saw that incident as I was present there. This incident choked me. That day I learnt
a very important thing. Even a deprived strata of society seeks acknowledgement.
My purpose has fulfilled. We are making Rs 10 raw wood to rs 100 saleable craft.
In 2017-18 we have done production of worth 60 lakh in which we have worked
for tata steel for worth of Rs. 18 lakh and also worked for Governement skill
training programs of worth of 50 lakh. We able to give business to budding craft
organisations Like MAATI GHAR. We give them business of about Rs. 15000 20000 for painting on our woodcrafts. Also we have launched our website where
customers can observe the live workshop of PIPAL TREE, and also place their
customized orders. We are taking webservice of hotjar for tracking footfalls of
prospective customers on our website. This service has helped us to unravel the
customers buying behavior for our woodcrafts.”
On asking about the influence of MAATI GHAR on traditional artisan Mr.
Virendra Kumar retaliated by saying that “we might not have made any gigantic
transfiguration but we have started to revive the Paitker painting. Out of 45
Paitker artisan Bijoy Chitrakar and Anil Chitrakar were only commercial artisans
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who were sustaining Paitker art form but now we have induced 15 artisans to
resume Paitker art form.”
Bijoy Chitrakar said that “I had mud and straw house. I was hardly getting any
customer to my doorstep. Though I continued my Paitker painting at home but I
was not able to sell it to the target audience. I was duped by few organisations in
the name of help for marketing of my Paitker art. Nonetheless, Mr. Virendra
Kumar gave me opportunity to work for him as a freelance artisan and he also
helped me to get into reputed schools of Jamshedpur where I teach my Paitker art
to students in their hobby class. This has helped me to get acknowledgement, and
sustainable livelihood. Not only that but this practice has encouraged other
reluctant Paitker artisan to resume this art. I can say Paitker is reviving.”
Motivator - Entrepreneurs are highly motivated individuals who strive for success
and self-recognition (Holland, 1985). They encourage their employees to offer
innovative ideas and if needed delegate responsibilities to them (Stettner, 2003).
The entrepreneur should award, if the employee has successfully implemented the
idea (Bundaleska, 2007). Motivated engagement of artisans with PIPAL TREE
and MAATI GHAR is surely for their socio-economic development. Majority of
artisans have admitted that these social ventures has motivated them to strive for
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their socio-economic development. All of the women artisans of PIPAL TREE
have agreed with Malti’s statement that “so many women are encouraged to work
with PIPAL TREE and are able to earn a sustainable livelihood. Few of them
have started their own
entrepreneurial venture.” Ms. Archana who is the incharge of Ranchi production
center of PIPAL TREE has said that “I had started my journey at PIPAL TREE in
2014. At that time I was penniless destitute tribal women but now I am
breadwinner of my family. I am able of earn somewhat around Rs. 12000 salary
alongwith fooding and lodging facility. I am sending my children school. I am
self-dependent now. I am getting recognition in the society. I am content.”
On the other hand in the case of MAATI GHAR, Bijoy Chitrakar have admitted
that “Virendra has encouraged Paitker artisans to do innovation with their craft
and also guided them for marketing activites. Moreover, those artisans are
returning once who had lost this art form due to non-saleability of Paitker.”
Employer - SEs are great source for solving social issues by providing business
models. These models helps to unravel the complex social problems by creating
impact on their communities (Zahra, Gedajlovic, Neubaum, & Shulman, 2009).
Both the SEVs are successfully providing employment to their targeted segment
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whether it is tribal women artisans or indigenous peoples. Though both SEVs
have different business models. As PIPAL TREE is oldest among the two. It has
evolved over the years as shown in figure 1 and 2. Initially the business model
was simple (figure 1) as there were less artisans working for SEV. It all started in
2014 with the commencement of induction programs in nearby rural areas of
Ghatshila. Utpal Shaw visited with his team of two or three women to encourage
more women to learn woodcraft skills and earn a better livelihood. Once women
showed their interest he started their training. After training, they were ready to
work on-the-site or off-the-site as per their comfort. Women were given the
designs and raw material which they carve at their home or the workshop. After
carving designs they delivered it the workshop; where master artisans assemble
these designs. After assembling the woodcrafts are packed and delivered to the
destination retails of PIPAL TREE. They encourage their customers to get
involved either through woodcraft design or feedback. But the business model has
evolved in 2018 as the number of skilled artisans increased and the rise of
demand occurred (figure 2).
Accoroding to this advanced model different villages are connencted to PIPAL
TREE though village coordinators. Each village coordinators have 10 artisans
under them. The respective village coordinators get the requisition of woodcrafts
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from Ranchi production center. Archana is the incharge of Ranchi production
center. She knows quite well which village coordiantor is good in which
woodcraft. At Ranchi production center Malti analyses the inventory and stock of
raw materials and finished products. She has been told to put requisition of
woodcraft item if three items from a box have been sold.
Induction
program

Training
program

Feedback

Workshop
• on-the-site
• off-the-site

Retailing

Transportation

Assembling

Packaging

Figure 1 The Business model of PIPAL TREE
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Source:Field Study

Figure 2 Advanced work model of PIPAL TREE
Source: Field Study
The administration team of PIPAL TREE has total seven trainers and three
production managers. The trainers are looking after the Khunti and Godda district
of Jharkhand. The trainers are resposible for endowment of woodcarft skill under
Corporate social responsibilty and Government training programs. Alongwith
training they also monitor the progress of artisans. Also, out of three production
manager one is looking after Jamshedpur city and two are taking care of
Patratu(Ramgarh) town of Jharkhand.
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Table 2 Overview of PIPAL TREE operations
Source: Field Study
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On asking about the future palnning of PIPAL TREE Utpal exuberantly replied
that “I am planning to meet women and child welfare organisation for taking
measurement on child care of these women artisans. As they work tirelessly to
earn bread and butter for their family and there is no one to look after their
toddlers. If the department can help us to build a cretch facility for those childrens
where they can be close to their mothers. As on 23 July 2019 Tourism department
of Jharkhand has given space for handicraft haat at Audrey house, Ranchi. Here
we are planning to provide skill and entrepreneurship cell- training facilities for
artisans. We are planning to provide all famous handicarfts of Jharkhand under
the same roof. In weekends we are also planning to arrange folklore Jharkhand.”
Indigenous heritage could be established through the amalgamation of several
elements like tradition, custom, creativity and innovation. Artist and artisans play
a significant role in creating, renewing and transmitting indigenous heritage;
reviving the cultural practices (Varutti, 2015). There are number of factors that
can enable indigenous businesses; that include operational business aspects like
access to capital, supply and access to skilled manpower, with proper education
and training (Whitford & Ruhanen, 2010). Paitker is one of the oldest painting of
Jharkhand. It is more than 500 years old. As a SE, Virendra is working to revive
this art practice. Though he is facing few challenges that he quoted by saying that
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“MAATI GHAR is a small organization with handful of employees of maximum
10 fulltime employees. Therefore, it has faced lots of challenges since its
inception in 2017 as we are engaged in activities of production, wholesaling,
buying, exporting, and retailing. The handicraft products we sell are Paitker
painting, tribal crafts, jute crafts, and clothing. In MAATI GHAR the popular
price points among customers is Rs.100–Rs.1000. Our main clients are tourists,
local residents, and local retailers. We provide raw material to Paitker artisan and
they work from home. They take their time to complete the designated
assignment in the given deadline. After that we purchase finished artefacts from
them.”
Though he also elucidated the strength of MAATI GHAR by saying that “… as
compared to competitor originality of Paitker is our exclusive quality. Also, we
don’t have middlemen in the process. We directly work with the artisans. We also
incorporate customization input from our prospective customers”. On the other
hand, he also emphasized being in low visibility area, and below standard
finished products are major disadvantages of MAATI GHAR.
He also mentioned that “We are self-funding company and we have limitation in
terms of funds and resources. We should get support from Corporates and
Government for providing training for Paitker painting.”
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MAATI GHAR

Research and
Development

Product
development

Artisans

Traditional
artists

Non-traditional
artists

Figure 3 Organizational classification of MAATI GHAR
Source: Field Study
As shown in figure 1 MAATI GHAR has three main departments i.e. research
and development, product development, and artisans. Virendra Kumar expounded
that “…as the Paitker is on the verge of extinction therefore, we focused more on
research and development rather on Paitker production. Our team has worked
tenaciously on research and development so that we get the insight of the market
trend. After research and development our next cynosure is product development.
We produce two categories of products i.e. Traditional Paitker painting and
alterable Paitker products. For that we have two types of artisans i.e. traditional
artists and non-traditional artists. The traditional artists are from Chitrakar
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comminty who are the inheritor of Chitrakar community of Dhalbhum dynasty.
The other category is of non-traditional artists who are destitute rural tribal
women seeking livlihood in Paitker. We encourage them to pursue Paitker
painting by providing Paitker training to them. As of now, we are working with
70 artisans. In which 15 are tarditional artisans and 55 are non-traditional artisans.
We don’t give contemprary work to tarditional Paitker artists as we are afraid that
they might shrug off the traditional Paitker painting. We ask them to create
traditional Paitker painting and then we promote their craft to the target audience.
The non-traditional artists are asked to do contemporary Paitker on utilitarian and
aesthetics craft products. Our biggest challenge is to sell the Paitker handicrafts as
there is rarely any awareness about Paitker in the market. Though we have
collaborated with Amazon to sell our Paitker handicrafts on e-commerce
platform. Most customers seek heavy discounts on e-commerce platform so, we
have priced our product by combining the expenses incurred on the craft, artists
cost, and marginal profit.”
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Table 3 Overview of MAATI GHAR operations
Source: Field Study
The busness model of MAATI GHAR is shown in figure 4. As a rule, MAATI
GHAR is considered traditional scorecard as reflecting elements of time and
stakeholders as shown in Figure 4. It has four important pillars of business i.e.
Market, Finance, Customers, Skill development and Production. Where x-axis
reflects time perspective and y-axis reflects stakeholder perspective. Wherein
time has two measures i.e. short-term and long-term and stakeholders have two
aspects i.e. internal and external. The founder of MAATI GHAR is the financer
as there is no angel investors or funding agencies. So, the financial aspect, skill
development and production are internal stakeholders of MAATIGHAR whereas
market and customer aspect represents the external stakeholders. As their prime
intention is to revive the Paitker therefore, their long-term measures are to aware
customers about Paitker , to encourage skill development for reluctant Paitker
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artisans and to induce standard production. The customer aspect is calculated by
customer satisfaction, customer retention rates, customer referral rates, while
financial measures are normally shorter-term. They have no retail space as such
but they are freelancing for organisations like JHARCRAFT and PIPAL TREE.
But recently they have started working with Amazon to sell their craft on etailing. The measurement of the internal process is the operational indicators of
productivity and quality, measured constantly. The longer view entails the
learning and growth, the profitability of the firm now and in the future.

Figure 4 Two- dimensional business model of MAATI GHAR
Source: Field Study
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Network architect – According to social capital theory external networks helps
firm to gain access to resources; that may be responsible for their business
performance and their survival (Adler & Kwon, 2002). Interaction of
entrepreneurial intention with external connections help to enhance the
performance of SEV (Lee, Lee, & Pennings, 2001). Networks that connect
entrepreneur to capital, suppliers, employees, partners and customers; are
principal constituent for ease of on-going process of the SEVs (Kline & Milburn,
2010). Both the SEVs have acted as a network architect by connecting the
artisans to the desired segment of the market. PIPAL TREE had started with its
own retail platforms but later on they have approached Jharkhand Government
and E-commerce platforms. As of now Jharkhand government has given them
retail spaces at all the tourist places of Jharkhand. They have also created their
own website from where the artisans get orders and sell without the interference
of middlemen. MAATI GHAR has not big team and their skilled artisans are also
few, therefore they have not launched their own retail and online platform. But
they are using their network to sell the Paitker craft. Earlier Paitker artisans were
not aware of modern marketing and retailing platforms but MAATI GHAR has
linked them to various e-commerce platforms from where they get their orders
without interference of middlemen. They have approached online shopping
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platforms like amazon.in and flipkart.in for selling the Paitker painting. They
have started it with small orders as they are lacking skilled artisans.
The table 5 clearly shows the assessment of PIPAL TREE and MAATI GHAR.
The table briefly describes the purposes, business model and outcomes of the
SEVs.
PIPAL TREE

MAATI GHAR

Type of

Not for profit

Not for profit

organisation

organization

organization

When it

2014

2017

started
Why it

• PIPAL TREE started

• MAATI GHAR

started?

with the intent of

commenced for

women

preservation of

empowerment

Paitker painting of

through the

Jharkhnad. The

endowment of

founder is enthusiat

woodcraft skills.

about this 5000 BC
art form.
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• The founder felt the

• He emphasised that

need of skill

this painting is an

endowment to the

immanent identity of

socially backward

Jharkhand and it is

and secluded women

required to be

of Jharkhand.

preserved and
revived.

How it is

PIPAL TREE is

MAATI GHAR is

working?

providing woodcraft

preserving &

training and

promoting the

imparting marketing

paitker painting and

& retailing skills to

also empowering the

the rural women of

Chitrakar

Jharkhand.

community of
Jharkhand. They are
doing so by
organising
exhibitions, training
programmes,
promoting cultural
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heritage tourism and
marketing their
products online and
offline.
Outcome

• Women
empowerment
• Sustainable
livelihood to
unprivileged rural
women
• Bread winner of the
family
• Self-dependence of

• Revival of Paitker
painting
• Sustainable livlihood
to Paitker artisans
• Promotion of Paitker
in the market
• Connecting to the
target market of the
product

women
• Recognition of
women in the society
• Better education
facility for their
children
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• Reaching out to
countrywide
customers through
their e-commerce
platform
Table 4 Assessment of PIPAL TREE and MAATI GHAR
Source: Field Study
Conclusion
The key finding of our cross-case analysis is that SEs are crucial agent to solve
social issues like women empowerment and indigenous people development.
Both the cases have shown how SEVs can achieve socio-economic development
for underprivileged section of the society. The economic development of a
country depends upon enriched quality of life of its native. The quality of life can
be measured through few indicators which are grouped under Human
Development Index (HDI) (Bannerjee, 2018). HDI could be better understood
through what Nobel laureate Amartya Sen calls as “capability approach to
development”. This “people centric”, approach states that any nation is
economically developed if and only if poor’s basic requirements are met (Sen,
1993). “The paradigmatic shift of social welfare from “employment security” to
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“security through employability” makes the mobile and learning worker,
responsible for his/her own life chances, its point of reference.” Resource and
capability are segregated as resources are prerogative and materials accessible to
individuals and capability is the skill of how the individual is utilizing these
resources to achieve desired outcome (Subramanian, 2013). The indicators of
socio-economic development of artisans are employability, entrepreneurship,
income generation, preservation and expansion of craft culture (Ahamed &
Karim, 2019). Poverty and illiteracy are impediment factors in the socioeconomic development (Bannerjee, 2018).
Our paper identified the five vital roles of social entrepreneurs (figure 1) in
women empowerment and indigenous peple developemt. The present study has
provided some insight into the state of Social entrepreneurship in Jharkhand. It
has theoretically connected the treatise on social innovation and social
entrepreneurship. Moreover, it has explored the micro-level detail of
entrepreneurial change in the handicraft sector of Jharkhand. The study
highlighted that the ancient crafts of Jharkhand hold great interest in the market.
The study suggests that negligence of administration, corruption, illiteracy, and
backwardness are the few prominent reasons for exclusion of handicrafts of
Jharkhand from the Indian handicraft market. The findings clearly state that the
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handicraft start-ups via social entrepreneurs are coming to the rescue of dying
crafts of Jharkhand. These ventures are getting popular among customers, but
they lack on few areas like meeting the standards, scale of production, marketing
channels, unskilled artisans, etc.
Apart of the SE discussion, this finding also emphasizes on the some limitations
of this research. Firstly, the research is based on two SEVs. There are evident
similarities in both the cases, but there is a greater scope of research in different
situations with different types of SEs. Secondly this research has identified five
roles of SEs, and there might be possibility that further research may highlight
additional roles of SEs to the present theory that would further enhance our
knowledge. The aim of this paper was to identify the pivotal roles of SEs in
women empowerment and indigenous people development and to evolve a new
theoretical framework in this regard. Our research has identified and discussed
the five roles of SEs that might constitute further research in this area.
Implications of the study
The case of ‘MAATI GHAR’ and ‘PIPAL TREE’ will give students of social
entrepreneurship precedent about the obstacles faced by social entrepreneurs in
rural settings in developing countries. The social entrepreneurial venture, PIPAL
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TREE is working with women artisans and fighting for their social status in the
tribal-rural setting of a developing country. Whereas, the venture MAATI GHAR,
is working with Paitker artisans to revive the culture of Paitker painting in
Jharkhand. Both of the ventures are great exemplification for students of social
entrepreneurship who can study to manage a limited workforce of skilled artisans,
who can create high-standard handicrafts using ritualistic methods. The present
case helps students comprehend the evolution of social entrepreneurship venture
to prevail-over operational and market hurdles.
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Abstract
Purpose - The purpose of this study is to add to discussion on conceptualising
social entrepreneurship. This paper contributes to the cluster concept of social
entrepreneurship proposed by Choi and Majumdar (2014) by drawing on an
empirical case study, a Finnish start-up specialized in cricket farming technology
and food made from crickets. The case company’s mission is to create economic,
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environmental value and social value, thus fulfilling the broad definition of social
enterprise. However, according to the Finnish law it does not meet the criteria for a
social enterprise.
Method - With a case study, this paper elaborates the theoretical framework by
examining the applicability of the cluster concept of social entrepreneurship in
empirical settings.
Results - This study contributes to social entrepreneurship theory advancement by
illustrating how the local economic, social and legal context is to be taken into
consideration in parallel with the cluster concept classification.
Conclusions - This study highlights the importance of contextual understanding in
advancing the conceptualization of social entrepreneurship.
1 Introduction
The phenomenon of social entrepreneurship emerged in response to the need of
socially oriented innovative business solutions in the rapidly changing economic,
environmental, social and political environment (Bornstein, 2004). The need of
social entrepreneurship bore seed in the emergence of volatility and uncertainty in
socio-economic and politico conditions across the world, leading to depleting
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funds for the third sector and the inflating necessity of a paradigmatic change in
businesses to make them socially oriented (Bornstein, 2004; Bacq & Janssen,
2011; Phillips et al., 2015). Research on social entrepreneurship is growing
steadily and there is myriad of concepts and approaches related to phenomenon
(Choi & Majumdar, 2014).
By definition, social enterprises are different from the conventional profitmaximising businesses in how closely the goals and solutions/products/services are
aligned to social and environmental impact by marrying managerial efficiency,
social innovation, and action for social change (Nicholls & Opal, 2004; Jay, 2013;
Sengupta & Sahay, 2017). The umbrella of social entrepreneurship has multiple
constructs that come together in different contexts in different combinations to
explain the concept of social entrepreneurship (Sengupta et al., 2018): Social value
creation, economic value creation, market orientation, double bottom line, triple
bottom line, social entrepreneur, social innovation, hybridity, business modelling,
scalability, leadership, local embeddedness, and leadership. The criteria that
differentiates these enterprises from usual for-profit businesses, is in the priority
given to value creation rather than value capture (Santos, 2012); which means that
for an enterprise to be a social enterprise, it would be a requisite to align the
purposes and solutions towards creation of social or environmental value, through
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social innovation, on-ground social-change creation, and management efficiency
(Jay, 2013). Since there is no exact definition on what kind of enterprise can be
called a social enterprise across the world, irrespective of context (Peredo &
McLean, 2006; Zahra et al., 2009), there is always a discussion on what is to be
considered as social entrepreneurship and what not.
The purpose of this study is to contribute to social entrepreneurship theory
advancement and add to discussion on conceptualizing social entrepreneurship.
With an empirical case study, we examine the cluster concept of social
entrepreneurship created by Choi and Majumdar (2014), and discuss its
applicability in an empirical setting. The cluster concept of social entrepreneurship
was developed to address the fundamental problem of social entrepreneurship
being a contested concept. The approach of identifying and clustering the key subconcepts constituting social entrepreneurship was aimed at reducing contestation
within the phenomenon and including concepts without which the phenomenon
falls apart. This study draws attention to the local contexts and highlights the
importance of using the cluster concept in parallel to attention to the local
economic, social and legal context.
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The case company, EntoCube, is a new generation enterprise that addresses
sustainable food system in the global climate crisis. The company develops insect
farming technology in a climate-controlled environment and produces insect-based
food. The company was found to be an interesting case due to be an innovative
clean tech enterprise (a pioneer in futuristic insect-based food innovation)i, a
forerunner in the circular economy eco-systemii, seeking to have a note-worthy
social and ecological impactiii globally. What also makes the company an
interesting case company for this research is that as per the Finnish law, EntoCube
is not a social enterprise. It is an enterprise that has a business model creating a
sustainable solution to the global food problem and supporting farmers associated
with the enterprise.
The paper is structured as follows. In the following chapter, we will, first, present
the cluster concept understanding introduced by Choi and Majdumar (2014), and
then, then review literature on contextual understanding of social entrepreneurship.
After briefly presenting the method of the study, we introduce the case company.
In the results chapter, we present the case company by using the sub-concepts of
the cluster concept of social entrepreneurship. In the discussion, we evaluate the
applicability of the cluster concept. We conclude by notions on advancing the
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conceptualization of social entrepreneurship and the importance of doing case
studies to account for the context in theory development.
2 Theoretical background
Considering the contested characteristic of the meaning of social entrepreneurship
due to contextual diversity, Choi and Majumdar (2014) synthesised past research
on social entrepreneurship to explore the contested nature and constructed ‘social
entrepreneurship’ as a concept formed by the cluster of five sub-concepts. First
sub-concept is ‘social value creation’ that highlights the social mission of the
company and the practices with which it provides solutions that address long
neglected social issues. Second sub-concept draws attention to the ‘social
entrepreneur’ and the entrepreneurial qualities behind the inception of the idea and
making a difference in the future of the enterprise, the solution brought to the
market, and the social impact of the solution. Third, ‘social enterprise organisation’
refers to the business model and the legal form of the enterprise. Fourth subconcept is ‘market orientation’, which draws attention to the efficiency in the use
of resources, use of market opportunities, effectiveness of operations, and financial
sustainability of the operations. The fifth sub-concept is ‘social Innovation’. This
refers to innovation and an idea of change. It is integral that the social enterprise
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engages in either radical or incremental innovation and seeks to create a change
that has a positive impact on social issues.
While many researchers had been addressing the disparities in the field, this
contribution of Choi and Majumdar (2014) stands out from earlier research
because it synthesises earlier research to provide a definitional foundation which
goes ahead of hybridity to propose that it is hardly possible to have a universal
definition of social entrepreneurship, and that it will be more helpful to come out
of the contestation in the field by perceiving the phenomenon as a conglomerate
sub-concepts that may exist at different degrees in a social enterprise context.
Theoretical development towards the path of convergence of the sub-concepts
would help mitigate the contestation in the field and advance research and practice
in this phenomenon. The framework is a universalistic conceptual model that
directs, and it draws little attention to the specific operational context of a social
enterprise.
Two decades of research on the social entrepreneurship phenomenon has
established the fact that though it broadly signifies the conflunce of the sensitivities
of the third sector and the dynamics of market principles, what it means depends
largely on the context, thereby making it a phenomenon in a context (Sengupta et
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al. 2018). The phenomenon is not easily generalised because when it comes to
making social change and development for creating social value and social
innovation as priority, backed by a market oriented approach, the meaning of
social entrepreneurship might change as social issues are not the same in all
contexts and the approaches for dealing with those issues are socially, legally, and
politically determined (Sengupta & Sahay, 2017; Sengupta et al. 2018); for
instance, ‘poverty’ in an emerging economy would be much more elementary and
sometimes more menacing than what it would be in a more developed economy
(Dietz & Porter, 2012; Sutter et al., 2019. Also, in emerging economies, the social
and environmental issues in need of being addressed are very elementary, such as
livelihood generation, right to better education, poverty eradication, to name a few
(Defourny & Kim, 2011; Dietz & Porter, 2012). Issues to be addressed in
developed economies by social enterprises may be different. As per the European
understanding of social entrepreneurship, commonly known as EMES (Emergence
of Social Enterprise in Europe), ‘social enterprises are not-for-profit private
organizations providing goods or services directly related to their explicit aim to
benefit the community. They rely on collective dynamics involving various types
of stakeholders in their governing bodies, they place a high value on their
autonomy and they bear economic risks linked to their activity’ (Defourny and
Nyssens, 2008).
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In Finland, the legal and policy framework and institutional environment talks
about work-integration social enterprises (Defourny & Nyssens, 2010). According
to the Act of Social Enterprises in Finland, enacted by the Ministry of Economic
Affairs and Employment, enterprises with at least 30% of the employees being
disabled or previously unemployed, are to be identified as social enterprises
(Finlex, 2018). At the same time, there is also a Social Enterprise Mark given by
the Association for Finnish Work to enterprises whose primary objective is to
provide social good, and most of the profits are used for that purpose; not
necessarily employing disabled or long-term unemployed people. From the
presence of two different institutional structures for identification of social
enterprises, it is evident that there is a lack of coherence and unity in Finland on
what social entrepreneurship is.
Considering the fact that context has a significant role to play in shaping the
meaning of entrepreneurship (Gaddefors & Anderson, 2017), the need for
contextualisation of the meaning of social entrepreneurship demands that current
researchers go beyond the definitional debates and legal boundaries to explore how
to make meaning of a social enterprise within the context it operates and how the
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social entrepreneurs’ approaches and activities reflect the constructs that come
together to form social entrepreneurship.
3 Methodology
The case study approach was selected to present a story of an enterprise in its
context (Dyer & Wilkins, 1991; Eriksson & Kovalainen, 2016; Piekkari & Welch,
2017) and to discuss applicability of the cluster concept of social entrepreneurship
in an empirical setting. This is a descriptive case study that aims at elaborating a
theoretical concept (Ketokivi & Choi, 2014). Thus, the research question is not
designed for testing an existing theory for probabilistic generalizability, but to
make meaning of a nascent concept in a specific context (Patton, 1990;
Gummesson, 2006; Eriksson & Kovalainen, 2016). The benefit of this approach is
that it allows for investigating the general theory and the context simultaneously
(Ketokivi & Choi, 2014). The research data comprise an in-depth interview of the
CEO of the company, and secondary data in the form of text from company reports
and online publicly available information about the company. The interview was
recorded and transcribed, and content analysis was used as a method for analysing
the data (Eriksson & Kovalainen, 2016).
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4 Case Entocube
In this chapter, we examine the case company with the cluster concept by Choi and
Majumdar (2014). The first sub-concept is social value creation. It draws attention
to the ways by which a social enterprise practices a social mission and provides
solutions that address long neglected social issues. EntoCube specializes in insect
farming solutions and insect food products. It develops a compact technology
solution for cricket farming, farms crickets, and sells farmed/processed crickets as
edible products under the brand Samu. The products include roasted crickets,
cricket granola, and cricket nut mix. With its solution, EntoCube is one of its kind
of a clean tech enterprise that introduced food innovation for addressing the
growing concern of food scarcity. The food products are produced with a futuristic
vision of offering the world a sustainable, viable, high quality, and healthy diet.
Insects for food have been an established part of local cuisine in certain cultures
for a long time, and while EntoCube may not be a ground breaking from that
perspective, it is a first company in the world to provide cricket farming solutions.
It has designed a farming solution inside old shipping containers where a climatecontrolled farming can be done. Entrepreneurs can use the container for farming
cricket and then converting them into edible products in any environmental context
in the world.
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The second sub-concept is social entrepreneur. It directs attention to the
entrepreneurial qualities of the individuals who form the inception of the idea and
seeks to make a difference in the future of the enterprise, who create the solution,
and the social impact of the solution. In Entocube, the social and ecological
contribution envisioned by not just the founder, but the whole team who are
interested in providing an alternative, sustainable, and manageable protein source
to replace and complement sources of protein with severe impact on climate such
as cows. The solution created by the company has a potential to replace meat
consumption in the long run. The food products are rich in nutrients and contain all
the essential amino acids with a good balance of fats. Also, farming of crickets is
environmentally sustainable, convenient, and uses far less resources compared to
farming of animals. Twenty kilos of feed and 1500 litres of water is needed for one
kilo of cow protein, whereas 1.7 kilos of feed and 1 litre of water is needed for one
kilo of cricket protein. Clearly, that gives it the economic and environmental edge,
making it a potential alternative to meat, and thereby, addressing food scarcity and
the need of innovatively restoring the farming occupation. The organisation is
made up of passionate people:
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“All members are ideologically involved (…) we have a weird idea and bad
salaries (…) one of the team members has been involved with UN projects in Peru
and Laos”. (The CEO, 2018)
All members of the organization share the environmentally and socially sound
ideology that drives the future food production. They have low salaries and even
though they do have structured business logic; they see passion and motivation as
the key driving forces for every team member. The company has many interns
from universities, and they offer thesis opportunities for the students. The CEO has
strong elements of social entrepreneur. This is clear when he discusses the
responsibility of the future of own and other children. They want to have an impact
in this world, with a business approach that has elements of social value creation
and social innovation at the heart of the solution provided to the regional as well as
global community. The company’s solution offering for sustainable food
production is one possible way to reduce emissions, to move away from meat
consumption, and eventually have a radical effect on the climate change. In this
whole equation, the role of the entrepreneur has been very important in imagining
and developing the business:
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“To leave the Earth in a better condition than it was when we got it”. (The CEO,
2018)
The third sub-concept is social enterprise organisation. It directs attention to the
business model and they ways by which it enables the combination of social and
market oriented approaches, the effectiveness and efficiency of the operations and
the financial sustainability of the operations. In EntoCube, the central values,
“doing good” and “fairness”, are reflected in the company’s business model. For
example, the company is committed to buying all the crickets the farmers are able
to produce. This shows that the company appreciates its cricket suppliers and takes
responsibility of the farmers and their success. Initially, the idea was to go to
developing countries for business and production, and more specifically, to go to
countries where consumption of insects has become an established part of local
cuisine. That, however, would have meant high cost of running the business, and it
would have brought in other practical difficulties associated with technology
transfer. So, instead the company decided to aim for a business solution that was
relatively less capital intensive, scalable at micro-level, and needed less resources,
so as to enable farmers to easily manage and operate the process. With a focus on
Western countries as the market, they believed they had a higher prospect of better
returns, and that it would be easier to get new products and innovations to markets
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due to higher acceptability. Also, they considered that getting a quick feedback
about the technology and products was important and that getting feedback from
markets closer to home would be easier.
The fourth sub-concept, market orientation, draws attention to the ways by which
the company explores market opportunities and assesses the economic feasibility
of the solution. Also, the legal form of the enterprise is evaluated with this subconcept. The board as well as the employees perceived the business as a
continuous value creation activity that could give opportunities to bring a social
and cultural change in this world. The CEO refers to the importance of creating
value that can be measured with both financial outcomes and the societal impact.
“Usually it’s seen that you need to choose: either doing business or doing good.
The way I see it is that the basis of all business is that it creates value. The payment
that we get is the compensation about what the company does”. (The CEO, 2018)
For the company, value creation and viable business logic are the ground rules for
making a change in the world. In that sense, the company’s market orientation is
clearly visible as a driving force in business development. Market orientation
practices can be seen in the pricing strategy and customer orientation in business
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development, both of which also support their social value creation efforts. In
addition, the company is engaged in constructing an efficient and effective
ecosystem around the cricket farmers, which in turn offers support and easy access
to cricket farming to new farmers. Also, the company has been “actively involved
with the public administrators in writing (insect business and insects as a food
source) the rules”. The CEO highlights the importance of business logic:
“you always need a business logic so that you can make progress and to make that
business scalable” and “the price for kilo of crickets will be at the same level as
other competitive daily protein sources”. (The CEO, 2018)
The business goals can be perceived from the perspective of ‘saving the world’
with a sustainable organic solution and as an innovation in the culinary
perspective. The mission of the company is “to make sustainable insect food
mainstream” while the vision is “to leave the Earth in a better condition than it was
when we got it”. The enterprise has a high social, environmental, and economic
potential as a for-runner in sustainable protein production. With the climatecontrolled farming solutions the company can fight hunger by providing an
accessible and affordable way for insect production and by offering an
environmentally friendly source of protein to the growing population.
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Under the Finnish law, Entocube does not meet the criteria for a social enterprise.
Also, it is a privately owned company with a strong intent of becoming both
profitable and sustainable business. As a for-profit-company it is different from
commercial activities of not-for-profit companies. From the social innovation
perspective, which is the fifth sub-concept, Entocube is an innovative start-up
company that seeks to reform the existing patterns of food production and
consumption (see Dees & Anderson, 2006). The company is engaged in social and
environmental problem solving with non-conventional approaches, and thus, is
oriented towards social value creation and social innovation.
The cricket-farming solution offers sustainable food production and easy
consumption, something that would have a positive impact on climate change. The
company offers business opportunities for farmers, especially in Finland, where
there are many empty old farms with suitable buildings that can be utilised in
cricket farming. Alternatively, farming can also be done in shipment containers
that allows for climate control, and thus, allows for farming in any natural
environmental condition be it very cold or very hot. There is clear focus on
innovative technology and ensuring that the social and economic impact of the
business operations is optimal. The company aims at creating new solutions for
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farming crickets, and for that, it needed to develop new technology, the climate of
regulated and automation driven farming modules. Continuous innovation is a key
strategic area as the aim is to develop cricket-farming to the point where the
production is automated with a scope of volume and quick scale-up. Once the
technology has been developed to the point where the costs are competitive, it will
be easier for more people to join in cricket farming as micro-entrepreneurs (cricket
farmers). In the Finnish context, technology innovation is an important aspect of
social innovation, because advanced innovation can attract governmental funding
and create an impact to the society through employment, environment and society.
5 Discussion
Using the five sub-concepts in the Choi and Majumdar (2014) cluster concept
framework we can summarize that the case company EntoCube as an innovative
solution for sustainable food production exudes elements of social
entrepreneurship. First, the challenge of working towards sustainability by
adopting dual-logics of creating social value while having a sound profitable
business logic qualifies the company as a social enterprise. The company’s mission
to introduce crickets to the public as nutritious food alternative to lead the way for
creating a sustainable food ecosystem with built-in circular economy practices
aims at creating social value globally.
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Second, the company has strong elements in social value creation in the ideological
premises that guide entrepreneurial thinking and activities. Third, all members of
the company put a strong emphasis on caring for environment, climate and people
in challenging environmental and social conditions in the future. Fourth, market
orientation is a strong aspect in their business as they are pro-market and for-profit,
yet their social innovation is targeted to be effective on a social scale and create
social value with the scalable technology. On a smaller scale, the company offers
new business opportunities for farmers and anybody that has interest in cricket
farming, and therefore, the company creates social value in both developed and
developing countries. On a larger scale, their activities and the new technology
offer an alternative means for reducing emissions and thus have an impact on
climate change. Fifth, the company aims at making a positive social, economic,
and environmental change with the help of food innovation.
The sub-concepts are the defining properties of the social entrepreneurship
concept. Illustrating cluster concept through this descriptive case study directs
attention, first, to the inclusiveness of the cluster concept. The cluster concept
argues that if an enterprise exhibits these properties, which may be at varying
degrees and combinations in practice (Gallie, 1956; Gaut 2000; Choi & Majumdar,
2014), it would be sufficient to consider it as a social enterprise because of its
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combination of necessary qualities (Choi & Majumdar, 2014). As proposed by the
cluster concept, we see here that social value creation, often put as a forefront
condition for social entrepreneurship, is not a stand-alone quality, and that it is
weaved to other qualities, such as being market oriented, being socially innovative,
and having the sensitivities and compassion that is expected from a social
entrepreneur and a social enterprise organisation. This opens up avenues for
empirically using the cluster concept framework as a representative of the diversity
of the social entrepreneurship concept. This also creates scope for using it as a
facilitating conceptual tool rather than a constraining one for exploring intrinsic
cases that can help researchers delve deeper into what qualities make social
entrepreneurship a universal phenomenon and what qualities make it a contextual
phenomenon. This has an important policy implication as it can be a facilitator for
encouraging policy thinking that can see through how the meaning and
implications of a social enterprise goes beyond legal boundaries.
However, this study also shows that the inclusiveness of the cluster concept has it’s
drawbacks as many start-up companies include social value creation in their
mission and emphasize doing good for the environment due to the global attention
to climate change. Also, entrepreneurs in start up’s are typically mission oriented
and passionate about their business. In the case firm, responsible organization is
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emphasized, yet that alone does not qualify it as a social enterprise. Finally, the
company is an innovation start up with a strong focus on clean tech. It’s business
model does not include elements that would qualify it as social enterprise
according to the Finnish law. The cluster concept of social entrepreneurship can be
critized for being too inclusive and abstract to be used as a guideline for
identifying what is a social enterprise and what is not.
6 Conclusion
EntoCube is an enterprise with elements that fit in the cluster of social
entrepreneurship sub-concepts: social value creation, social entrepreneur, social
enterprise organization, market orientation, and social innovation. With this
illustrative case, we show how an innovative clean tech start up can be considered
as a social enterprise when evaluated with the cluster concept framework. We also
show, how the inclusiveness of the cluster concept makes it difficult to draw a line
between what is and what is not a social enterprise, particularly in the start up
scene. This study shows that it is fruitful to use the cluster concept in parallel to
local legal definition of social enterprise. While the cluster concepts draws
attention to the multiplicity and richness of the concept at a universal level, the
local law brings in the contextual understanding of what accounts as a social
enterprise and what does not.
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Interestingly, while past research had spoken about the lack of legal identities as a
limitation in the social entrepreneurship practice and research in certain emerging
economies (Sengupta & Sahay, 2018; Sengupta et al. 2018), this research shows
how the existence of a legal identity brings in the contextual understanding about
social entrepreneurship. An important future research avenue would be to
consolidate conceptual development of the phenomenon with policy drafting and
implementation practices. If this emerges as a necessity in a developed country
context which is already known to have been an egalitarian society where social
welfare had been an integral part of business establishments, it can be assumed that
such might be a necessity in emerging and least developed economies as well.
More case studies in different contexts using the cluster concept would advance the
conceptual development of social entrepreneurship by reflecting on how new-age
enterprises in different eco-systems enact social entrepreneurship traits, even
though the legal and regulatory norms in certain countries have boundaries of its
own.
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