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Abstract 
 

Industries vary in terms of its contribution to the society or more broadly to the economy in 

general. In recent times, the telecommunication industry, or more specifically the Mobile 

Service Operators in Bangladesh have had a profound impact on the socio-economic 

welfare of the country. Lately, the Mobile Service Operators have been fueling the growth 

of micro enterprises in both the urban and rural areas of the country. In turn these micro 

enterprises are also significantly contributing towards the economic development in terms 

of alleviating poverty, creating business and employment opportunities for the people 

across the country.  

 

While there has been few studies undertaken connecting mobile telecom providers and rural 

microenterprises, especially women entrepreneurs, there is hardly any academic work 

available on the micro enterprises operating in the urban areas of Bangladesh. In retrospect, 

through our study we look to unveil a previously unknown area of research and knowledge, 

and also contribute to the better appreciation of micro-enterprises and the possible benefits 

that both parties (micro-entrepreneurs and mobile service providers) can gain from this 

phenomenon. 

 

In efforts to investigate as to “What role do mobile service operators play in the growth of 

micro-enterprises in urban Bangladesh?” we have used a growth model which focuses on 

the casual relationship between the growth of small business and a number of different 

variables (Entrepreneurial Orientation (EO), Strategy, Expansion, Environment and 

Resource). However, to make this model more suited with our research and scope, we 

modified the model and used only EO, Strategy and Expansion as the growth variables. In 

relation, we developed four different hypothesis based on the three aforementioned 

variables.  

 

The result of our empirical findings suggests: (i) EO has a significant relationship with both 

the subjective and objective growth of a microenterprise in urban Bangladesh (ii) Both 

subjective and objective growth of microenterprises are influenced by the strategy of the 

firm (iii) Expansion by offering new products and services is strongly influenced by the 

strategy of the micro enterprise. However, geographical expansion has no significant 

relationship with strategy (iv) The overall effect of EO, Strategy and Expansion creates 

significant impact on both subjective and subjective growth, as well as the overall growth 

of microenterprises in urban Bangladesh.  

 

The telecom companies and the micro entrepreneurs can both yield significant benefits 

from each other in the coming years. Considering the growing importance of micro 

enterprises in the economic welfare of Bangladesh, future research should pay greater 

attention to the different other possible factors that mediate the impact of mobile service 

operators on the growth of micro enterprises in both urban and rural Bangladesh.  

Keywords: Entrepreneurship, Business development, Micro entrepreneurs, Micro 

enterprises, Mobile Telecommunication, Business Growth, Urban Bangladesh, 

Entrepreneurial Orientation, Strategy, Expansion.   
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Chapter 1: Introduction 
 

This chapter gives an orientation of the research background, and an insight into the micro 

enterprises in Bangladesh, followed by a discussion into the relationship between 

telecommunication sector and micro enterprises in Bangladesh. Henceforth, these 

discussions will lead to problem identification, the research question, and also the purpose 

of the study and delimitations. 

 

1.1 Background 

 

While Bangladesh is among one of the 48 Least Developed Countries (LDCs) in the world 

(UNCTAD, 2011), it has been steadily progressing with a consistent economic growth over 

the last decade or so (Paul & Uddin, 2010, p. 1). With a population of 142.319 million 

(BBS, 2011), the country is commonly characterized by extreme poverty, structural 

weaknesses in the economy and a lack of aptitudes in terms of growth (Ali & Medhekar, 

2010, p. 3). Despite the setbacks, Bangladesh has been able to achieve a 5.8 percent growth 

in GDP in the financial year 2010 (World Bank, 2010).   

 

Over the years, the economic growth in Bangladesh has been largely fueled by certain 

industries, namely the Ready-made Garments (RMG), Fishing, Agricultural sectors, etc. In 

recent times telecommunication industry is yet another sector that has been growing 

exponentially in Bangladesh (BTRC, 2012). With a total of six telecommunication service 

providers operating in the country, the total number of mobile phone subscribers has 

reached approximately 89 million as of March 2012 (BTRC, 2012). Besides the US 650 

million dollar contribution to the country‟s economy every year (Lane et al., 2006), the 

Mobile Service Operators in Bangladesh are also contributing in terms of creating 

opportunities for micro-entrepreneurs (Cohen, 2001). Mobile phone services are facilitating 

the dissemination of information, commercial business transactions, networking 

opportunities, etc. for the micro-entrepreneurs in Bangladesh (Roldan & Wong, 2008).  

 

Micro entrepreneurship contributes to the national economy significantly. Small businesses 

initiated by micro-entrepreneurs are termed as micro enterprises. Micro entrepreneurs are 

the owners of small scale businesses that traditionally do not have access to commercial 

bank loans (Sherraden, et. al, 2004, p.70).  A recent study suggests that micro enterprises in 

Bangladesh are playing a key role in the economic development of the country (Nagarajan, 

2008). Various types of small and medium scale enterprises are reported to be the source of 

80-85 percent of all industrial employment, and around 23% of total employment in 

Bangladesh. In 2003, these enterprises made a contribution of Bangladeshi Taka (BDT) 741 

(US$ 12.5) billion or nearly 25 % of the country‟s GDP (Roldan & Wong, 2008, p. 39).  

 

In the recent years, mobile service operators have taken various initiatives to instigate 

micro entrepreneurial activities in the country to facilitate easier dissemination of 

information, and introducing a number of new services such as mobile money transfer, 

mobile internet and so on (Islam & Hasan, 2009). Chandy & Narasimhan (2011, p.52) in 

their study mentioned that understanding micro enterprises in a better way is critically 

important at this time due to the vast number of people involved with microenterprises, also 
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due to the cumulative impact of micro enterprises on the economy and society, and lastly, 

because the academia‟s are still in the dark about the growth of micro enterprises. Chandy 

& Narasimhan (2011, p. 53) directly expressed their concern about the lack of scientific 

studies on this topic: „Barely any systematic research exists on the question of why some 

micro entrepreneurs do better than others‟.  In this situation, it is worthwhile to take an 

attempt to understand this phenomenon from an academic perspective, and this necessity 

draws the backdrop of our intellectual exploration into this issue.  

 

1.2 Micro enterprises  
 

Entrepreneurship has a number of different definitions. However, a widely accepted 

definition of entrepreneurship was proposed by Robbins and Coulter (1999). They defined 

entrepreneurship as a process of pursuing opportunities, fulfilling needs and wants through 

innovations and actively handling risks and uncertainties, regardless of the amount of 

resource they have. Since this definition is widely accepted for any kind of 

entrepreneurship regardless of size or profitability, in such consideration, micro enterprises 

being small scale operations can be said to fall within this definition. Chowdhury (2007, p. 

240) opined that entrepreneurship is a variable phenomenon, it is not a fixed concrete idea. 

In fact he argued, even within the same organization various forms of entrepreneurship can 

be found, considering the involvement of decision makers at the different levels of a larger 

company. However, since we are dealing with micro enterprises which are a form of sole 

proprietorship in essence, varying forms of entrepreneurship is not supposed to be found. 

Micro and small scale ventures are by no means a less important vehicle of 

entrepreneurship. In fact, Thurik & Wennekers (2004) observed that entrepreneurship to a 

large extent thrives through small firms.   

 

At the simplest level, micro enterprises are tiny businesses, most of which have one or two 

employees including the owner (Shreiner & Woller, 2003, p. 1567). Shreiner & Woller 

(2003, p.1567) further identified another significant feature of micro enterprises. They 

suggested that micro enterprises are heavily dependent on loans to raise the necessary 

capital. Micro enterprises are increasingly being seen as a significant way to help the 

working poor class and the unemployed (Clinton, 1997; Raheim & Alter, 1998). Grameen 

Bank, the pioneer of micro credit system, has created significant social and economic 

change in rural Bangladesh and enabled a significant portion of marginalized social class to 

become self-dependent through micro entrepreneurship (Hashemi, et al., 1996; Jain, 1996). 

 

1.3 Telecommunication and Micro enterprises 
 

Bangladesh is a country with very low telecommunication density - 29 phones per 1000 

inhabitants (Islam & Hasan, 2009, p. 543).  Pacific Bangladesh Telecom launched cellular 

telephone service in the country in 1991 as the first mobile telecom company in the 

country. After the initiation in 1991, this industry growth has been phenomenal which is 

evident from the rise in the number of mobile phone subscribers. In 1995 the number of 

mobile subscribers was 2500 which reached 43,000 subscribers in 2001. In the year of 

2003, the number of cell-phone subscribers surpassed the number of fixed-phone 
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subscribers in Bangladesh (Bhuiyan, 2004, p. 273). As mentioned above, the figure stands 

at approximately 89 million subscribers as at March 2012 (BTRC, 2012). 

 

Grameen Phone, the leading mobile service operator in Bangladesh, has been involved with 

several projects aimed at creating micro entrepreneurship opportunities since the beginning 

of their operation in the country. The Village Phone (VP) program initiated by Grameen 

Phone, Gono Phone, Grameen Bank and some other stakeholders was a major breakthrough 

in terms of enabling rural people to earn livelihood through mobile telecommunication 

services. This program has helped more than one million people in the country to start their 

own micro enterprises by the end of the year 2004 (Alauddin, 2005, p. 4). Apart from that, 

Grameen Phone has been involved with many other social programs such as Community 

Information Center (CIC), Grameen Digital Center (GDC), Totthyo Tori (Information 

Boat) etc., (Islam & Hasan, 2009). 

 

Since then, being citizens of Bangladesh, we have witnessed a sharp growth in mobile 

communication industry that has contributed to the sudden rise of a new breed of small 

businesses. Roadside small shops are a common sight all over Bangladesh. These shops 

generally provide credit recharge services for mobile phone subscribers (commercially 

named as „top up service‟, „flexiload‟, etc.), helps people to send money from one place to 

another through mobile balance transfer and provides internet services. In addition to these 

services, with the rapid advancement in mobile communication technology these small 

shop owners‟ i.e. micro entrepreneurs are gradually introducing new services with the help 

of mobile telecommunication providers. Introduction of new services helps the micro 

entrepreneurs to gain a larger share of the market and grow their business. 

 

This vast army of micro entrepreneurs is benefitting the mobile service companies in terms 

of expanding their business in many ways. With these micro entrepreneurs on their side, the 

mobile service operators proliferated into the otherwise previously hard to reach areas 

across Bangladesh (Chandy & Narasimhan, 2007, p. 52). Besides enabling the access to 

broader customer base, these micro enterprises are also contributing in terms of increasing 

revenues for the mobile companies. Grameen Phone made three times more revenue from 

the areas where the company has its Village Phone program (a special micro credit project 

that we discussed earlier), in comparison to the areas where the company does not have any 

such initiative (Richardson et al., 2000, p. 3). Another telecom service provider reported 

that the revenue generated through 1,500 rural micro enterprises is closely equivalent to the 

revenues generated from 12,000 regular subscribers (Richardson et al., 2000, p. 3). Donner 

(2007, p. 6) pointed out that mobile phone services enables the micro entrepreneurs to 

extend their social and business network, helps to bypass the dependency on intermediaries, 

reduce cost and ultimately increase profit. Hence, the benefit is mutual. So it is of equal 

importance for the mobile service companies and the micro entrepreneurs to enable each 

other for their own benefits.   

 

Until now the academic attention on micro entrepreneurs has been mainly on the rural areas 

of Bangladesh (Alauddin, 2004; Donner & Escobari, 2010; Molina, 2006; Roldan & Wong, 

2008; Pigato, 2001). As authors of this thesis and as citizens of Bangladesh, over the years 

we have observed that this industry has contributed significantly to the increase of micro-

enterprises in urban areas of Bangladesh as well. Since mobile telecommunication 
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technology serves the communication needs of people regardless of whether they are from 

i.e. rural or urban areas. Establishment of microenterprises facilitated by this industry is 

equally common in urban areas. Moreover, urban micro entrepreneurs appeared as an 

alluring field of research considering the huge impact of the micro enterprises on the 

business of mobile telecom providers and vice versa. This study will allow us to examine 

the growth tendency of micro enterprises facilitated by the mobile telecom industry. Also, 

the insights we expect to receive from the study will be of use for both the mobile phone 

companies and the micro enterprises in the future. For example, the strategic use of micro 

enterprises by the mobile service operators to reach new customers, achieving firm growth, 

etc., can be a learning outcome for companies in other industries to follow. Moreover, these 

micro enterprises may be presented as an example to people, which can encourage them to 

become economically independent in this way. Considering the social, economic and 

academic impact of this work, we progress to formulate the research problem which deems 

to be quite significant. 

 

1.4 Problem Formulation 
 

For developing as well as least developed countries, small and medium enterprises play a 

big role in the overall economic growth. In Latin America, 84 out of every 100 jobs were 

provided by micro enterprises during the period of 1990 to 1995 (Orlanda & Pollack, 

2000). As discussed earlier, the small and medium enterprise sector in Bangladesh has a 

significant contribution towards the economic and social well-being of the country 

(Chowdhury, 2007; Roldan & Wong, 2008; Nagarajan, 2008). However, entrepreneurs in 

Bangladesh, especially the small ones, face a number of obstacles due to the structural and 

environmental factors i.e. the factors existing in the system that can impact the business. 

Academics identified a number of such factors affecting the wide establishment of micro 

enterprises in least developed countries like Bangladesh, such as inadequate infrastructural 

facilities (McDowell, 1997), inconsistencies in law enforcement, bureaucracy, lack of 

political stability, hooliganism, corruption (Prahalad, 2004) and an acute scarcity of capital 

(Chowdhury, 2007, p. 242). 

 

Mobile telecommunication industry shows promise to overcome many of these obstacles, 

since the yields are higher and capital requirement is relatively lower for mobile 

telecommunication enabled enterprises.  Constraints faced by micro entrepreneurs can be 

reduced by mobile phone as a business enabling tool, and mobile communication 

technology also serves as a business networking tool (Roldan & Wong, 2008). In 

Bangladesh, Telenor and Grameen Bank made a joint venture to facilitate the growth in 

women entrepreneurs by giving them a mobile phone handset and a place for opening a 

small shop to start the mobile phone business. This initiative created more than 250,000 

micro entrepreneurs in Bangladesh (Gatewood & Boko, 2009, p. 138). These micro 

entrepreneurs are also engaging themselves in other businesses with the profits made from 

mobile service initiative. As a result, people living below the poverty line are becoming 

capable of financially supporting themselves and the family. Most of the mobile service 

operators in Bangladesh are currently engaged with micro level entrepreneurial growth and 

are investing a significant amount of money to develop the economic condition of rural 

people. Considering the contribution of micro enterprises in the economy and the recent 

role of mobile telecommunication industry behind the current establishments of many such 
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ventures across the country, the relationship between the mobile telecommunication 

operators and the micro enterprises definitely deserves academic attention (Chandy & 

Narasimhan, 2011, p.52-53). However, though there have been little research (Donner & 

Escobari, 2010; Rashid & Elder, 2009; Alauddin, 2004; Roldan & Wong, 2008) connecting 

mobile telecom providers and rural microenterprises, especially women entrepreneurs. No 

academic work is available on the micro enterprises operating in the urban areas of 

Bangladesh. Again, in the past most of the research on this topic focused on large scale 

industries rather than micro enterprises. For example, Quddus & Rashid (2000) focused 

only on apparel industry in their research.  

 

We, therefore, thrive to address this knowledge gap with this study. We believe 

understanding the role of mobile service operators in the growth of micro enterprises in the 

urban areas of Bangladesh will not only unveil a previously unknown area of research, it 

will also positively contribute to the better appreciation of micro enterprises and possible 

benefits that both parties (micro-entrepreneurs and mobile service operators) can gain from 

this phenomenon. Hence in regard we postulate the following question as our research 

question.   

 

1.5 Research Question 
 

What role do mobile service operators play in the growth of micro enterprises in urban 

Bangladesh? 

 

1.6 Purpose 
 

Industries vary in terms of its contribution to the society‟s welfare or more broadly to the 

economy in general. Past studies suggest that the business models used by companies in an 

industry can play an effective role in poverty alleviation and directly or indirectly in 

creating employment opportunities. Creation of opportunities should not be taken as a 

solution itself; rather it should be a context in which individuals can create their own 

solutions (Sutton & Jenkins, 2007, p.4). In Bangladesh, the Mobile Service Industry has 

played a significant role in creating such opportunities by including the marginal and poor 

as employees, and more so by developing conducive environment for them to engage in 

entrepreneurial activities (Roldan & Wong, 2008).  

 

So the primary purpose of this study is to understand how the micro enterprises are 

growing geographically and expanding business operation within the framework of 

facilities provided by mobile telecommunication companies. Along the way of the research, 

the aim is to better understand the constraints existing for micro entrepreneurs in this area, 

how they are formulating their strategies to enable growth of their business and how 

entrepreneurial orientation is influencing their course to growth.    

 

1.7 Delimitations 
 

This study will specifically focus on micro enterprises operating in the urban areas of 

Bangladesh. With the term „urban areas‟ we refer to the cities that have all the modern civic 
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facilities and larger population. Definition of „urban areas‟ differs from country to country. 

We could not find any definition specifically for Bangladesh. However we considered the 

definition of urban areas for India to be applicable for Bangladesh due to several 

similarities between the two countries in terms of its high population density, geographical 

proximity, similar socio-economic situation etc. According to the Demographic Yearbook 

(2005), urban areas are “Towns (places with municipal corporation, municipal area 

committee, town committee, notified area committee or cantonment board); also, all places 

having 5,000 or more inhabitants, a density of not less than 1,000 persons per square mile 

or 400 per square kilometer, pronounced urban characteristics and at least three fourths of 

the adult male population are employed in pursuits other than agriculture”. Among the 

towns having these characteristics, we have selected the four major cities of Bangladesh i.e 

Dhaka, Chittagong, Rajshahi, and Khulna (Citypopulation, 2012) as the geographic scope 

of our study (see appendix 1 for map).  

 

1.8 Definition of Concepts 
 

Entrepreneur: An entrepreneur is a person who assumes the financial risk of an initiation, 

operation and management of a given business or undertaking (Sherraden et al., 2004, 

p.203). 

 

GDP: The monetary value of all the finished goods and services produced within a 

country's borders in a specific time period, though Gross Domestic Product (GDP) is 

usually calculated on an annual basis. It includes all of private and public consumption, 

government outlays, investments and exports less imports that occur within a defined 

territory (Investopedia, 2012). 

 

LDC: Least Developed Countries (LDC) are nations identified as such by the United 

Nations Economic and Social Council through its Committee for Development Policy and 

includes countries with “a low per capita income”, “a low level of human resource 

development” and “a high degree of economic vulnerability” (LDCgroups, 2012).  

 

Microcredit: A microcredit is a very small loan made to a microenterprise. Loan amounts 

vary considerably by program, from a few hundred dollars up to US $35,000 (Sherraden et 

al., 2004, p.204). 

 

Micro enterprise: A micro enterprise is a sole proprietorship that has fewer than five 

employees (usually a sole proprietor and no employees), has not had access to loans, and 

typically uses an initial loan of less than US$15000, usually much less (Langer, et al., 1999; 

Walker & Blair, 2002). 

 

Poverty: Poverty is the state of one who lacks a usual or socially acceptable amount of 

money or material possessions. Poverty is said to exist when people lack the means to 

satisfy their basic needs (Britannica, 2012). 

 

Roadside small shops: Generic shops providing day to day services, such as mobile phone 

balance, repair, long distance and short distance calls, internet services, etc.   
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Rural: There is no common definition of „rural‟ (Rios, 1988). Hence, rural is defined as a 

dichotomy counterpart of urban. Hence, all areas not classified as urban constitutes the 

rural area (Rios, 1988). 

 

Top up: Bill payment system for mobile phone subscribers with the purchase of scratch 

cards. It is also alternatively known as Flexiload, Ezload etc. (Grameen Phone, 2012).  

 

Urban: An urban area (urbanized area agglomeration or urban center) is a continuously 

built up land mass of urban development that is within a labor market (metropolitan area or 

metropolitan region) (Demographia, 2012).  Exact definitions of urban areas vary between 

nations. 

 

BDT: It is the official currency of Bangladesh, and otherwise known as Bangladeshi Taka.  
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Chapter 2: Research Methodology 
 
This chapter discusses the research method used in the study. In the beginning we discuss 

about the philosophical understandings on the perspective of our research. Then we 

proceed to describe our practical research method including the choice of location, actual 

data collection method, sampling technique etc. In the last part, we discuss about how we 

ensured a high credibility criteria for this study. 

2.1 Choice of Subject and Practical Preconception 
 

The choice of research subject was strongly motivated by our academic interest and real life 

experience. Being students of business faculty, it is particularly interesting for us to take a 

closer look at micro enterprises that contribute significantly to the national economy of our 

country i.e. Bangladesh. Furthermore, the subject also allowed us to explore an area that 

was previously unexplored academically. Discussions with our thesis supervisor have also 

motivated us to take on this subject.  

 

We, the authors of this study have both completed Bachelor degree in Business 

Administration from reputed Universities in Bangladesh before enrolling ourselves in the 

Master‟s program in Business Development and Internationalization at Umeå University. 

As part of course curriculum, we have undertaken courses directly and indirectly related to 

entrepreneurship, both at the Bachelor and Master‟s level. Moreover, as the research is 

geographically limited to urban Bangladesh, we are quite familiar with the population for 

the study. In fact, mobile service operator facilitated micro enterprises are quite common in 

urban Bangladesh, and we the authors have had interactions with such enterprises almost on 

daily basis. Our background knowledge on the research topic for this study to a large extent 

helped us in the analysis of information, and also appropriately answering the research 

question posed in this thesis.  

 

A researcher is influenced by his/her own experiences during the research work. 

Gummesson (2000) suggested that the personal experience of a researcher is an essential 

element in the process of collection and analysis of data. Considering  our background, we 

have an adequate level of pre-understanding about the context of the subject. On one hand, 

this is quite positive since the time required for collecting general information about the 

context and designing research method becomes easier when researchers have a good 

understanding about the context. On the other hand, the possibility of having the impact of 

personal prejudice of the researchers becomes greater. During a research, it is important to 

be careful in not affecting the study with researcher‟s own value and subjectivity, as it 

might affect the validity of the research in a negative way (Bryman & Bell, 2007, p. 30).  

Objectivity is an essential quality of a researcher which refers to the ability of the 

researcher not to get involved with the study material and findings personally (Rakover, 

2007, p. 6).  
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2.2 Ontology and Epistemology 
 

Settling on ontological and epistemological position before outlining the research method is 

quite important, as these views guide the researcher on how to perceive reality and nature 

of knowledge. Ontology refers to the philosophical framework about the nature of reality 

i.e. how we perceive reality, and how this reality is constructed (Hesse-biber & Leavy, 

2010, p.4). Three major ontological approaches are generally followed by researchers i.e. 

Materialism, Idealism and Realism (Kent, 2007).  

 

Materialism assumes a single reality which is observable and measurable (Kent, 2007, p. 

48). This perspective asserts the external nature of reality and the world functions under 

certain laws that cannot be altered (Rawlins et al., 2011, p. 167). However, materialism was 

not an appropriate perspective of reality in our case since the context is a determining factor 

for this study. The phenomenon we are aiming to analyze is dependent on human behavior 

and can be influenced by contextual factors. We can at best attempt to find out patterns 

between growth and other variables, but there is no hard rule that cannot be altered.  

 

On the contrary, idealism advocates that ideas form reality and the universe is a projection 

of individual‟s mind (Engle, 2009, p. 9). This approach does not fit with our study as it 

proposes that every individual connected to the phenomena will look to construct their own 

reality with their ideas. With the perspective suggesting that there exist different versions of 

reality for each individual, it becomes difficult to apply this framework in the context of our 

study.  

 

We identified realism to be befitting ontological perspective of our study. Putnam (1976, p. 

178) mentioned that realism is a philosophical manifestation that reality exists to be 

independent of observer. According to this view, social phenomena cannot be understood 

merely by observing, it needs to be measured and tested against objective criteria. The 

social phenomena in question here in this study are the perceived and measured 

organizational factors that affect the growth of microenterprises in a specific context of 

urban areas in Bangladesh. Hence we propose to adopt a realist perspective for this study.  

 

Epistemology refers to our set of beliefs regarding the nature of knowledge that defines the 

relationship between the inquirer (person who wants to know) and the knowable object (the 

object to know about) (Guba, 1990, p. 18). An epistemological perspective involves 

legitimate knowledge (Pesut & Johnson, 2008, p. 117).  Epistemological position of a 

research is closely related with the research approach (Healy & Peile, 1995, p. 281).  Kent 

(2007) suggested that there are three major epistemological approaches: Positivist, Activist 

and Interpretive approach. They are discussed below: 

 

Activist approach in academic discourse refers to the epistemological position where the 

inquirer gets involved with the object to act as a provocative agent of change (Healy & 

Peile, 1995, p. 281).  

 

Walsham (1995, p.376) has mentioned that interpretive studies adopt the position that our 

knowledge of reality is constructed by social actors.  That means, according to this 
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epistemological position, a researcher attempts to understand a phenomenon through 

understanding the meanings assigned to it by the individuals.  

 

Lastly, Positivism takes a position that there is an existence of external reality that we can 

seek to understand and so knowledge can be produced from that reality using some 

common forms of observation to understand that reality (Reagan, 2004, p. 42). 

  

Matching the definition of Activist and Interpretive approach with our research aim and 

subject, we found that these two approaches are not befitting with our study.  We are not 

personally getting involved with the subject, since that will affect the objectivity and 

validity of our study. We are also not trying to understand that phenomena with our own 

perception, hence realist perspective does not support this process as a valid way of 

understanding reality. Logically, we are using a positivist approach as we are using existing 

theories to formulate hypotheses and testing those with statistical tools to allow 

explanations to be assessed (Bryman & Bell, 2007, p.16). 

 

2.3 Scientific Approach 
 

Two process of reasoning is predominantly used as the scientific approach of academic 

study:  the deductive approach and the inductive approach. Ziklund et al. (2009, p.44) 

mentioned that deductive approach is the logical process of drawing conclusion about a 

certain instance on the basis of a general premise that is known to be true, for example, on 

the basis of a theory. One the contrary, inductive approach refers to the logical process of 

establishing a general proposition based on analysis of a particular instance (Ziklund et al., 

2009, p. 44).  

 

In our study, a positivist epistemological perspective is taken. Based on our theoretical 

discussion, we postulated some hypotheses and applied empirical theories and models in 

order to test the hypotheses. Hence, we are following a deductive approach here. Deductive 

approach is relevant to realism and positivism as well. Empirical data was collected from 

the sample of our population and analysis of the data helped us to reach a decisive point 

about our hypotheses.  

 

2.4 Research Approach  
 

When empirical data is used in a study, a researcher takes any of the two broad research 

approaches according to the purpose of the research, which are the quantitative and the 

qualitative method (Ghauri & Grønhaug, 2002, p. 155).  

 

A deductive approach and a positivist epistemology are in line with the quantitative 

research method. The objective of a quantitative research is to collect sufficient data to 

analyze a specific issue and reaching some conclusions via the analysis process of the data 

(Saunders et. al., 2007, p. 482). Hence, we understand that collecting quantitative data and 

analyzing those via statistical tools is a valid and credible way of testing our hypotheses. In 

accordance, we undertook a quantitative research approach.   
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Survey is a powerful instrument to collect quantitative information (Bethleham, 2009, p.1).   

Ziklund et al. (2009, p. 187) have mentioned that conducting a survey is a quick, 

inexpensive, efficient, and accurate way of collecting and assessing information about a 

population. Also, survey is a tool to collect statistically comparable information (Kent, 

2007, p. 182).  Hence, we found that a survey was a convenient way for us, as it is 

compatible with our research design and objective. We collected primary data through a 

survey and the information was pertinent with the purpose of testing our hypotheses. 

  

2.5 Secondary data  
 

Secondary data plays an important role in researching, as it helps with the process of 

answering the research question and provides the researchers with general information on 

the chosen subject. Additionally, secondary data provides information collected by others 

where the purpose may differ from our purpose (Ghauri & Grönhaug, 2002, p.76-77).  

 

We collected secondary data primarily from Umeå University Library (UB) and the 

scientific journal databases that are accessible through the UB online system. Business 

Source Premier was the main source of secondary data collection, where we searched for 

peer reviewed articles on micro-enterprises, business growth, telecommunication industry, 

micro entrepreneurship, situation in Bangladesh and so on. We used Google Scholar as the 

main search engine on the web. We used only peer-reviewed scientific articles which have 

recent and relevant content.  

 

2.5.1 Critic of Secondary Data  
 

This section refers to revising our secondary data that have been used in the study. This is 

to clarify the validity, reliability and relevance in the data used (Wiedersheim-Paul & 

Eriksson, 1999 p.151). Nevertheless, Wiedersheim-Paul & Eriksson (1999, p.151) further 

stated that it may be difficult to classify data accordingly, hence it is necessary to at least 

develop a subjective view on the data‟s fulfillment regarding these requirements of validity, 

reliability and relevance. When searching for journal articles in Business Source Premier or 

Google Scholar, peer reviewed articles were used to help increase the reliability of the 

articles. Moreover, to ensure the relevance of secondary data, we mostly used recent 

articles, i.e. articles published after 2000. However, in cases where we used any article 

published before 2000, we made sure that the articles is well cited and still stands valid for 

the content.  

 

2.6 Choice of Data Collection 
 

For data collection, we used the survey method with a structured questionnaire. Since 

surveys allow the researcher to collect a large amount of research-specific information from 

a representative group (Jonker & Pannink, 2010, p.158) in a relatively shorter time (Ziklund 

et al., 2009, p. 187).  Considering the time and resource constraints of our study this was 

the most suitable data collection procedure to follow. Questionnaires helped us to collect 

sufficient amount of data to quantify the variables used in our theoretical model and apply 
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statistical tools to test our hypotheses. Therefore, we consider a survey questionnaire to be 

the rational choice for our data collection method.    

 

2.7 Choice of Location 
 

Our research topic reflects that we are focusing our study on the micro enterprises located 

in the urban areas. In the first chapter, we mentioned that we have selected four districts 

(Dhaka, Chittagong, Khulna, Rajshahi) as the geographical scope of our study. However, 

since we could not personally attend the survey, the survey had to be conducted by 

dependable representatives. Since, we could not find any reliable representative in any 

other location except Dhaka and due to limitations in time; we limited our choice of 

location to Dhaka, which is the capital city of Bangladesh. 

 

2.8 Choice of Respondents 
 

The choice of respondents is closely related to the approach we used to form a sample from 

our population. Our choice of population included the micro enterprises operating within 

the geographical boundary of Dhaka that offers services or products related to mobile 

telecom industry. We could not find an exact number of total micro enterprises operating in 

the aforementioned geographic region, since there is no database available with recent 

numbers of micro enterprises operating in Bangladesh. So, in order to choose our 

respondents we have established some criteria so that we can have a more dependable data 

from the survey.  

 

Firstly, we did not approach any entirely new venture as growth is a major variable of our 

study. We decided to undertake survey on the businesses which have been operating at least 

for three years. The operational duration of the respondents is an important issue since 

business growth is a time dependent variable. Weinzimmer et al. (1998, p. 242) have 

studied academic papers on measurement of business growth and found out that most of the 

academics considered three to five years as the time frame of the businesses studied. Hence 

considering growth for a three year time period can be considered as a logical choice. 

Additionally, we did not approach any businesses which started with a capital more than 

500,000 BDT (equivalent to USD 6100 at the current rate of 81 BDT for 1 USD) 

(http://www.xe.com/), as it would not fall within the category of micro enterprises rather it 

will fall within the category of small and medium enterprises (SME). Years of operation 

and starting capital were used as two selection criteria for the respondents as we used these 

two factors to screen out appropriate respondents.  

 

Probability and non-probability samples are two major types of samples used in a scientific 

study. Probability based sampling refers to the sampling process where each element of a 

population has a known, non-zero probability of being selected (Zikmund et al., 2009, p. 

395). Random sampling provides generalizability of a population (Creswell, 2003, p. 156). 

In this way, the sample does not have any scope to reflect the subjective bias of the 

researcher as well. In our study, our representatives for the survey approached potential 

respondents on a random basis, and the questionnaire was handed only to those who fell 
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within the pre-specified criteria of micro-entrepreneur and agreed to participate in our 

survey.  

 

Our representatives used screening questions to make sure that the respondent falls within 

the category of micro entrepreneurs, as defined in the next chapter. Further, cluster 

sampling method was used to make the sampling process easier for our representatives. 

Constructing a specific sampling frame for the survey can be very time consuming and 

costly, hence making random selections on regional areas are commonly used, which is 

known as cluster sampling (Bethleham, 2009, p. 108). In our case, data was collected from 

the areas where the representatives can be accessed conveniently. Our representatives live 

in different areas within Dhaka and each of them approached micro entrepreneurs within 

the vicinity of the local area. In this way, a wide area of urban Dhaka was covered by our 

respondents during the survey.   

 

Our total sample size was 250. Considering our resources and time availability, we believe 

that this is the maximum we could reach. A larger sample size would increase the 

generalizability of the study, but time and resources were required to conduct survey on 

more respondents. A minimum of 100 respondents were mentioned as a bare minimum 

requirement for a business research aimed at quantitative analysis (Kent, 2007, p. 236). We 

think that a sample size of 250 respondents is substantial for this study because of two 

reasons - this size of respondents was achievable within the limited time period of the 

study. Also, this number of data also allowed us to apply necessary statistical tools to 

analyze and compare, as it is an adequate number considering the minimum sample size 

required for a study.  

 

2.9 Data Collection 
 

As already mentioned, our sample size comprises of 250 respondents. The respondents 

were selected randomly. Our representatives approached micro enterprises on a purely 

random basis and if the micro enterprise complied with the screening question and agreed 

to respond, they collected data through the survey. 

 

We used a questionnaire as our survey instrument. The questionnaire was constructed for 

this study, the questions were specifically aimed to quantify the variables we described as 

part of our theoretical framework in chapter three. Hence the questionnaire ultimately 

collected data that helped us to test the hypotheses that we developed in order to answer our 

research question.  

 

We distributed the questionnaires through our representatives. Our representatives 

personally administered the survey process. If the questionnaire is not administered, it 

eliminates the possibility of any bias resulting from interviewer. But the process introduces 

larger variable error as a result of the misinterpretation made by the respondents (Biemer & 

Lyberg, 2003, p. 54). So, personal administration of data collection process reduces the 

chance of variable error. This also ensures that the data will be collected in a relatively 

shorter time. Being aware of the fact that bias that can be introduced by the interviewer‟s 

presence (Biemer & Lyberg, 2003, p. 54), we had instructed our representatives to refrain 

themselves from discussing about the subject or to express any personal thoughts or 
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opinions. We wrote the questions in a simple way so that the respondents can understand 

them without having a difficulty in filling up the questionnaire independently.  

 
2.9.1 Survey Representatives 
 

Since it was not possible for the authors of this research to be physically present at the 

location of the study, dependable representatives were used to collect the data. A total of 

five representatives took part in the data collection phase. All the representatives involved 

in the survey are educated in Business Administration (completed studies at least up to 

Bachelor level), currently living in Dhaka, and personally very well known to the authors. 

Brief profiles of all five representatives are provided in Appendix 2.   

 

2.10 Designing the Questionnaire 
 

The questions in the questionnaire were designed in line with our hypotheses and modified 

Business Growth Model (Moreno & Casillas, 2008). However, for a more profound 

understanding about the sample, we have also included some demographic questions 

related to age and gender. We also included two questions about the operating period of the 

business and starting capital to classify our sample on the basis of these criteria. It was done 

to help us to gain more insight into our research topic. 

 

Below we have provided a brief description of each question. The sample survey 

questionnaire is provided in the Appendix 3. 

 

Questions 1 and 2 are about the age and gender (demography) of the respondent. These 

two questions are not overtly connected to our research aim. However, demographic data 

like these helped us to understand the characteristics of our population better. 

 

Questions 3 and 4 are about the micro enterprise. It helped us to gain more insights about 

our sample. 

 

Questions 5, 6 and 7 are aimed at measuring growth. We have followed the variables used 

in the original study of the model (Moreno and Casillas, 2008). Question 5 and 6 are 

objective measures of growth in terms of yearly profit and yearly sales revenue. Question 7 

is a subjective measure of growth from the perspective of business owner. It is measured in 

a 5-point Likert Scale. 

 

Questions 8 to 14 are constructed according to the variables used in the study for 

measuring Entrepreneurial Orientation by Lumpkin & Dess (2001). The four main variables 

of Entrepreneurial Orientation are innovativeness, risk taking, proactiveness and 

competitive aggressiveness.  All the questions constructed followed the exact questionnaire 

used in the study of Lumpkin & Dess (2001).  

 

Questions 15 to 18 provides short description of the four small business strategies i.e. 

Defender, Prospector, Analyzer, Reactor (Miles & Snow, 2003). We used Likert scale to 

have an objective view on these strategies from the micro enterprise owner.  
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Questions 19 and 20 are aimed to measure the variable of expansion through the 

introduction of new product and services and Questions 21 and 22 are designed to measure 

the variable of geographic expansion i.e. opening new outlet. We followed the 

questionnaire used in the study by Moreno & Casillas (2008) and used a 5-point Likert 

scale in both cases. 

   

For every question, our construct was backed by an already tested questionnaire in a 

scientific article. We also tried to follow the original questionnaire used by Moreno & 

Casillas (2008) in order to ensure high validity. 

 

2.10.1 Answering Alternatives 
 

We mostly used a 5-point Likert scale and options in a few questions. Likert scale 

facilitates both the direction and intensity of the response (Albaum, 1997, p. 332) so the 

data can be considered to be objective and unbiased. Also, the Likert scale gives ease of 

analysis in terms of applying statistical tests.  

  

2.10.2 Testing the Questionnaire 
 

Before going into the final survey, we conducted a pilot test on 10 respondents through our 

representatives. It helped us to identify the problems in the questionnaire. Bethelehem 

(2009, p. 58) mentioned that before a questionnaire can be used to collect data, it must be 

tested to ensure validity and reliability. Testing a questionnaire helps to identify errors in 

questions and possible answers.  

 

2.11 Managing Empirical Material 
 

We collected our empirical content through the surveys on micro enterprises. The survey 

result was first entered into MS-excel data sheet, and then the information form the MS-

excel datasheet was transferred into SPSS worksheets. We labeled each column according 

to the questions asked and named different columns according to the variable it corresponds 

to. After successfully creating our SPSS worksheet, we ran a number of statistical tests to 

make decision regarding our hypotheses. We have summed up the results of statistical tests 

in Chapter 4 and 5, and also presented a few graphs produced from MS-Excel in Chapter 

Four.   

 

The total empirical data collection and management procedure is explained in the following 

step by step illustration: 

 

Phase 1: In the first phase we developed the questionnaire and contacted with possible 

representatives who could carry out the survey on behalf of us.  

 

Phase 2: The questionnaires in English were translated to Bangla (the language that the 

people of Bangladesh speak). We finalized five representatives among the people we 

contacted on the basis of their availability and capability to conduct this survey 
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appropriately. To determine the capability, we considered their educational qualification 

and past experience in being involved with such projects. 

 

Phase 3: This was the testing phase. We emailed the questionnaire to our representatives, 

and each of our five representatives interviewed two respondents and sent back the result 

with their feedback about the questionnaire.  

 

Phase 4: We made some changes in language and removed one question on the basis of the 

feedback received. The final questionnaire was sent to the representatives through email. 

 

Phase 5: Each of the representatives interviewed 50 respondents and then the data‟s were 

compiled in an Excel sheet. The compiled data was emailed to us. It took five days to 

complete the survey and get the compiled excel sheet. During this time regular updates 

from the representatives were taken via phone and email correspondence.   

 

Phase 6: This was the final phase where we transferred the data to SPSS 19 and ran 

statistical tests with respect to hypotheses testing. Result and analysis are presented in the 

respective chapters.  

 

2.12 Credibility Criteria 
 

Credibility criteria, also mentioned as truth criteria are important measurement to determine 

the acceptance of a research into the scientific society. Morse et al. (2002) mentioned that a 

research needs to be based on facts and reliable sources. Further, Ekwall (2009) suggested 

that reliability and validity are the two major standards to measure the authenticity of a 

research work. 

  

2.12.1 Reliability 
 

Saunders et al., (2007, p. 156) in their study mentioned reliability as a precursor to validity, 

since it measures the trustworthiness of a research work. In a more elaborated definition, 

Golafshani (2003, p. 598) mentioned that reliability is the extent to which results are 

consistent over time and accurate to represent the population. In other words, if the result of 

a study can be reproduced under the similar context again, the study can be considered 

reliable.  

 

Saunders et al. (2007, p. 157) mentioned four threats to reliability are participant error, 

participant bias, observer error and observer bias.  To avoid these errors and biases we took 

several measures. Firstly, we tried to make the questions as clear as possible, and used 

Likert Scale as much as possible in order to minimize participant error. Regarding 

participant bias, our representatives administered the response providing a period to make 

sure that the respondent was not giving any biased answer. We chose highly skilled 

interviewers who are dependable and capable of effectively communicating with the 

respondents, which ensured that observer bias was at the minimum possible level. As the 

representatives are not personally involved with this research work by any means other than 

conducting the survey, it is highly unlikely that they will be biased towards it. 
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2.12.2 Validity 
 

Validity refers to the extent to which a study actually addresses the problem that it was 

supposed to address (Saunders et al., 2007; Martella et al., 1999). Holloway (1997) 

mentioned that validity is the degree to which an instrument measures what it is meant to 

measure. There are usually two types of validity measurement, i.e. internal validity and 

external validity (Shadish et al., 2001, p. 37).  Internal validity refers to the extent to which 

a study shows changes within a variable or set of variables that is dependent on other 

variables (Shadish et al., 2001, p. 53). In simple words, internal validity measures how 

„true‟ are the findings of a study.  On the other hand, external validity refers to the 

generalization of a study. It means that external validity measures to what extent the 

findings can be applied or generalized to other population, time and settings (Shadish et al., 

2001, p. 83). 

 

Saunders et al. (2009) suggested that inconsistency in history, instrumentation, testing, drop 

out of respondents and ambiguity can cause problems with validity measurement. Hence, 

we made sure that the data we are collecting are all pertinent to our theory. To do that we 

remained as faithful as possible to the original model of business growth constructed by 

Moreno & Casillas (2009), which we used as our reference model. Besides that, we tested 

the questionnaire in a real situation (i.e. pilot study) and adjusted the language and format 

according to the feedback we received. Also, to avoid irrelevant response we used 

screening questions to approach the right respondents.  
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Chapter 3: Theoretical Framework 
 

In this chapter we have built the theoretical framework that will guide to define our 

research method and analysis process. We start by explaining the basic concepts of growth 

and strategy and then proceeded to explain a relevant model, and the modifications done 

on it for the purpose of using the model in our study. Lastly, each factor of the model has 

been explained along with respective hypothesis. 

 

3.1 Micro enterprises 
 

Microenterprises are defined as small scale businesses, mostly having only one employee 

i.e. the owner himself (Schreiner & Woller, 2003, p. 1567). However, some other authors 

have mentioned that a microenterprise may have five or fewer employees (Chandy & 

Narasimhan, 2011, p.52), whereas Nopo & Valenzuela (2007, p.5) in their study mentioned 

that the number of employees can be as many as nine or fewer in the context of Latin 

America.  Number of employees is one way of defining microenterprises, though there are 

other measurement factors as well, such as level of sales, and amount of fixed asset (Nopo 

& Valenzuela, 2007, p.5).  

 

Sherraden et al., (2004, p.204) gave an all-encompassing definition of micro enterprise in 

their book „Kitchen Capitalism‟. According to them, a micro enterprise is a „sole 

proprietorship that has fewer than five employees (usually a sole proprietor and no 

employees), has not had access to loans, and typically uses an initial loan of less than 

US$15,000, usually much less‟. Utah Microenterprise Loan Fund has mentioned an 

important identifying factor of micro enterprise, that is, such organizations are too small to 

qualify for commercial bank loan (UMLF, 2012). In retrospect it can be said that the 

amount of starting capital might vary depending on the country in which the 

microenterprise is operating. It is important to note that these business organizations do not 

qualify for traditional bank loan due to the small scale of its operation and capital 

requirement.  

 

If the micro enterprises do not qualify for bank loans then a question might arise about the 

source of initial investment. Micro entrepreneurs mostly live in the economically marginal 

position and thus conventional financing options are usually not available for them 

(Sherraden et. al, 2004, p. 70).  Here comes the part where Bangladesh, the country we are 

interested about, played a vital role. Dr. Muhammad Yunus, a Nobel Peace prize winner 

and the founder of Grameen Bank pioneered the concept of micro-credit. The phenomenon 

started in 1976 in Bangladesh, with the initiative of providing micro-credit facility to rural 

woman. It has turned into a socio economic revolution in Bangladesh. Microcredit is an 

extension of small amounts of institutional loans that require no collateral and is distributed 

to poor people for their self-employment (Rahman, 1999. p.1).   

 

There are a number of microenterprise development programs that have been initiated in 

the last three decades with the widespread of micro-credit schemes, especially in the 

developing economies. The success of Grameen Bank with the micro-credit program and 

creation of micro enterprises in Bangladesh have encouraged many countries to replicate 
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the model (Hashemi et al., 1996). Microenterprises are a growing phenomenon in many 

developed countries as well. During the years 1984 to 1998, in the US the number of 

microenterprises has grown to be more than 340 (Langer et al., 1999).  The growth of micro 

enterprises in UK has also been reported to be quite fast as well (Rogaly et al., 1999).   

Microenterprises has opened up a new way to help the poor and marginalized people of the 

society to empower themselves (Shreiner & Woller, 2003, p. 1567). Besides Grameen 

Bank, the other well-known examples are BancoSol in Bolivia (Hulme & Mosley, 1996) 

and Bank Rakyat in Indonesia. These institutions have significantly contributed to the 

creation of new micro enterprises in respective countries (Patten et al., 2001).  

 

Micro enterprises are a critical part of developing nations now. These enterprises are found 

in rural and urban areas alike, and a number of small business ventures initiated by the poor 

people can fall within the range of micro enterprises, such as trading stalls and retail stores, 

small manufacturers, transport providers, and services such as tailors and plumbers 

(Donner, 2007, p.4). Simply put, microenterprises in developing countries are usually 

engaged in the selling of both services and manufactured goods (Shreiner & Woller, 2003).   

 

3.2 Micro enterprises and Mobile Telecommunication 
 

Mobile telecommunication has brought Information and Communication Technology (ICT) 

within the reach of common people. Bangladesh was the pioneer in South Asia region to 

adopt cellular technology back in 1993 with the introduction of Advanced Mobile Phone 

System (AMPS). From 1996, the government started to give licenses to private 

telecommunication companies with the aim of making the technology affordable to the 

general people (BTRC, 2012).  

 

In Bangladesh, mobile telecommunication has created almost a revolution in terms of 

improving socio-economic condition of the country. As at December 2008, BTRC (2012) 

estimated that the monetary contribution of mobile industry to the country‟s economy was 

more than BDT 20,000 (Twenty Thousand) crore, which is equivalent to 3000 million USD 

(US Dollar). The industry also directly and indirectly provided employment for 

approximately 675,000 people (BTRC, 2012).  

 

Grameen Phone, one of the pioneers of mobile telecommunication in Bangladesh is closely 

associated with Grameen Bank, the company that introduced the idea of micro-credit and 

micro-enterprises. Following the footsteps of its social business sidekick, since the late 

90‟s, Grameen Phone has introduced several programs to enable rural people, especially 

women to create micro enterprises providing mobile telecommunication services (Islam, 

2005). The most notable being the Village Phone (VP) program. The VP works as an 

owner-operated pay phone that is given to a rural micro entrepreneur with loans from 

Grameen Phone. These village phone subscribers then start providing communication and 

IT services to others through the phone. The primary aim of the project was to gradually 

bring the full potential of information technology at the doorstep of rural people (Alauddin, 

2005). This program has created more than one million micro enterprises in Bangladesh by 

the end of 2004, with each owners earning $68 per month (Alauddin, 2005, p. 4). Given the 

success of the program, it was replicated within the country by other companies and even 

abroad (Donner, 2007).  
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Despite the vast contribution of micro enterprises in the economy through the use of mobile 

telecommunication technology, studies on this issue are hard to find.  Donner (2007, p. 6) 

have identified a few reasons behind the lack of academic attention to this particular field 

of study. Firstly, the small size and limited resources of micro enterprises precludes the use 

of ICT. Again, researchers often consider micro-enterprises within the range of small and 

medium-sized enterprises, which leads to misconceptions about this specific business 

sectors.  

 

Chandy & Narasimhan (2011, p.52-53) have mentioned three reasons in support of the 

argument that a better understanding about micro entrepreneurs (specifically within the 

sector of mobile telecommunication) is important. Firstly, the sheer number of micro 

entrepreneurs involved is the reason enough to make a relevant research important. For 

multinationals and big local businesses, micro entrepreneurs play an important role of 

distributors as they enable the goods and services to reach the remote corners of the 

country. They can even appear as tough competitors to large multinationals as they enjoy 

the advantage of responding better to the local needs. Secondly, the very concept of micro 

entrepreneurship holds enormous promise. It can provide a unique way of helping poor 

people to gradually come out of poverty line. If effectively implemented and encouraged, 

micro entrepreneurship can change the face of many economies. Lastly, academics are still 

in dark about micro entrepreneurs, more specifically about the growth of micro 

entrepreneurs. There hardly exists any systematic research on the question why some micro 

entrepreneurs outperforms others. 

 

Realizing the significance of studying the micro enterprises within the boundary of mobile 

telecom industry is important since it gives our academic journey a strong basement. The 

implication of mobile telecom industry in the context of Bangladesh carries great value. 

However, there is still a lack of studies on the rural micro entrepreneurs, and there is a huge 

absence of academic attention on urban micro entrepreneurs. The exact number of urban 

entrepreneurs providing mobile related services is unknown since many micro 

entrepreneurs do not have a formal business registration. However, as we have discussed 

earlier their impact on the economy of Bangladesh has been immense, and it still continues 

to grow. Mobile industry has changed the economic condition of a number of people 

regardless of where he/she is operating the business. As Chandy & Narasimhan (2011) 

noted, the growth of such micro entrepreneurs is still an unknown phenomena and what 

motivates a micro enterprise to grow more than the other is not yet academically studied. 

Here, we are attempting to understand the growth of a microenterprise operating in Urban 

Bangladesh with the help of a standard business growth model that fits with our situation 

and objective. The discussions about the model will be continued in the later sections of 

this chapter.   

 

3.3 Understanding Different Perspectives of Business Growth 
 

Small firm growth is a research area that has been gaining increasing attention in the last 

two decades (Smallbone & Massey, 2012, p. 46). However, having reviewed past 

literatures on small firm growth, Davidsson & Wiklund (2000) suggested that the issue is 

still not fully apprehended and the conceptual development is still in its infancy. They 

argued that a high level of fragmentation in terms of perspective is responsible for these 
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shortcomings. Wiklund et al. (2009) in their study have summarized the different 

perspectives of small business growth models. The five different perspectives are discussed 

below in relevance to our study. 

 

Perspective 1:  Entrepreneurial Orientation and Business Growth 

 

The first perspective is based on the relationship between Entrepreneurial Orientation (EO) 

and small business growth. This is a dominant perspective in terms of formulating small 

business growth models. Entrepreneurial activities are associated with business growth in a 

sense that it helps to get a clear picture on how a small firm grows. Despite being dominant, 

one major argument against the validity of such model is that the definition of 

entrepreneurial activities is still unclear (Davidsson et. al, 2002). Wiklund et al. (2009, 

p.353) has defined entrepreneurial activities or EO as a firm‟s strategic orientation, 

entrepreneurial aspects of decision making styles, methods and practices. Hence EO 

reflects how the owner operates the firm rather than the activities of the firm. As EO refers 

to the traits of the owner, it involves entrepreneurial characteristics such as risk taking, 

innovation, and proactiveness (Namen & Slevin, 1993; Wiklund, 1999; Zahra & Covin, 

1995). Despite the arguments against the models based on EO and small business growth, 

the positive relationship between different variables of EO and growth is well documented 

(Wiklund et al., 2009, P. 353). 

 

In addition to that, EO has become more relevant with today‟s business environment as an 

overarching construct that implies universally positive performance (Wiklund et al., 2009, 

P. 354). They have suggested, since the markets have become more competitive and 

uncertain in recent years, to flourish businesses need to constantly seek out new 

opportunities. In relation, EO can be quite important in this process. Moreover, Madsen 

(2007) suggested that sustaining or enhancing EO over a period of time is important to 

outperform the competitors.  

  

Perspective 2: Environment and Business Growth 

 

The environment of the firm provides growth opportunities. Environment refers to a 

number of contextual factors such as economies of scale, worker union, acceptance of 

innovation, and market maturity (Audretsch, 1995; Vivarelli & Audretsch, 1998; Baldwin 

& Gellatly, 2003). Baldwin & Gellatly (2003) suggested that the growth of a small business 

is closely related with market maturity. However in their study, environment is said to have 

to have an aggregated effect on all small firms, that is, same impact was recognized to 

affect all firms within the same industry, or particular market. 

  

Wiklund et al. (2009, p. 354) have mentioned that the environmental factors are difficult to 

distinguish while considering individual impact on the growth of small firms. Hence, it is 

advantageous to defining the environment with a number of dimensions that reflect 

subjective perception of the business owners. On the basis of such dimensions, business 

environment is categorized into two major types: Hostile and Dynamic (Wiklund et al., 

2009, p. 354). They suggested that dynamic environment is usually instable and creates a 

lot of changes. It also offers opportunities to grow. On the other hand, hostile environment 

creates impediments on firm growth either through increased rivalry or through reducing 
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demand. However, the authors recognized that a particular market can host heterogeneous 

environment within it.  Different segments of the same industry may have different task 

environment (Wiklund et al., 2009). 

 

Perspective 3: Strategic Fit and Business Growth  

 

Despite EO and environmental perspectives were given much importance in the 

organizational growth literature, it has to be noted that neither EO nor an attractive 

environment is always beneficial for the growth of a firm. It is emphasized that a firm 

basically needs to find out a strategic fit between the industry environment and the firm 

itself in order to thrive. The strategic orientation of a firm is closely associated with the 

high performance and growth variables (Wiklund et al., 2009, p. 355). For example, 

Moreno & Casillas (2008, p. 512) argued that EO can influence high performance of the 

firms operating in hostile environment, whereas it does not seem to have the same effect in 

benign environments. Wiklund et al. (2009, p. 355) suggests that the relationship between 

the EO and the growth is moderated by the strategic fit of the organization with the 

environment in which it operates.  

 

Perspective 4: Resources and Business Growth 

 

Alvarez & Busenitz (2001) suggested that resource-based theory can be important in order 

to understand the entrepreneurial phenomena. Resource-based theory advocates that there is 

a link between the resources controlled by a firm and its growth and performance (Wiklund 

& Shepherd, 2003), since the combination and deployment of the resources can be used to 

achieve competitive advantage (Connor, 1991).  

 

Dynamic capability is an important idea to understand the resource-based view. Dynamic 

capabilities of a firm refers to the organizational processes a firm uses to integrate, 

reconfigure, gain and release resources in order to either match with current market changes 

or to create new market change (Eisenhardt & Martin, 2000, p. 1107). These processes 

eventually open up new opportunities for the firm (Zahra et al., 2006). Hence, Wiklund et 

al. (2009, p. 356) suggested that it can be a prerequisite for the EO strategy. Contrary to 

that argument, Davidsson (2004) argued that which dynamic capabilities open up new 

opportunities of a firm is not yet clear.   

 

In our case, micro enterprises do not have the same level of access to the resources that 

larger enterprises enjoy. For example, micro enterprises usually do not take traditional bank 

loans. Hartarska & Gonzalez-Vega (2006) suggested that even small range firms have 

limited access to financial resources. Although, financial resources are the most important 

type of resources that make a firm capable of transforming its resources into other types of 

resources it needs (Wiklund et al., 2009, p. 356). Financial resources allow a firm to 

experiment with new strategies, innovating new products and services and ultimately in 

pursuing growth (Cooper et al., 1994).   

 

Referring back to the discussion about micro enterprises, we can see that financial 

resources are not abundant for these kinds of businesses.  Considering that there is 

comparatively less use of financial resources, the other types of resources then becomes 
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more important for micro enterprise growth. Firstly, the growth can be related to the human 

capital of the entrepreneurs (Cressy, 2006; Koeller & Lechler, 2006). Human capital refers 

to the individual capability of a person, and it is suggested that individuals with higher 

quality human capital are better performers (Becker, 1975). In the context of small business 

growth, human capital refers to the knowledge, skills and experience that are relevant or 

applicable for the growth of the business (Alvarez & Busenitz, 2001).  

 

Another construct of resource that is applicable for small and micro enterprise growth are 

the network resources. A working network of relationships is the result of considerable 

effort and is an important resource for the firm (Johanson & Vahlne, 2009, p. 1414). 

Entrepreneurial networks can be inter-organizational, intra-organizational and inter-

personal (Wiklund et al., 2009, p.357). Inter-organizational networks, especially, networks 

with other small firms (Higgins & Gulati, 2006) can be used to acquire new knowledge 

(Zahra & Bogner, 2000), financial capital (DeCarolis & Deeds, 1999) and market 

capabilities (Audretsch & Feldman, 2003). Johanson & Vahlne (2009), proponents of 

Uppsala internationalization theory, have shown that network is one of the most important 

factors for the effective growth of the firm in terms of internationalization process. 

  

Intra-organizational network is the relationship between the owner and the other members 

within the organization. Since, micro enterprises by definition have 5 or less employees 

including the owner, it is very unlikely that the intra-organizational network will have a 

significant impact on the growth of the firm.  However, Ensley et al. (2003) argued that a 

high levels of cohesion, shared leadership, and a common vision of the management have 

significant impact on the development of small firms.  

 

Lastly, interpersonal network can be referred to as the personal contacts of the entrepreneur 

that forms the social capital of the business (Bosna et al., 2004). Social capital refers to the 

institutions, the relationships, the attitudes and values that govern interactions among 

people and contribute to the economic and social development (Anderson et al., 2002, p. 

99). Sociologist Robert Putnam (1993, p. 167) identified social capital as an improvement 

agent for society through the coordination of actions taken for development. Johannisson 

(2000) also argued that social capital enhance an individual‟s access to new opportunities, 

capital, and other resources. However, this deterministic relationship between social capital 

and development has faced challenges recently as several sociological researches showed 

that there is a downside of social capital that can actually reverse the development process 

(Rankin, 2004, p. 4). 

 

Perspective 5: Growth Attitude and Business Growth 

 

Most researchers take it for granted that every business is aspired to grow - entrepreneurs 

always act to maximize their profit (Wiklund et al., 2009, p. 356). On the contrary to that 

perspective, it is documented that people start their own business for a variety of reasons 

other than maximizing profit (Roper 1999; Delmar, 1996). Growth can bring radical change 

in the characteristics of the business. The changes might not match with the initial goal and 

aim of the entrepreneur. Hence, the attitude of the owner can be closely related with the 

growth process of the firm (Wiklund et al. 2009, p. 357). Holding other growth factors 

constant, Wiklund et al. (2009, p. 357) argued that if the entrepreneur of the small business 
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shows a favorable attitude towards growth by performing the task that the firm requires to 

grow, the behavior of the owner can be characterized as having a positive attitude towards 

growth.  

 

3.4 An Integrative Model of Small Business Growth 
 

Wiklund et al. (2009) through their studies incorporated wide ranging perspectives of 

business growth in order to propose an integrative model for small business growth. The 

model is presented in figure 1. 

 

  

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 

 

 
Figure 1: Integrative Model of Business Growth (Wiklund et al., 2009, p. 359) 

 

3.4.1 Critic of the Model 
 

Though this model is an extensive effort to integrate different perspectives of small 

business growth, it has some internal inconsistencies. Firstly, the inter-relation among the 

variables are not clearly specified. For example, the role of heterogeneity and subsidiary on 
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business growth cannot be comprehended from this model. Presence of too many variables 

also creates confusion. There are also chances of reverse causality that might affect the 

outcome of the model. Reverse causality means the reverse effect of growth on the 

variables (Wiklund et al., 2009, p. 367). As we have discussed earlier, the model also 

incorporates five theoretical constructs that are prevailing in the existing literatures on 

business growth. However, these perspectives are not mutually exclusive, i.e. independent 

to each other. Hence, it is possible that using this model might lead to conflicting 

hypotheses (Wiklund et al., 2009, p. 367). 

   

However, understanding this model is crucial for the theoretical development of our study 

since this is among the very few models prevailing among the academic literatures that look 

to integrate a wide range of perspectives on small business growth. It also helps us to 

appreciate the model that we have used as the basic framework of our research (Moreno & 

Casillas, 2008). The causal growth model proposed by Moreno & Casillas (2008) is 

discussed in the next section.  

 

3.5 Business Growth Model of Moreno and Casillas   
 

In comparison with the integrated business growth model of Wiklund et al. (2009), the 

model proposed by Moreno & Casillas (2008) (figure 2) is much simpler and does not have 

many weaknesses that the previous model had. This model is designed to understand the 

cause-effect relationship between Entrepreneurial Orientation and Growth, and is tested on 

a long-term study. This model is simply focused on growth and only considers the variables 

that are related to growth, such as (i) Strategy, (ii) Expansion based on new products and 

technology, and also on new needs and markets (ii) Environmental dynamism and hostility, 

and (iv) Idle Resources. 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

  
 

 

 

 

Figure 2: Business Growth Model of Moreno & Casillas (2008, p. 520) 
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This model effectively incorporates many of the perspectives mentioned in the work of 

Wiklund et al. (2009), yet the relationships are easier to comprehend. Further elaboration of 

this model is provided in the following section.  

3.5.1 Explanation of the Model 
 

This model is designed to understand the overall influence of a firm‟s entrepreneurial 

orientation on its growth. The model concentrates only on the growth of the firm, and does 

not attempt to examine other dimensions of firm performance. According to Moreno & 

Casillas (2008), growth of a firm is a logical consequence of the behavior of the firm. The 

behavior can be defined with different Entrepreneurial Orientation (EO). Thus, this model 

attempts to set a relationship between Entrepreneurial Orientation and Growth which 

considers several intermediary variables. Four types of EO have been identified by 

Lumpkin & Dess (2001) which are innovativeness, proactiveness, risk taking and 

competitive aggressiveness. These types will be discussed later. The model describes that 

the growth of the firm is an outcome of what orientation a firm has among these four. The 

model further stretches that EO of a firm influences the strategy it follows. On the basis of 

the market strategy, the firm expands itself either with the introduction of new products and 

services or with geographical expansion. The cumulative effect of the firm‟s action with 

strategy and expansion eventually results in the growth. However, two other variables are 

also considered important for the overall growth in this model. Firstly, the dynamism and 

hostility of the environment creates impact on the strategy formulation of the firm. In a 

similar way, idle resources of the firm also influence the expansion decision as expanding 

the business requires additional capital (Moreno & Casillas, 2008).  

 

3.6 Modifications  
 

We found the model to be well-fitted with our research objective since it incorporates a 

wide range of growth perspectives and provides the scope for a comprehensive 

understanding of growth phenomenon for our chosen business sector. However, some 

modifications were deemed necessary for the better use of the model in the context of our 

specific study. After reviewing empirical studies, we formulated a simpler version of the 

model that excludes the two variables i.e. idle resources and environment. The modified 

model is presented in figure 3. 

 

3.6.1 Arguments for Modification 
 
 

Firstly, we are applying the model in a scenario that is fundamentally different from 

traditional business environment. As mentioned before, in the context of urban areas of 

Bangladesh, the micro enterprises are usually operated by people who lack financial capital. 

Hence, the resources that a micro enterprise utilizes to grow are not the same resources that 

other traditional businesses utilize. Moreover, our constraints in terms of time and available 

resources also discouraged us to pursue a highly ambitious endeavor that can explain the 

roles of all the variables Moreno & Casillas (2008) outlined in their original model.  
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Considering these factors, we have decided to modify the model. In the modified version of 

the model, we have considered only EO, Strategy and Expansion patterns as growth 

variables. This means that we are not including variables of Resource and Environment in 

our study. This modification was not an arbitrary choice; rather our decision about 

modification is backed by empirical argument.  

 

In the original model of Moreno and Casillas (2008) it can be seen that both the variables 

i.e. resource and environment are peripheral variables. Wiklund et al. (2009, p. 366), found 

that resources only have indirect effect on growth. In fact, the impact of resources is 

mediated by the EO construct. This finding is consistent with the findings of Eisenhardt & 

Martin (2000) who argued that resources are transformed into organizational and strategic 

processes in order to contribute to the growth. Since, we are considering both EO and 

Strategy in our model, leaving out resource variable from our study can thus be 

rationalized. 

 

Regarding the impact of environment, it is recognized that the environment of the business 

can have an impact on the growth (Wiklund et al., 2009). Covin et al. (2000) have argued in 

their seminal work that benign and hostile environment have different impact on the growth 

of the firms operating within it. Again, for each environmental set up, the impact is 

different on the pioneers (firms who introduce new products and services) and followers 

(firms who follow the pioneers). In line with these arguments, in our study we are going to 

assess the growth variable of micro enterprises that operates within a uniform environment 

i.e. benign or hostile. As per discussions of the study made by Covein et al. (2000), it can 

be inferred that the impact of the business environment of the micro enterprises operating in 

urban Bangladesh has to be more or less uniform in a given period. Thus, leaving out the 

environment factor as a moderating variable will not impact the validity of the model, 

unless we include firms operating in a different environment. However, we do recognize 

that a firm‟s position as a follower or pioneer can have significant impact on the growth, 

according to Covin et al. (2000). But when we are considering the strategy of a micro 

enterprise, the model is already incorporating a firm‟s strategy regarding pioneering new 

products and services or following others footsteps. Hence, it can be argued that even 

though we are not considering environmental factor as a variable, a firm‟s position within 

the environment is being taken into consideration in our model. 

  

In essence, EO is a central construct that reflect the impact of resources, environment and 

even the entrepreneur‟s attitude towards growth (Wiklund et al., 2009, p. 357). Thus, EO is 

serving in this model as a complementary variable for the two other variables (Resource 

and Environment) which we left out from the main model of Moreno and Casillas (2008).    

 

3.6.2 Critic of the Model 
 

We believe that the modifications we made are sufficiently backed up by empirical 

research. However, it is necessary to recognize that there are other arguments that go 

against the modifications we made. We considered EO to be the central variable in our 

model. But EO is not a universally positive variable for growth. In some cases, the impact 

of EO can be even detrimental to growth. For example, Covin & Slevin (1989) showed that 

under benign environmental conditions taking risky and innovative actions might lead to 
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slow down of the firm‟s growth. Though this notion of EO does not hold as a valid 

argument against the modifications we made. But it indicates a weakness of the model that 

it takes EO as the central construct for growth.  

 

Another weakness of the model is inherent within the premise of the model.  The model 

takes it for granted that all the businesses aspire for growth in terms of increased sales, 

revenue and profit. However, it can be possible that some entrepreneurs do not have this 

drive toward growth. Gundry & Welsch (2001) in their study suggests that many small 

business managers do not want to pursue growth. Particularly in our case, some micro 

entrepreneurs might be there who are satisfied with the present condition and deliberately 

trying to keep their business as it is. We have no way to identify such micro entrepreneurs.  

 

 

 

 

 
 
 
 
 
 

 
 
 
 
 
 

 

 

 

 
 

 
Figure 3: Our Modified Causal Model of Business Growth developed from the original model 

of Moreno & Casillas (2008, p. 520) 

 
In the following few sections, we will discuss about each of the variables of this modified 

model, consequently leading up to the formulation of the hypotheses for the study.   
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3.7 Entrepreneurial Orientation  
 

Academics are more or less on agreement about the effects of entrepreneurship, but the 

operationalization of entrepreneurship is still heavily debated. Entrepreneurship 

encompasses a number of different conceptualizations such as corporate venturing and 

strategic renewal; entry into new markets; traits of the individual and small firm; and 

various types of behavior by established firms (Lyon et al., 2000, p. 1056). To sort out this 

debate, Entrepreneurial Orientation was a ground breaking way of looking at 

entrepreneurship.  

 

Entrepreneurial Orientation refers to the „processes, practices, and decision-making 

activities that lead to a new entry‟ (Lumpkin & Dess, 1996, p. 136). In this definition, new 

entry referred to new entrepreneurial opportunity that emerges from a strategic choice and 

can be undertaken by a „purposeful enactment‟ (Lumpkin & Dess, 1996, p. 136). 

Significant amount of empirical evidence suggests that an EO is critical for the survival and 

growth of not only companies but also of nations (Morris, 1998). Lumpkin & Dess (2001, 

p. 431) have mentioned a number of EO dimensions in their work. Among these 

dimensions, the prominent ones are Innovativeness, Risk taking, Proactiveness, and 

Competitive Aggressiveness. Lumpkin & Dess (2001, p. 231) briefly described each of the 

dimensions which are given below: 

 

 Innovativeness: The willingness of an entrepreneurial firm to support creativity and 

introduction of new products or services through achieving technological leadership and 

research on new product development. Though, in our case, introduction of new 

product and services is a relevant issue, research and development for new products or 

technological leadership is not really relevant because micro enterprises do not own the 

capacity to come up with a new product through research.  

 

 Risk taking: It is the tendency of the firm to take bold decision such as expanding into 

unknown markets, making a decision with uncertain outcome or making huge loan. 

 

 Proactiveness: It is the behavior of the firm through which it seeks new opportunities 

and takes actions based on the assumptions about the future trend of the market. 

Proactive firms introduce new products or services before the others in the market.  

 

 Competitive aggressiveness: It denotes to the passion of a firm to outperform the 

participants in the same market.  

 

EO is different from entrepreneurship. Whereas entrepreneurship simply refers to the 

creation of a new venture, a firm‟s EO refers to the entrepreneurial process, namely how 

entrepreneurship is undertaken - the methods, practices, and decision-making processes 

used to act in an entrepreneurial way. Specifically, the firms can act independently 

(autonomy), encourage experimentation (innovativeness), take risks and initiative 

(proactiveness), and aggressively compete within their markets. Given they lack any of 

these traits, means that they have a weak EO (Lee & Peterson, 2004, p. 405). 
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Entrepreneurial orientation is documented to create significant impact on SME firms 

(Moreno & Casillas, 2008) and larger firms (Lumpkin & Dess, 2001). Hence we can infer a 

relationship between the EO of a microenterprise operating within the context of mobile 

telecom industry in urban Bangladesh to have impact on the overall growth of the firm. 

Thus we formulate the first hypothesis: 

 

Hypotheses 1 (H1): Type of EO of a micro-enterprise has significant relationship with the 

growth of the firm. 

 

3.8 Strategy 

 

To give a basic definition of entrepreneurial firms, Moreno & Casillas (2008) cited Covin 

& Slevin (1989) to mention that these firms are strategy-driven and the strategies are 

oriented towards innovation and growth through their capacity to take risks. Hence strategy 

is a fundamental feature of an entrepreneurial firm. Various typologies are available in 

business academic area that proposes different strategic typologies for firms (Porter, 1980; 

Miller, 1986).  

 

Firm-level strategy is commonly defined as „how an organization uses strategy to adapt 

and/or change aspects of its environment for a more favorable alignment‟ (Manu & Sriram, 

1996, p. 79). In our model, the authors of the original article (Moreno & Casillas, 2008) did 

not use the classical Porter or Miller typology on the basis of the argument that both the 

typologies are more suited for business-level, not for corporate level. However, to remain 

faithful to the model we also followed the typology Moreno & Casillas (2008) followed i.e. 

the strategic pattern proposed by Miles & Snow (1978).  

 

Arguably one of the well-received approaches to conceptualizing strategic orientation of a 

firm has been provided by Miles & Snow (1978). Miles & Snow (1978) categorized firms 

according to how they react to three key elements of what they referred to as “an adaptive 

cycle”. To define adaptive cycle concept, Miles & Snow (1978, p. 27) cited that “adaptive 

cycle is a general physiology of organizational behavior. By dealing with the organization 

as a whole, the adaptive cycle provides means of conceptualizing the major elements of 

adaptation and of visualizing the relationships among them”. According to their theory, 

firms could be connected to a specific strategic pattern depending on how they tackle their 

strategic management of product-markets (“the entrepreneurial problem”), systems for 

producing and distributing products (“the engineering problem”), and the development of 

organizational structure and processes to support decisions (“the administrative problem”).  

 

They developed a typology of four business strategies where all firms can be classed either 

as a “prospector”, “defender”, analyzer” or “reactor”. Morgan et al. (2003, p. 1411-1412) 

defined each of these strategic positions as below:  

 

 Prospector firms want to adopt a proactive action to gain competitive advantage and 

tend to exploit new opportunities in terms of both new product and new market. 
  

 Defender organizations want to maintain a stable position through their focus on 

protecting current market share and securing their product-market relationships. 
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 Analyzer firms are a hybrid of the first two types. These firms explore developments in 

product and try to find out market opportunities, but simultaneously secure key 

customers, products and skills.  
 

 Reactor organizations do not have any clear strategic position of their own. Rather they 

only respond to competitive circumstances and tend to follow others when forced to do 

so. 

 

Schul et al. (1995) suggets that firms‟ strategies may remain remarkably stable for long 

periods. A shift from one strategic orientation to another is pretty unlikely to occur even 

during the times of environmental upheaval (Morgan et al., 2003, p. 1411). Moreno & 

Casillas (2008) argued that prospector strategy is more growth oriented then analyzer, 

reactor and defender strategy in terms of growth orientation. Hence, according to that we 

can formulate the following hypothesis for the case of microenterprises facilitated by the 

mobile telecom industry of Bangladesh. 

 
Hypothesis 2 (H2): The strategy of the firm has a direct impact on the growth of the firm. 

 
3.9 Expansions 
 
In this model, growth has been described in another way, which is the expansion of the 

business in terms of expansion with new market or product. This basically refers to the 

growth strategies of Ansoff (1988). It is also known as product/market growth matrix 

which is a simple way of generating four basic possible directions for the strategic 

development of a firm (Ansoff, 1988). The matrix simplifies a firm‟s expansion choices in 

four ways - penetrating within its existing markets further with its existing products; 

developing new products for its existing markets; bringing its existing products into new 

markets; or pursuing full diversification by combining the development of new products 

and entering new markets (Toften & Hammervoll, 2011, p. 286).  

 
Johnson et al. (2008) explained Market Penetration as increasing a firm‟s market share of 

its existing markets by means of its existing product range. It helps a firm to explore its 

own market more with existing products. However, this strategy has two significant threats: 

first one is the retaliation from competitors since they will try to defend their market. The 

second one is the possibility of legal actions against the firm if it gains monopoly in the 

market (Toften & Hammervoll, 2011, p. 286). Product Development is the strategy of 

expanding with the modification of current product or development of new product 

(Johnson et al., 2008). This strategy is risky and usually requires huge investment (Toften 

& Hammervoll, 2011, p. 286). Market Development involves offering existing products to 

new markets, such as new segments, new users, or new geographic markets (Johnson et al., 

2008). The success of this strategy requires the firm to understand the new market better. It 

requires managerial and marketing skills (Toften & Hammervoll, 2011, p. 286). 

Diversification is a strategic choice that takes the firm away from both its existing markets 

and existing products (Johnson et al., 2008). This strategy radically increases the firm‟s 

scope and associated risks. It can bring higher profit as well (Toften & Hammervoll, 2011, 

p. 286). 
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Figure 4: Ansoff Strategy Matrix (Toften and Hammervoll, 2011, p. 286) 

Hence, basically a micro enterprise can grow only in two ways according to Ansoff 

strategy. Either the enterprise needs to introduce new product or service or it needs to enter 

new markets with geographic expansion. Miles & Snow (1978, cited in Moreno & Casillas, 

2008, p. 511) observed that „prospector firms will tend to grow through product-

development and market-development strategies, defender firms will prefer to grow 

through the strategy of market penetration and, finally, analyzer firms will tend to balance 

both types of growth strategies‟. That means the expansion pattern is related to the business 

strategy. Hence, we formulate the third hypothesis as: 

 

Hypothesis 3 (H3): The business strategy of the micro enterprise significantly influences 

the expansion pattern of the firm.  

 

3.10 Growth 
 

Business growth has no fixed definition as growth has been conceptualized in different 

ways and academia‟s used an array of subjective and objective variables to measure it 

(Davidsson & Wiklund, 2000). However, Weinzimmer et al. (1998, p. 235) have mentioned 

in the very first line of their pivotal article on organizational goal that „sales growth to be 

the most commonly identified measure of overall organizational performance‟.  
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In the classic business literature, Penrose (1959, p.1, cited in Achtenhagen et al., 2010, p. 

291) defined the phenomena of growth with two different connotations. From one 

perspective, growth refers to the increase in amounts such as sales volume, export, 

production etc. From another perspective, growth refers to improvement in quality of the 

organization. The authors termed it as „result of a process of development‟ (Penrose, 1959, 

p.1, cited in Achtenhagen et al., 2010, p. 291). From this definition, growth can be viewed 

as an „increase in amount‟ and as an „internal process of development‟. This indicates that 

to properly measure growth, both objective (increase in amount) and subjective (internal 

process) development are necessary. This observation is also reflected by several authors 

(Weinzimmer et. al. 1998; Achtenhagen et. al., 2010). However, Achtenhagen et. al (2010, 

p. 291) has observed that increase in amount is dominant growth measurement variable in 

the entrepreneurship field. They further mentioned that outcome-based indicators that 

denote an increase in size of amount are commonly used. 

 

To identify the most commonly used growth variables, Weinzimmer et al. (1998, p. 238) 

conducted a review on 35 articles published in nine prominent strategy, organization, and 

entrepreneurship journals between 1981 and 1992. They found out that sales or revenue is 

the most commonly used growth variable which appeared in 83% of the studies. The 

second most commonly used variable was number of employees, which was used in 17% of 

cases. In a similar attempt, Delmar (1997, p. 202) studied 55 empirical articles published 

between 1989 and 1996. He also found that most of the studies used turnover/sales as the 

measure of growth.  

 

Achtenhagen et al. (2010) suggested that using only objective growth variables might 

create a gap between the concept of growth of the practitioners and scholars. Instead, their 

study found that different growth variables are applicable for different companies and 

context (Achtenhagen et al., 2010, p. 311). In their model, Moreno & Casillas (2008) used 

subjective and objective growth variable. We will follow this to make our study compatible 

with the original model of Moreno & Casillas (2008) and also to increase the validity of the 

measurement of growth. Moreover, their model suggests that the overall effect of the 

Entrepreneurial Orientation, Strategy and Expansion Pattern has a significant role on the 

growth of the microenterprise. Hence, the final hypothesis is: 

 

Hypothesis 4 (H4): The overall effect of EO, Strategy and Expansion creates significant 

impact on the overall growth of the firm. 

 
3.11 Applying Analysis of Theoretical Framework  
 

In the following table (table 1), the variables that have been used in our study to formulate 

the hypotheses are mentioned with the respective question numbers (exactly as in the 

survey questionnaire), which were used to quantify the variables. The statistical 

measurement tools that we have used for the study are also mentioned so that the 

theoretical part can be clearly connected with our statistical analysis part (Chapter 4).   
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Table 1: Variable Analysis Framework 

Dependent 

Variable 

Independent 

Variable 

Measurement Tool Specific Questions 

Growth Entrepreneurial 

Orientation (EO) 
Bivariate Analysis and 

Regression Analysis 
5 and 6 (Objective 

Growth)  

7 (Subjective Growth) 

8 to 14 – EO 

Growth Strategy Bivariate Analysis and 

Regression Analysis 
5 and 6 (Objective 

Growth)  

7 (Subjective Growth) 

15 to 18- Strategy 

Expansion  Strategy Bivariate Analysis and 

Regression Analysis 
15 to 18- Strategy 

19 and 20 (Expansion 

by New Products and 

Services) 

21 and 22 

(Geographical 

Expansion)  

Growth  EO, Strategy and 

Expansion 
Bivariate Analysis and 

Regression analysis 
5 and 6 (Objective 

Growth)  

7 (Subjective Growth) 

8 to 14 – EO 

15 to 18- Strategy 

19 and 20 (Expansion 

by New Products and 

Services) 

21 and 22 

(Geographical 

Expansion) 
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Chapter 4: Empirical Findings and Analysis 
 

In this chapter we have presented the empirical findings of the primary data collected via 

our survey. It also entails the interpretation and some general discussions on our survey, 

which are most appropriate with our research objective and analysis. This survey was 

conducted through a quantitative method using questionnaire survey tool among 250 micro 

enterprises in Dhaka, Bangladesh. In retrospect we have presented the results of the 

demographic data and other relevant results regarding our research question.  

 

4.1 Tools for Data Analysis 
 

Data was analyzed using the IBM SPSS 19 in accordance with our research question. 

Descriptive, Bivariate and Regression analysis helped us to find out the number of 

respondents and response rates. Frequencies of different questions were analyzed through 

descriptive statistics of frequencies of SPSS.  

 

4.2 Demographic and Supportive Data Analysis 
 

These data allowed us to understand the demographic and subjective responses of our 

respondents. Questions 1 and 2 are related to the demographic condition of respondents 

and Questions 3 and 4 are supportive questions. The supportive questions were used to 

identify the micro entrepreneurs‟ business duration and starting capital. This information 

helped us to analyze the present condition of the business in comparison to the initial 

situation.  

 

4.2.1 Gender 
 

From our survey of 250 micro enterprises, we found that 96% of respondents (i.e. business 

owners) are male, whereas only 4% of the respondents are female. The basic interpretation 

is that most of the micro enterprises in Dhaka are owned by male (see Graph 1).  

 

 

 

 

 

 

 

 

 
 

  

Graph 1: Percentage of Male and Female Respondents 

As discussed in the earlier chapters, in rural Bangladesh the micro enterprises are mostly 

owned by women (Wahid, 1999, p. 99). But interestingly we found that there are only a 
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small number of women micro entrepreneurs operating in Dhaka (urban Bangladesh). This 

may be due to two reasons. Firstly, the women entrepreneurs that got support from telecom 

industry are not directly engaged in operating the business. Instead of her, someone from 

her family, basically a male is running the business. Secondly, our study is based on the 

urban area, and it is most likely that most of the women micro-entrepreneurs are sited in the 

rural areas of Bangladesh. Hereby, based on our findings and the above discussed reasons, 

it can be safe to conclude that the number of women entrepreneurs‟ are comparatively 

lower in the urban areas i.e. Dhaka.  

 

4.2.2 Age 
 

From our survey, we found that people aged from 31 to 40 are the ones that are mostly 

engaged in operating microenterprises in urban Bangladesh. On the other hand, the 

percentage of older people (50+) is fewer in case of micro enterprise operation. The 

descriptive analysis of frequencies shows that people who are aged less than 20 years 

accounts for 18.80 % of the micro entrepreneurs, and so on, as illustrated in Graph 2.  

 

 

 

 

 

 

 

 

 

 

   

 
 

Graph 2:  Microenterprise Owners on the basis of Age 

 

4.2.3 Length of Business 
 

In efforts to measure the growth, entrepreneurial role, strategy level and expansion patterns, 

we needed to consider those enterprises which have at least some years of maturity.  Hence 

in regard, as already mentioned in our methodology, we have chosen those businesses 

which have at least 3 years of maturity. 

 

The descriptive analysis of frequencies of length (years of operation) of business shows that 

only 10.4 percent respondents have 3 years of operation; 20% have been in operation for 4 

years; 27.6 percent have 5 years; 28.4 percent have 6 years; and only 13.6 percent have 

more than 6 years of maturity (see Graph 3). 
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Graph 3: Length of Business of Micro Enterprises enabled by Telecom Industry 

 

4.2.4. Starting Capital 
 

The descriptive analysis of frequencies shows that most of the firms have started with a 

small amount of money. As discussed earlier, the starting capital for a microenterprise in 

the context of USA is usually $15,000 (Langer, et al., 1999; Walker & Blair, 2002). Our 

study shows that starting capital for micro enterprises in urban Bangladesh is far less than 

that of developed countries like USA. According to our survey, 15.2% micro entrepreneurs 

started their business with less than 20,000 BDT, 30.4% started with 20,000 to 100,000 

BDT, 27.2% started with more than 200,000 BDT, and so on (see Graph 4). At current rate 

1 US Dollar equals to 81 BDT (Bangladeshi Taka) (http://www.xe.com/ucc/).  
 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Graph 4: Starting Capital of a Microenterprise in Dhaka (Amount in BDT) 

 

4.3 Analysis of Growth Variables 
 

4.3.1. Average Yearly Profit 
 

Our survey result reveals that the average yearly profit is high for micro enterprises that are 

enabled by mobile telecom sector. Most of the micro enterprises start with a low amount of 
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initial capital, but their average yearly profit is more than their initial investment in most of 

the cases. Our descriptive analysis of frequencies shows that only 8.4% of the micro 

enterprises earn less than 100,000 BDT as profit, 15.2% earn more than 400,000 BDT as 

their average yearly profit, and so on (see Graph 5).  [1 USD = 81 BDT] 

 

 
 
 
 
 
 
 
 
 
 

  

Graph 5: Average Yearly Profit (amount in BDT) 

 
4.3.2 Average Yearly Sales Revenue 
 

Micro enterprises that are enabled by the telecom sector are growing very fast in 

Bangladesh. The sales volume of micro enterprises is one example. As we found, while the 

initial capital investment of micro entrepreneurs was low, the sales volume is much higher 

in comparison to their initial investment. Our survey result shows that only 2 percent 

people have low amount of sales, but most of the microenterprises have relatively high 

volume of sales. We also found that 18.8 percent have 200,000 to 400,000 BDT yearly 

sales, 30.8% have 600,000 to 800,000 BDT sales, and 26.8% has more than 800,000 BDT 

sales, and so on (see Graph 6). 

 

 

 

 

 

 

 

 

 

 
  

  

  

  

Graph 6: Average Yearly Sales Revenue of Micro enterprises (amount in BDT) 
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4.3.3. Growth Rate 
 

As we have discussed in Chapter 3, growth can be viewed as an „increase in amount‟ and as 

an „internal process of development‟. Therefore, to properly measure growth, both 

objective (increase in amount) and subjective (internal process) development are necessary 

(Weinzimmer et. al. 1998; Achtenhagen et. al., 2010; Davidsson and Wiklund, 2000). Also, 

in the business growth model of Moreno and Casillas (2008), they used subjective and 

objective growth variables. Hence, we will follow this to make our study compatible with 

the model and to increase the validity of the measurement. 

 

As discussed earlier, micro enterprises are growing day by day. Their average yearly sales 

revenue and profit for first three years gives us an objective view of the growth. In addition, 

our subjective question about growth in our questionnaire gives us further clarity about the 

micro enterprise growth. We only found 3 respondents (1.2 percent) among 250 who are 

facing loss (see appendix 4). It can be concluded from this result that urban 

microenterprises supported by telecom sector are doing profitable business in urban 

Bangladesh.  

 

In regard to measuring the growth rate, we found that only 9.6 % indicated that they 

achieved minimum growth, whereas majority (43.2%) of them agreed that they have 

attained high growth, and 20.8% agreed that they have attained very high growth (see 

Graph 7).  
 

 

 

 

 

 

 

 

 

 

 

 

 
  

Graph 7: Growth Rate of Microenterprises in Urban Bangladesh 

 

4.4 Hypothesis Testing 
 

In the literature review we have already mentioned that the four dimensions of EO used in 

our study are Innovativeness (Q8 & Q9 in questionnaire), Risk taking (Q10 & Q11 in 

questionnaire), Proactiveness (Q12 & Q13 in questionnaire) and Competitive 

Aggressiveness (Q14 in questionnaire). So basically, Question 8 to 14 represents the overall 

EO in our questionnaire survey. To measure EO of the firm, we created a new variable in 

our SPSS data sheet named as „Overall EO‟ by computing all of the four dimensions of EO.  
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As discussed in the literature review, we measure growth of the firm in terms of objective 

and subjective measures. Basically Q5 related to profit and Q6 related to sales (in the 

survey questionnaire) represents the objective growth of the firm, whereas Q7 is related to 

the entrepreneurs‟ view of the subjective growth of their firm. To measure the growth of the 

firm we computed a new variable in SPSS named as „Overall Growth‟ form the 

aforementioned three questions in our survey. 

 

Also mentioned in our literature review, we have used four kinds of strategy dimensions i.e. 

Defender (Q15 in questionnaire), Prospector (Q16 in questionnaire), Analyzer (Q17 in 

questionnaire) and Reactor (Q18 in questionnaire). To calculate the overall strategy we 

computed a new variable in SPSS from those four strategy dimensions named as „Overall 

Strategy‟. 

 

Questions 19 & 20 in our questionnaire survey represent the expansion pattern of the firm 

through „new products and services’. Questions 21 & 22 represent the expansion pattern of 

the firm through „geographic location‟ (i.e. by opening new outlet). To measure the 

expansion pattern of the firm we compute all of these in SPSS and named it „Overall 

Expansion‟.  

 

4.4.1 H1: Type of EO of a micro enterprise has significant relationship with the 
growth of the firm. 
 

Descriptive Statistics: The descriptive statistics of entrepreneurial orientation and growth 

gives us the mean value and standard deviation of our survey. The following table (Table 2) 

shows the mean and standard deviation of our survey on the micro entrepreneurs in urban 

Bangladesh. 

 

 
Table 2: Descriptive Statistics of Entrepreneurial Orientation and Growth 

 

 

 N Minimum Maximum Mean Std. Deviation 

Growth (Subjective) 250 1 5 3.73 .939 

Sum of Objective Growth 250 1.00 5.00 3.3940 1.03927 

Overall  Growth 250 1.00 5.00 3.5053 .88531 

Sum of EO 250 1.86 5.00 3.9891 .56809 

EO-Innovation (Sum) 250 1.50 5.00 3.8780 .73776 

EO-Risk (Sum) 250 1.00 5.00 4.0620 .81721 

EO-Proactive (Sum) 250 2.00 5.00 4.1280 .64130 

Competitive Aggressiveness 250 1 5 3.79 1.079 

Valid N (listwise) 250     
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Correlation Measurement: To measure the significant relationship of Entrepreneurial 

Orientation (EO) with growth, we analyzed all combinations of EO with growth by 

Bivariate Analysis.  

 

Table 3 below is a summarized illustration of the correlation measurements, results and 

significance level. Findings indicate that all combinations of EO have significant impact on 

growth. Please see appendix 5 for the detailed version of Bivariate Correlation Analysis for 

EO and Growth.  

 
Table 3: Summarized Bivariate Correlation Analysis (Pearson) for EO and Growth 

Variables Results Sig (2-

tailed) 

Correlation 

Measurement 

Correlation between Overall 

EO and Overall Growth 

Significant 0.000 .544 

Correlation between EO 

(Innovation) and Overall 

Growth 

Significant 0.000 .478 

Correlation between EO 

(Risk) and Overall Growth 

Significant 0.000 .414 

Correlation between EO (Pro-

activeness) and Overall 

Growth 

Significant 0.000 .397 

Correlation between EO 

(Competitive aggressiveness) 

and Overall Growth 

Significant 0.000 .251 

  
Regression Analysis: From the correlation analysis we found that overall EO has 

significant impact on overall growth. For better understanding about the casual effect of 

one variable with other variable we proceed to regression analysis. It helps us to quantify 

the degree of effect on one independent variable with another dependent variable (Kent, 

2007, p 367). As mentioned earlier, we have differentiated growth into two factors 

(subjective and objective) for the purpose of our analysis. Accordingly, objective growth 

represents the sales and profit function of the micro enterprises, whereas subjective growth 

represents the entrepreneur‟s own view towards their growth. 

  

Objective Growth: In the linear regression analysis, the value for significance came out to 

be 0.00 which is statistically significant at 95% confidence level (Table 4). It means overall 

EO of the firm has a significant relationship with the objective growth of the firm. The 

positive beta coefficient (B) 0.867 tells us EO has positive impact on Growth and the value 
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of coefficient (R square) 0.230 means that 23% of objective growth is explained by overall 

EO of the firm. 

 
Table 4: Relationship between EO and Objective Growth 

 

 
 

 
 
 

 
 
 

 
 
 

 
ANOVA

b 

 

Model 

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regression 61.722 1 61.722 73.870 .000
a
 

Residual 207.219 248 .836   

Total 268.941 249    

a. Predictors: (Constant), Sum of EO 

b. Dependent Variable: Sum of Objective Growth 
 

 
 
 
 
 

Coefficients
a 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) -.102 .411  -.249 .804 

Sum of 

EO 

.876 .102 .479 8.595 .000 

a. Dependent Variable: Sum of Objective Growth 
 

 

Subjective Growth: By the linear regression analysis of our survey data we found that 

significance level is 0.000 (Table 5). It means overall EO of the firm has a significant 

relationship with the subjective growth of the firm. The positive beta coefficient (B) 0.789 

tells us EO has positive impact on Growth and the value of coefficient (R square) 0.228 

means that 22.8% of subjective growth is explained by overall EO of the firm. 

 
 

 

Model Summary 
 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .479
a
 .230 .226 .91409 

a. Predictors: (Constant), Sum of EO 
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Table 5: Relationship between EO and Subjective Growth 

 

 

Model Summary 
 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .477
a
 .228 .225 .827 

a. Predictors: (Constant), Sum of EO 

 
 
 

ANOVA
b 

 

Model 

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regression 50.028 1 50.028 73.207 .000
a
 

Residual 169.476 248 .683   

Total 219.504 249    

a. Predictors: (Constant), Sum of EO 

b. Dependent Variable: Growth 

 
 

 
 

Coefficients
a 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) .580 .372  1.562 .120 

Sum of 

EO 

.789 .092 .477 8.556 .000 

a. Dependent Variable: Growth 

 

From the above analysis we found that EO has a significant relationship with both the 

subjective and objective growth of microenterprise, also EO and growth are significantly 

correlated. Hence, based on the statistical analysis Hypothesis 1: Type of EO of a micro 

enterprise has significant relationship with the growth of the firm, can be accepted. 

 
4.4.2 H2: The strategy of the firm has a direct impact on the growth of the firm 
 

Descriptive Statistics: Table 6 shows our survey result for strategy and growth of micro 

enterprises in Bangladesh. The mean value and the standard deviation of growth and 

strategy are also presented in the table. 
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Table 6: Descriptive Statistics of Strategy and Growth 

 

 N Minimum Maximum Mean Std. Deviation 

Overall  Growth 250 1.00 5.00 3.5053 .88531 

Sum of Strategy 250 2.00 5.00 3.3910 .48870 

Defend by Slow Growth 

Strategy 

250 1 5 2.04 1.135 

Introducing New Services 

and Areas For Expansion 

250 1 5 3.90 .816 

Analysis of Market Trends 

for Suitable Actions 

250 1 5 3.95 .846 

Check Competitors and 

Follow 

250 1 5 3.68 .937 

Valid N (listwise) 250     

 

Correlation Analysis: To analyze our second hypothesis (H2), we divide our strategy into 

several parts according to our questionnaire.  After bivariate analysis of our survey result, 

we found that all the dimensions of strategy have significant relationship with the growth 

(Table 7). Also the negative correlation (-0.197) between defender strategy and overall 

growth represents that if micro entrepreneurs follow defender strategy then their business 

growth will slow down. Please see appendix 6 for the detailed version of Bivariate 

Correlation Analysis for Strategy and Growth. 

 
Table 7: Summarized Bivariate Correlation Analysis (Pearson) for Strategy and Growth 

 

Variables Results Sig.(2-

tailed) 

Correlation 

Measurement 

Correlation between Overall 

Strategy and Overall Growth 

Significant 0.000 .313 

Correlation between 

Defender Strategy and 

Overall Growth 

Significant 0.002 -.197 

Correlation between 

Prospector Strategy and 

Overall Growth 

Significant 0.000 .338 

Correlation between Analyzer 

Strategy and Overall Growth 

Significant 0.000 .394 

Correlation between Reactor Significant 0.000 .240 
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Strategy and Overall Growth 

 

Regression Analysis: For the purposes of analysis we divide growth into two factors i.e. 

subjective growth and objective growth. Objective growth represents the sales and profit 

function of microenterprises, whereas subjective growth represents the entrepreneur‟s view 

toward their growth.  

 

Objective Growth: The linear regression analysis of our survey (Table 8) shows that 

overall strategy of the microenterprises significantly influences the objective growth of the 

firm because significance which is significant at 95% confidence level. Beta coefficient 

.653 represents the positive relationship and coefficient R 0.094 tells us that 9.4 percent of 

the variation in the objective growth data is explained by overall strategy of the 

microenterprises.  

 
Table 8:  Relationship between Strategy and Objective Growth 

 

Model Summary 
 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .307
a
 .094 .091 .99098 

a. Predictors: (Constant), Sum of Strategy 
 

 

 
 

 

ANOVA
b 

 

Model 

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regression 25.396 1 25.396 25.860 .000
a
 

Residual 243.545 248 .982   

Total 268.941 249    

a. Predictors: (Constant), Sum of Strategy 

b. Dependent Variable: Sum of Objective Growth 

 
 

Coefficients
a 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 1.178 .440  2.676 .008 

Sum of 

Strategy 

.653 .129 .307 5.085 .000 

a. Dependent Variable: Sum of Objective Growth 

 
 



Page | 46  

 

Subjective Growth: The linear regression analysis of our survey (Table 9) shows that 

overall strategy of the microenterprises significantly influences the subjective growth of the 

firm. Beta coefficient 0.392 represents the positive relationship and coefficient R 0.042 tells 

us that 4.2 percent of the variation in the subjective growth data is explained by overall 

strategy of the microenterprises. 

 
Table 9: Relationship between Strategy and Subjective Growth 

 

Model Summary 
 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .204
a
 .042 .038 .921 

a. Predictors: (Constant), Sum of Strategy 
 

 
 

ANOVA
b 

 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 9.159 1 9.159 10.799 .001
a
 

Residual 210.345 248 .848   

Total 219.504 249    

a. Predictors: (Constant), Sum of Strategy 

b. Dependent Variable: Growth 
 

 

Coefficients
a 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 2.397 .409  5.859 .000 

Sum of 

Strategy 

.392 .119 .204 3.286 .001 

a. Dependent Variable: Growth 

 

So from our analysis we found that both subjective and objective growths of 

microenterprises are influenced by the strategy of the firm. Also from the correlation 

analysis we found that strategies have significant impact on growth. Hence Hypothesis 2: 

The strategy of the firm has a direct impact on the growth of the firm, can be accepted.  

 

4.4.3 H3: The business strategy of the micro-enterprise significantly influences 
the expansion pattern of the firm.  
 

Descriptive Statistics: By the bivariate analysis of our survey result we found the following 

result about mean and standard deviation of strategy and expansion pattern. The statistics 

are provided in table 10.  
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Table 10: Descriptive Statistics of Strategy and Expansion Pattern 
 

 

 N Minimum Maximum Mean Std. Deviation 

Sum of Strategy 250 2.00 5.00 3.3910 .48870 

Sum of Expansion 250 1.00 4.25 2.5610 .63017 

Defend by Slow Growth 

Strategy 

250 1 5 2.04 1.135 

Introducing New Services and 

Areas For Expansion 

250 1 5 3.90 .816 

Analysis of Market Trends for 

Suitable Actions 

250 1 5 3.95 .846 

Check Competitors and Follow 250 1 5 3.68 .937 

Sum of Expansion by Service 250 1.00 5.00 3.4540 .86364 

Sum of Expansion by 

Geographic Location 

250 1.00 4.50 1.6680 .70553 

Valid N (listwise) 250     

 

Correlation Measurement: To analyze the correlation between strategy and expansion we 

found out the correlation between the four types of strategies and the two types of 

expansion patterns that we used in our questionnaire. As shown in the summarized table 

below: overall strategy has significant impact on overall expansion, also that defender, 

prospector, analyzer, reactor strategy have significant impact on expansion by product and 

services. But those strategies have insignificant impact on expansion by geographic 

location. Please see appendix 7 for the detailed version of Bivariate Correlation Analysis 

for Strategy and Expansion. Defender strategy and expansion by new product and services 

are negatively correlated. Also defender strategy and expansion by geographical location 

are negatively correlated i.e. those enterprises follow defender strategy try to avoid 

expansion pattern by products and service and geographical location.  

 
Table 11: Summarized Bivariate Correlation Analysis (Pearson) for Strategy and Expansion   

 

Variable Results Sig. 

(2-

tailed) 

Correlation 

Measurement 

Correlation between 

Overall Strategy and 

Overall Expansion 

Significant 0.000 .304 

Correlation between 

Defender Strategy 

and Expansion by 

New Products and 

Significant 0.011 -.160 
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Services 

Correlation between 

Defender Strategy 

and Expansion by 

Geographical 

Location 

Insignificant 0.752 -.020 

Correlation between 

Prospector Strategy 

and Expansion by 

New Products and 

Services 

Significant 0.000 .267 

Correlation between 

Prospector Strategy 

and Expansion by 

Geographical 

Location 

Insignificant 0.378 .056 

Correlation between 

Analyzer Strategy 

and Expansion by 

New Products and 

Services 

Significant 0.000 .428 

Correlation between 

Analyzer Strategy 

and Expansion by 

Geographic location 

Insignificant 0.077 .112 

Correlation between 

Reactor Strategy and 

Expansion by New 

Products and 

Services 

Significant 0.000 .356 

Correlation between 

Reactor Strategy and 

Expansion by 

Geographic Location 

Insignificant 0.438 .049 

 

Regression Analysis: To analyze this hypothesis we divided our expansion pattern in two 

aspects: expansion by new product and service and expansion by geographical criteria. 

Expansion by New Product and Services: By the liner regression analysis (Table 12) we 

found that significance level is less than 0.05 indicating a significant relationship between 
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the business strategy and the variable of expansion by new products and services. Beta 

coefficient is 0.662 which is positive and coefficient R square is 0.140. It means 14% 

variation in expansion by services can be explained by strategy. 
 

Table 12: Relationship between Strategy and Expansion by New Products and Service 

 
 

 

Model Summary 
 
 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .375
a
 .140 .137 .80235 

a. Predictors: (Constant), Sum of Strategy 
 

 
 

 

ANOVA
b 

 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 26.067 1 26.067 40.491 .000
a
 

Residual 159.654 248 .644   

Total 185.721 249    

a. Predictors: (Constant), Sum of Strategy 

b. Dependent Variable: Sum of Expansion by New Products and Services 
 

 
 
\\\\\ 

Coefficients 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 1.209 .356  3.392 .001 

Sum of 

Strategy 

.662 .104 .375 6.363 .000 

a. Dependent Variable: Sum of Expansion by New Products and Services 

 
 

Expansion by Overall Geographic Location: By the liner regression analysis (Table 13) 

we found that significance level is 0.186 which is not statistically significant since the value 

is higher than .05 (at 95% confidence) or at .10 (at 90% confidence). So strategies of 

Microenterprises have no significant relationship with the expansion by location.  The beta 

coefficient 0.121 is still positive but very low. It means that some micro entrepreneurs 

believe in expansion by location but most of them reject it. Also the value of coefficient R 

square is 0.007 that means 0.7 percent variation can be allowed. So we cannot accept this 

condition. 
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Table 13: Relationship between Strategy and Expansion by Geographic Location 

Model Summary 
 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .084
a
 .007 .003 .70445 

a. Predictors: (Constant), Sum of Strategy 
 

 
 

ANOVA
b 

 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression .872 1 .872 1.758 .186
a
 

Residual 123.072 248 .496   

Total 123.944 249    

a. Predictors: (Constant), Sum of Strategy 

b. Dependent Variable: Sum of Expansion by Geographic Location 
 

Coefficients 
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 1.257 .313  4.017 .000 

Sum of 

Strategy 

.121 .091 .084 1.326 .186 

a. Dependent Variable: Sum of Expansion by Geographic Location 

 

From the analysis we found that expansion by new products and service is influenced by 

strategy of micro enterprises in urban Bangladesh, however expansion by geographic 

location is not influenced by the strategy. Also from the bivariate analysis of correlation we 

found that strategy used by the micro enterprise significantly influences expansion by 

product and services, but expansion by geographical location insignificantly influences 

strategies. Therefore Hypothesis 3: the business strategy of the micro enterprise 

significantly influences the expansion pattern of the firm, is not supported.  

 

4.4.4 H4: Overall effect of EO, Strategy and Expansion creates significant impact 
on the overall growth of the firm. 
 

Descriptive Statistics: Table 14 shows the overall effect of EO, Strategy, and Expansion on 

overall growth of the micro enterprises in Bangladesh. The table also illustrates the mean 

value and standard deviation of our survey result.  
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Table 14: Descriptive Statistics of Overall EO, Strategy, Expansion and Growth 

 

 N Minimum Maximum Mean Std. Deviation 

Overall Effect of EO, 

Strategy and Expansion 

250 1.88 4.37 3.3137 .40575 

Overall  Growth 250 1.00 5.00 3.5053 .88531 

Sum of EO 250 1.86 5.00 3.9891 .56809 

Sum of Strategy 250 2.00 5.00 3.3910 .48870 

Sum of Expansion 250 1.00 4.25 2.5610 .63017 
Valid N (list wise) 250     

 

Correlation Measurement: From the summarized table (Table 15) of bivariate correlation 

analysis we can see that overall EO has significant impact on overall growth, overall 

strategy has significant impact on overall growth, and overall expansion has significant 

impact on overall growth. Also the overall effect of EO, Strategy and Expansion has 

significant impact on overall growth. Please see appendix 8 for the detailed version of 

Bivariate Correlation Analysis for Overall Effect of EO, Strategy, and Expansion on 

Growth. 

 
Table 15: Summarized Bivariate Correlation Analysis (Pearson) for Overall Effect of EO, 

Strategy, and Expansion on Overall Growth 

 

Correlations Results Sig. 

(2-

tailed) 

Correlation 

Measurement 

Correlation 

between 

Overall Effect 

of EO, 

Strategy & 

Expansion 

and Overall 

Growth 

Significant 0.000 .551 

Correlation 

between 

Overall EO 

and Overall 

Growth 

Significant 0.000 .544 

Correlation 

between 

Overall 

Strategy and 

Overall 

Significant 0.000 .313 
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Growth 

Correlation 

between 

Overall 

Expansion 

and Overall 

Growth 

Significant 0.000 .331 

 

Regression Analysis: For analysis we divided growth into factors (subjective growth and 

objective growth). Objective growth represents the sales and profit function of 

microenterprises, and subjective growth represents the entrepreneur‟s view toward their 

growth.  

Objective Growth: By the linear regression analysis of our survey data we found that the 

value of significance level is statistically significant at 95% confidence level (Table 16). It 

means Overall effect of EO, strategy and expansion of the firm has a significant 

relationship with the objective growth of the firm. The positive beta coefficient (B) 1.334 

tells us EO, Strategy and Expansion have positive impact on Growth and the value of 

coefficient (R square) 0.271 means that 27.1% of objective growth is explained by overall 

effect EO, strategy and expansion of the firm. 

Table 16: Overall effect of EO, Strategy and Expansion on Objective Growth 

 

Model Summary 
 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .521
a
 .271 .268 .88904 

a. Predictors: (Constant), Overall Effect of EO, Strategy 

and Expansion 

 
ANOVA

b 

 

Model 

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regression 72.925 1 72.925 92.265 .000
a
 

Residual 196.016 248 .790   

Total 268.941 249    

a. Predictors: (Constant), Overall Effect of EO, Strategy and Expansion 

b. Dependent Variable: Sum of Objective Growth 
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Coefficients
a 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) -1.026 .464  -2.213 .028 

Overall Effect of EO, 

Strategy and Expansion 

1.334 .139 .521 9.605 .000 

a. Dependent Variable: Sum of Objective Growth 

 

Subjective Growth: By the linear regression analysis of our survey data we found that the 

relationship between subjective growth and the Overall effect of EO, strategy and 

expansion pattern is statistically significant (Table 17). It means Overall effect of EO, 

Strategy and Expansion of the firm has a significant relationship with the subjective growth 

of the firm. The positive beta coefficient (B) 0.936 tells us EO, Strategy and Expansion 

have positive impact on Growth and the value of coefficient (R square) 0.164 means that 

16.4 percent of Subjective growth is explained by overall effect EO, strategy and expansion 

of the firm. 

 
Table 17: Overall effect of EO, Strategy and Expansion on Subjective Growth 

 

Model Summary 
 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .405
a
 .164 .160 .860 

a. Predictors: (Constant), Overall Effect of EO, Strategy 

and Expansion 
 

 

 

 

 

 

 
 

ANOVA
b 

 

Model 

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regression 35.933 1 35.933 48.544 .000
a
 

Residual 183.571 248 .740   

Total 219.504 249    

a. Predictors: (Constant), Overall Effect of EO, Strategy and Expansion 

b. Dependent Variable: Growth 
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Coefficients
a 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) .626 .449  1.395 .164 

Overall Effect of EO, 

Strategy and Expansion 

.936 .134 .405 6.967 .000 

a. Dependent Variable: Growth 

 

So from the analysis we found that the Overall effect of EO, Strategy and Expansion 

creates significant impact on both subjective and subjective growth of the micro enterprises 

in urban Bangladesh. Also, the Overall effect of those has significant impact on overall 

growth. Hence, Hypothesis 4: the overall effect of EO, Strategy and Expansion creates 

significant impact on the overall growth of the firm, can be accepted.    

 
Supporting Correlation Analysis 

As summarized in table 18, we found that EO (Innovativeness) has significant impact on 

micro enterprise expansion through products and services, as well as expansion through 

geographical location. EO (Risk) has significant impact on expansion through product and 

services only but has insignificant impact on expansion through geographic location. In 

case of EO (Proactiveness), we found that it has significant relation with the expansion 

through products and services but insignificant relation with the geographic expansion. It 

means that entrepreneurial orientation does not affect geographic expansion in case of 

micro enterprises in urban Bangladesh. Our survey shows same result for EO (Competitive 

Aggressiveness) and expansion pattern. EO (Proactiveness) has significant relation with the 

expansion through products and services but insignificant relation with the geographical 

expansion. Also, expansion by products and services significantly influences both 

subjective and objective growth of micro enterprises, but expansion by geographic location 

does not significantly influence microenterprise‟s subjective growth. It only influences the 

objective growth of the firm. Please refer to appendix 9 for the detailed statistical analysis 

of supporting variables to describe hypotheses. 

 
Table 18: Summarized Bivariate Correlation Analysis (Pearson) for Supporting Variables to 

Describe Hypotheses 

 

Variables Sig. (2-

tailed) 

Results Correlation 

Measurement 

Correlation between EO 

(Innovativeness) and Expansion 

through New Products & Services 

0.000 Significant 0.355 

Correlation between EO 

(Innovativeness) and Expansion 

0.013 Significant 0.157 
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through Geographical Location 

Correlation between EO (Risk) 

and Expansion through New 

Products & Services 

0.001 Significant 0.200 

Correlation between EO (Risk) 

and Expansion by Geographic 

Location 

0.814 Insignificant 0.015 

Correlation between EO 

(proactiveness) and Expansion by 

New Product & Services 

0.005 Significant 0.176 

Correlation between EO 

(proactiveness) and Expansion by 

Geographic Location 

0.875 Insignificant 0.010 

Correlation between EO 

(competitive aggressiveness) and 

Expansion by New Product and 

Services 

0.000 Significant 0.274 

Correlation between EO 

(competitive aggressiveness) and 

Expansion by Geographic 

Location 

0.098 Insignificant 0.105 

Correlation between Expansion 

by New Product & Services and 

Subjective growth 

0.001 Significant 0.210 

Correlation between Expansion 

by New Product & Services and 

Objective Growth 

0.000 Significant 0.308 

Correlation between Expansion 

by Geographic Location and 

Subjective Growth 

0.168 Insignificant 0.087 

Correlation between Expansion 

by Geographic Location and 

Objective Growth 

0.000 Significant 0.223 
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Chapter 5: Conclusion and Recommendations 
 

In this chapter we will provide an overview of the findings from our research. In the 

beginning of this chapter we will provide the research findings, and will recommend 

themes for further research which is relevant with our study. Moreover, we will also 

discuss the managerial and theoretical implications of our research. Finally, we will 

present our limitations of this thesis work. 

 
5.1 Conclusion 
 

The objective of this study was to examine the growth of micro enterprises facilitated by 

the mobile telecom industry in urban Bangladesh. The primary question that we addressed 

was, “What role do mobile service operators play in the growth of micro enterprises in 

urban Bangladesh?” 

 

There are a few business growth models available that attempted to explain the 

phenomenon of why a business grows and how it grows. However, after going through a 

number of models, we have selected a model developed by Moreno & Casillas (2008) 

which focuses on the casual relationship between the growth of small business and a 

number of variables i.e. EO, Strategy, Expansion, Environment and Resource. To make this 

model suitable with our research and scope, we modified the model and used EO, Strategy 

and Expansion as the growth variables.  

 

After going through the data collection and analysis process, we have found that there are 

strong relationships among the variables chosen for the model and business growth. 

Henceforth, we interpret our results against the theoretical part and come to some important 

findings which can be quite important for the mobile telecom companies to influence the 

growth of micro enterprises and the micro entrepreneurs themselves. 

 

The first variable of our model is Entrepreneurial Orientation (EO). In the theoretical 

discussion, we have defined Entrepreneurial Orientation as the processes, practices and 

decision making activities that makes the way for a new entry in the business (Lumpkin & 

Dess, 1996, p. 136). In our analysis we found significant relationship between EO and 

growth both in terms of subjective and objective measures. On the contrary, Moreno & 

Casillas (2008, p. 520) did not find any significant direct relationship between EO and 

growth. The difference in these two results signifies the difference in the business 

environment and business type. Since the study of Moreno & Casillas (2008) was on small 

business and we are here focusing on micro enterprises, it is expected that the results will 

not be uniform.  

 

However, Moreno & Casillas (2008, p. 521) has mentioned that EO and growth are 

positively related through the moderating effect of other variables.  They specially 

emphasized on expansion through new product introduction to have a strong moderating 

effect on growth through EO. This finding is similar to our result as we found that 

expansion through the introduction of new products and services have a significant impact 

on growth, whereas expansion in terms of geographic location was not found to have any 
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significant effect on growth. When we looked into the different constructs of EO 

(Innovativeness, Risk taking, Proactiveness, and Competitive Aggressiveness) and 

measured the correlation of each construct with the expansion strategy, we noticed another 

interesting finding. Our analysis revealed that both the expansion strategies (through new 

product or service and through geographic expansion) have significant correlation with all 

four types of EO only with three exceptions. Correlation between Proactiveness and 

Expansion by Geographic Location, correlation between Competitiveness and Expansion 

by Geographic Location, and correlation between Risk and Expansion by Geographic 

location were found to be insignificant. To interpret this result we can simply put that if a 

micro enterprise is risk taking, proactive and competitive, it might not necessarily need to 

expand the business through opening new outlets elsewhere.  

 

Our second variable in the model was strategy. Referring back to the theoretical 

framework, we can see that a firm-level strategy refers to how an organization adapts 

and/or changes aspects of its environment to make a more favorable alignment (Manu & 

Sriram, 1996, p. 79). To formulate the construct of strategy we followed Moreno & Casillas 

(2008) as they used four strategic orientations: Prospector, Defender, Analyzer and Reactor. 

In their study, they found that prospector strategy influences the product centric expansion 

strategy, and the relationship between strategy and expansion in terms of geographic 

extension was not found to be significant. Our findings in this regard were completely 

parallel to the results of Moreno & Casillas (2008). We found that the relationship between 

each strategic construct and expansion by product and services were significant. On the 

other hand, none of the correlations between the strategic constructs and expansion by 

geographic location was found to be significant. Hence, we can reach the decision that 

strategy of a micro enterprise has nothing to do with the geographic expansion of the firm.  

 

Our third variable in the model was expansion strategy of the firm. We defined expansion 

of a firm in two ways, following the matrix of Ansoff (1988): expansion by introducing 

new products and services and expansion through geographic location i.e. by opening up 

new outlets in other places. We have already discussed about the relationship between 

expansion pattern and the constructs of EO and strategy. From our analysis we found that 

expansion by offering new products and introducing new services is strongly influenced by 

the strategy of the micro enterprise. However, expansion by opening new outlets has no 

significant relationship with strategy. That means geographic expansion pattern of micro 

enterprises is not dependent on the strategy of the firm and vice versa. Business strategy has 

no significant role on the expansion pattern of the firm.  

 

Thus the question remains what influences the expansion pattern then. In this regard, we 

can remember that we have ignored environment and resources from our model. It can be 

suggested that both or either of the two variables might have something to do with the 

expansion pattern. Referring back to chapter three, we see that Wiklund et al. (2009, p.366) 

suggested that the resources have indirect effect on growth, which means resources impact 

growth through another variable. When resources are considered as being a moderating 

variable on growth, presence of another variable can be assumed. Which means the impact 

of resources can get transformed through another variable to have eventual impact on 

growth. In line with that argument, Eisenhardt & Martin (2000) also showed that resources 

are transformed into organizational strategic processes in order to contribute to growth. In 
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case of micro enterprises operating in urban Bangladesh, there is a strong possibility that 

resources as a variable of growth contributes to the growth of the firm by being transformed 

into expansion strategy since it takes capital and other resources to expand a micro 

enterprise.  

 

As we have discussed earlier, most of the initiatives taken by the mobile telecom industry 

are focused on facilitating the growth of women entrepreneurs in rural Bangladesh 

(Gatewood & Boko, 2009; Islam, 2005). Interestingly result from our demographic study 

indicates that most of the micro enterprises in urban Bangladesh (i.e. Dhaka) are owned and 

operated by male (96% male and 4% female). As we already mentioned in chapter 4, there 

could be two reasons behind it: (i) women entrepreneurs that got support from telecom 

industry are not directly engaged in operating the business; instead a male from the family 

is operating the business, and (ii) most of the telecom sector enabled women micro 

entrepreneurs are sited in the rural areas of Bangladesh. It can also be an indication that the 

telecom companies are not taking enough initiatives to encourage women in the urban areas 

of Bangladesh to engage in micro entrepreneurial activities.  

 

As discussed, the whole model is constructed around growth. We measured growth both in 

objective and subjective terms. Achtenhagen et al. (2010, p. 291) defined growth with two 

different connotations, such as: increase in amount and improvement in quality. In our 

analysis we found that there is a significant overall impact of EO, Strategy and Expansion 

pattern on the growth of a micro enterprise both in terms of objective and subjective 

measurement. Comparing to the study of Moreno & Casillas (2008, p. 521), we see that the 

authors found that growth can be explained by the expansion pattern and strategy of the 

organization. More specifically, growth is observed to be more intense when an expansion 

strategy through the introduction of new product and service is used. This result matches 

with our analysis as we mentioned before.  

 

In the model (figure 5), on the basis of our findings, we propose that EO should be 

considered as an important construct with all of the four dimensions.. 

 
 

 

 

 

 

 

 

 

 

 

 
Figure 5: Our Proposed Business Growth Model for Micro-enterprises in Urban 

Bangladesh  

The four dimensions of EO should guide strategy formulating process of the micro 

enterprise and the strategy needs to address the issue of expanding the business through the 

EO 

Innovativeness 

Risk taking 

Proactiveness 

Competitive 

Aggressiveness 

Strategy 

Expansion 

through 

Product & 

Services 

Growth 
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introduction of new product and services. This process will influence the growth of the 

micro enterprises In essence EO and strategic decisions should be focused on innovating 

new products and services. These products and services can be marketed to the existing 

market of the micro enterprises. This model can be used by the managers of telecom 

companies to guide the micro enterprises facilitated by them to achieve growth. Micro 

entrepreneurs can also adopt this model and grow their business from micro enterprises to 

become bigger firms.  

 

5.2 Managerial Implications 
 

This research has important implications for the managers of the telecom companies since 

the telecom companies have a symbiotic relationship with the micro entrepreneurs working 

within the industrial support framework of the telecom market. In essence, we can combine 

our findings to draw a growth pattern for micro enterprises operating their business in urban 

Bangladesh within the telecom industry.   

 

Apart from this model, our findings suggest some important implications for the managers 

which are: 

 

1. Managers need to foster and encourage entrepreneurial orientation among the micro 

entrepreneurs. Specific training programs on entrepreneurship can be provided to 

address this issue.  

 

2. In case of business strategy formulation, managers of telecom companies can play a 

vital role. They can show the micro entrepreneurs how to adopt a specific strategy that 

focuses on innovativeness and development of new services. 

 

3. Mobile telecom by nature is an innovative industry. Many new services and products 

are getting introduced by the telecom companies. If the managers inform the micro 

entrepreneurs facilitated by their company about the upcoming changes and new 

services, then it can significantly contribute to the growth of the micro enterprises. 

 

4. Managers should take into consideration that there is a very small percentage of women 

owned micro enterprises (enabled by telecom sector) in urban Bangladesh. Hence, in 

future initiatives they should consider promoting women entrepreneurs in urban 

Bangladesh. Also, any initiatives in rural areas of Bangladesh should not only be 

focused on women entrepreneurs.   

 

5.3 Theoretical implications and Future research 
 

There have been a number of studies on rural micro-enterprises; however, a lack of study 

on urban micro enterprises is still there. We believe that this study contributes to fulfill the 

gap partially. Our understanding is that there is still a wide scope to study on this issue. 

There are still many areas in this topic where academics can contribute.  Firstly, in this 

model we did not consider the impact of resources and environment on the growth of micro 

enterprises. A separate study can be carried out to understand the impact of resources and 
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business environment as our result indicated that resources might have significant impact 

on the expansion strategy of the firms. Secondly, in terms of resources, social capital can be 

an important resource for a micro enterprise. There is a lack of research work on the role of 

social capital on urban micro entrepreneurs. This gap can be addressed by future academic 

work. Lastly, networking is an important issue for the growth of business which we did not 

address in our work. Along our study, we felt the necessity to focus on networking as it can 

be not only related to business growth, but also related to capital, expansion, and resource 

sharing.  

  

5.4 Limitations 
 

Though we tried our best to make the research as reliable as possible, yet there were some 

limitations. Firstly, we think that this research could be done in two separate studies. First 

one is to find out the most relevant model for measuring the growth of urban micro 

enterprises in Bangladesh, and the other one could be on the use of that model to 

understand the role of telecom companies on the growth of micro enterprises facilitated by 

them. However, this limitation has no impact on the reliability of the study. Referring back 

to chapter 2, reliability is the extent to which results are consistent over time and accurate 

to represent the population (Golafshani, 2003, p. 598). This study could be elaborated and 

divided in two separate studies; but that if it were reproduced in the similar setting i.e. on 

urban micro entrepreneurs of Bangladesh, we believe that the result will be consistent with 

this result. We have taken all the measurements to minimize or reduce the four threats to 

reliability as mentioned in chapter two.  

    

Another limitation of our study was the inability of the authors to collect the data on their 

own as the study was conducted in Bangladesh. Though we have used the best possible 

representatives to collect data, it is certainly a limitation from our end.  Apart from this 

factor, the responses of the respondents might get influenced by external factors as some 

respondents might be in a hurry or might be getting late for business affairs since most of 

the micro entrepreneurs are the only employee of the firm. Hence, we cannot reduce this 

type of error. Despite having these limitations, we tried our level best to ensure validity of 

the study. We maintained consistency in terms of data collection and analysis. We pre-

tested the questionnaire and changed accordingly to ensure the maximum level of unbiased 

participation of the respondents.  
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Appendix 1: Divisions of Bangladesh 
 

 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Retrieved from Wikipedia (2012) 
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Appendix 2:  Brief Profiles of Survey Representatives 
 

Name: Than Saw Way 

Job Title: Business Consultant, Swisscontact Katalyst 

Educational Background:  
 

 Masters in Development Studies, BRAC University, Bangladesh; 2011- To Date. 

 Bachelor of Business Administration (BBA), University of Dhaka, Institute of Business 

Administration; 2010. 
 

Research Background: She has experience in undertaking surveys at university for 

different course assignments and reports. One of them was carrying out a survey and Focus 

Group Discussions on Jute Branding in Bangladesh. She thus has good understanding on 

FGDs, interviewing and survey questionnaire techniques. She also has to do research work 

as part of her career. She is currently undertaking a survey of farmers for a project on 

organic fertilizer licensing and registration procedure in different parts across Bangladesh.  

 

Name: Ahmedul Hasan 

Job Title: Deputy Manager, HB Consultants Limited, Bangladesh 

Educational Background:  
 

 BBA in Management Information System, City University, Dhaka, Bangladesh; 2007. 
 

Research Background: In the recent past he was involved in a survey based project for 

e.Gen Consultants Ltd. (past employer).  He was responsible for collecting and making data 

entries in the STATA electronic database format. Assisted in developing a sample 

framework and sample design for the same programme which included small, medium, and 

large enterprise survey in Dhaka, Chittagong, Khulna and Rajshahi (4 Main Divisions of 

Bangladesh). He has been involved in many other small and large scale surveys for past 

employer, and also while studying at the University.   

 
Name: A.M. Razibul Islam 

Job Title: Coordination Officer, MBA Program, School of Business, Primeasia University. 

Dhaka, Bangladesh 

Educational Background:  
 

 Masters of Business Administration (MBA): American International University- 

Bangladesh (AIUB) 

 Bachelor of Business Administration (BBA): Patuakhali Science and Technology 

University 
 

Research Background: 

 A study on KUAKATA- as a tourist spot (Problems & Prospects) of Bangladesh. 

(Questionnaire Survey) 

 A study on the socio economic condition of the betel leaf cultivators of Bangladesh. 

(Questionnaire Survey) 

 A study on the marketing strategy and market share analysis of Square Toiletries Ltd.  
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Name: Md. Tariqul Islam 

Job Experience: Assistant Director, Bangladesh Bank Limited 

Educational Background:  
 

 Masters of Business Administration (MBA): Department of Business Studies, 

University of Dhaka 

 Bachelor of Business Administration (BBA): Department of Business Studies, 

University of Dhaka. 
 

Research Background: Worked on Foreign exchange policy of Premier Bank Bangladesh 

Limited.  Also he has specialized knowledge on accounting and information systems. 

 

Name: Golam Rabbany 

Job Experience: Lecturer, Sher-e-Bangla Agricultural University, Dhaka, Bangladesh 

Educational Background:  
 

 MBA, Rajsahi University, Bangladesh 

 BBA, Patuakhali Science and Technology University 
 

Research Background: 

 As study on marketing strategies of Akij Fiber Bangladesh Limited. 

 Study on employee satisfaction of Nirala Sea Foods Limited (Questionnaire Survey). 

 Research on customer satisfaction toward specific brand in Dhaka city area 

(Questionnaire Survey). 
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Appendix 3: Survey Questionnaire 
 

This questionnaire is a part of a survey on microenterprises in urban area of Bangladesh. This survey will be used 

for academic purposes only and the information elicited from the questionnaire will be anonymous. Note that to be 

a qualified respondent to this survey one must be engaged in a microenterprise to provide mobile phone related 

services in Dhaka, Bangladesh. 
 

 

 

 
 

1.  Gender:  Male  Female    

       

2.  Age:  Less than 20  20-30  31-40  41-50  50+   
              

3.  How long have you been running this business? 

   3 years  4 years  5 years  6 years  6+ years  
              

4.  How much was your starting capital (Amount in Taka)? 

   Less than 20,000  20,000-100,000  100,000-200,000  200,000+  
            

5.  What was your average yearly profit for the past 3 years (Amount in Taka)? 

   Less than 100,000  100,000-200,000  200,000-300,000  300,000-400,000  400,000+ 

            

6.  What was your average yearly sales revenue for the past 3 years (Amount in Taka)? 

   Less than 200,000  200,000-400,000  400,000-600,000  600,000-800,000  800,000+ 
            

7.  How do you measure your growth? 

   Very High Growth  High Growth  Average  Minimum Growth  Loss 
 

 

Please specify your level of agreement in terms of the following statements: 

 

8.  My firm has introduced many new products/services in 

recent years 

Completely 

Disagree 

 Completely 

Agree 

 1 2 3 4 5 

      
9.  My firm introduces high risk services with chances of 

high returns 

Completely 

Disagree 

 Completely 

Agree 

  1 2 3 4 5 

       
10.  I think bold steps are necessary to achieve my firm‟s 

objective in this industry  

Completely 

Disagree 

 Completely 

Agree 

 1 2 3 4 5 

      
11.  When faced with uncertainty, I prefer to take the bold 

option 

Completely 

Disagree 

   Completely 

Agree 

 1 2 3 4 5 

      
12.  I typically introduce new services, which competitors 

follow later 

Completely 

Disagree 

   Completely 

Agree 

 1 2 3 4 5 

 Microenterprise Survey  
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13.  I am prepared for future changes in the market Completely 

Disagree 

   Completely 

Agree 

 1 2 3 4 5 

 

 

     

14.  My firm is very competitive and intensely aggressive Completely 

Disagree 

   Completely 

Agree 

 1 2 3 4 5 

      
15.  I prefer to defend my business through a slow growth 

strategy and introducing market-accepted services 

Completely 

Disagree 

   Completely 

Agree 

 1 2 3 4 5 

      
16.  I prefer to introduce new services to expand my business Completely 

Disagree 

   Completely 

Agree 

 1 2 3 4 5 

      
17.  I continuously analyze the market trends and take action 

when I find a suitable option 

Completely 

Disagree 

   Completely 

Agree 

 1 2 3 4 5 

      
18.  I check on the competitors and follow what they are 

doing 

Completely 

Disagree 

   Completely 

Agree 

 1 2 3 4 5 

      
19.  I expand my business by developing and launching new 

services 

Completely 

Disagree 

   Completely 

Agree 

 1 2 3 4 5 

      
20.  I expand my business by introducing new business 

process 

Completely 

Disagree 

   Completely 

Agree 

 1 2 3 4 5 

      
21.  I expand my business by opening new outlets focusing on 

the existing offers 

Completely 

Disagree 

   Completely 

Agree 

 1 2 3 4 5 

      
22.  I expand my business by opening new outlets introducing 

different offers 

Completely 

Disagree 

   Completely 

Agree 

 1 2 3 4 5 
 
 

 

 

 

 

 

N.B. Thank You for your participating in our survey!! 
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Appendix 4: Growth Rate Table 
 

 

 
Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Loss 3 1.2 1.2 1.2 

Minimum 

Growth 

24 9.6 9.6 10.8 

Average 

Growth 

63 25.2 25.2 36.0 

High Growth 108 43.2 43.2 79.2 

Very High 

Growth 

52 20.8 20.8 100.0 

Total 250 100.0 100.0  
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Appendix 5: Bivariate Correlation Analysis (Pearson) for EO and 
Growth 
 

Correlations 

 

 Overall  

Growth 

Sum of 

EO 

EO-

Innovation 

(Sum) 

EO-Risk 

(Sum) 

EO-

Proactive 

(Sum) 

Competitive 

and 

Aggressive 

Overall  Growth Pearson 

Correlation 

1 .544** .478** .414** .397** .251** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 

N 250 250 250 250 250 250 

Sum of EO Pearson 

Correlation 

.544** 1 .748** .800** .682** .640** 

Sig. (2-tailed) .000  .000 .000 .000 .000 

N 250 250 250 250 250 250 

EO-Innovation (Sum) Pearson 

Correlation 

.478** .748** 1 .459** .288** .353** 

Sig. (2-tailed) .000 .000  .000 .000 .000 

N 250 250 250 250 250 250 

EO-Risk (Sum) Pearson 

Correlation 

.414** .800** .459** 1 .402** .327** 

Sig. (2-tailed) .000 .000 .000  .000 .000 

N 250 250 250 250 250 250 

EO-Proactive (Sum) Pearson 

Correlation 

.397** .682** .288** .402** 1 .321** 

Sig. (2-tailed) .000 .000 .000 .000  .000 

N 250 250 250 250 250 250 

Competitive and 

Aggressive 

Pearson 

Correlation 

.251** .640** .353** .327** .321** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000  

N 250 250 250 250 250 250 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Appendix 6: Bivariate Correlation Analysis (Pearson) for Strategy 
and Growth 
 

Correlations 

 

 

Overall  

Growth 

Sum of 

Strategy 

Defend by 

Slow 

Growth 

Strategy 

Introducing 

New 

Services and 

Areas For 

Expansion 

Analysis of 

Market 

Trends for 

Suitable 

Actions 

Check 

Competitors 

and Follow 

Overall  Growth Pearson 

Correlation 

1 .313** -.197** .338** .394** .240** 

Sig. (2-tailed)  .000 .002 .000 .000 .000 

N 250 250 250 250 250 250 

Sum of Strategy Pearson 

Correlation 

.313** 1 .324** .495** .644** .681** 

Sig. (2-tailed) .000  .000 .000 .000 .000 

N 250 250 250 250 250 250 

Defend by Slow 

Growth Strategy 

Pearson 

Correlation 

-.197** .324** 1 -.339** -.144* -.110 

Sig. (2-tailed) .002 .000  .000 .022 .083 

N 250 250 250 250 250 250 

Introducing New 

Services and Areas For 

Expansion 

Pearson 

Correlation 

.338** .495** -.339** 1 .319** .285** 

Sig. (2-tailed) .000 .000 .000  .000 .000 

N 250 250 250 250 250 250 

Analysis of Market 

Trends for Suitable 

Actions 

Pearson 

Correlation 

.394** .644** -.144* .319** 1 .338** 

Sig. (2-tailed) .000 .000 .022 .000  .000 

N 250 250 250 250 250 250 

Check Competitors 

and Follow 

Pearson 

Correlation 

.240** .681** -.110 .285** .338** 1 

Sig. (2-tailed) .000 .000 .083 .000 .000  

N 250 250 250 250 250 250 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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Appendix 7: Bivariate Correlation Analysis (Pearson) for Strategy 
and Expansion  
 

Correlations 

 

 

Sum of 

Strategy 

Sum of 

Expansi

on 

Defend 

by Slow 

Growth 

Strategy 

Introduci

ng New 

Services 

and 

Areas 

For 

Expansi

on 

Analysis 

of 

Market 

Trends 

for 

Suitable 

Actions 

Check 

Competi

tors and 

Follow 

Sum of 

Expansi

on by 

Service 

Sum of 

Expansi

on by 

Geograp

hic 

Location 

Sum of Strategy Pearson 

Correlation 

1 .304** .324** .495** .644** .681** .375** .084 

Sig. (2-

tailed) 
 

.000 .000 .000 .000 .000 .000 .186 

N 250 250 250 250 250 250 250 250 

Sum of Expansion Pearson 

Correlation 

.304** 1 -.121 .215** .356** .272** .844** .754** 

Sig. (2-

tailed) 

.000 
 

.056 .001 .000 .000 .000 .000 

N 250 250 250 250 250 250 250 250 

Defend by Slow 

Growth Strategy 

Pearson 

Correlation 

.324** -.121 1 -.339** -.144* -.110 -.160* -.020 

Sig. (2-

tailed) 

.000 .056 
 

.000 .022 .083 .011 .752 

N 250 250 250 250 250 250 250 250 

Introducing New 

Services and Areas 

For Expansion 

Pearson 

Correlation 

.495** .215** -.339** 1 .319** .285** .267** .056 

Sig. (2-

tailed) 

.000 .001 .000 
 

.000 .000 .000 .378 

N 250 250 250 250 250 250 250 250 

Analysis of Market 

Trends for Suitable 

Actions 

Pearson 

Correlation 

.644** .356** -.144* .319** 1 .338** .428** .112 

Sig. (2-

tailed) 

.000 .000 .022 .000 
 

.000 .000 .077 

N 250 250 250 250 250 250 250 250 
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Check Competitors 

and Follow 

Pearson 

Correlation 

.681** .272** -.110 .285** .338** 1 .356** .049 

Sig. (2-

tailed) 

.000 .000 .083 .000 .000 
 

.000 .438 

N 250 250 250 250 250 250 250 250 

Sum of Expansion 

by Service 

Pearson 

Correlation 

.375** .844** -.160* .267** .428** .356** 1 .283** 

Sig. (2-

tailed) 

.000 .000 .011 .000 .000 .000 
 

.000 

N 250 250 250 250 250 250 250 250 

Sum of Expansion 

by Geographic 

Location 

Pearson 

Correlation 

.084 .754** -.020 .056 .112 .049 .283** 1 

Sig. (2-

tailed) 

.186 .000 .752 .378 .077 .438 .000 
 

N 250 250 250 250 250 250 250 250 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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Appendix 8: Bivariate Correlation Analysis (Pearson) for Overall 
Effect of EO, Strategy, and Expansion on Overall Growth 
 

Correlations 

 

 

Overall Effect 

of EO, 

Strategy and 

Expansion 

Overall  

Growth Sum of EO 

Sum of 

Strategy 

Sum of 

Expansion 

Overall Effect of EO, 

Strategy and Expansion 

Pearson Correlation 1 .551** .710** .666** .775** 

Sig. (2-tailed)  .000 .000 .000 .000 

N 250 250 250 250 250 

Overall  Growth Pearson Correlation .551** 1 .544** .313** .331** 

Sig. (2-tailed) .000  .000 .000 .000 

N 250 250 250 250 250 

Sum of EO Pearson Correlation .710** .544** 1 .231** .290** 

Sig. (2-tailed) .000 .000  .000 .000 

N 250 250 250 250 250 

Sum of Strategy Pearson Correlation .666** .313** .231** 1 .304** 

Sig. (2-tailed) .000 .000 .000  .000 

N 250 250 250 250 250 

Sum of Expansion Pearson Correlation .775** .331** .290** .304** 1 

Sig. (2-tailed) .000 .000 .000 .000  

N 250 250 250 250 250 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Appendix 9: Results on the basis of Bivariate Correlation Analysis 
(Pearson) of Supporting Variables to Describe Hypotheses 
 

Correlations 

 

 

Growt

h 

EO-

Innovation 

(Sum) 

EO-Risk 

(Sum) 

EO-

Proactive 

(Sum) 

Competiti

ve and 

Aggressiv

e 

Sum of 

Expansion 

by New 

Products 

and 

Services 

Sum of 

Expansion 

by 

Geographi

c Location 

Sum of 

Objective 

Growth 

Growth Pearson 

Correlation 

1 .465** .383** .288** .201** .210** .087 .475** 

Sig. (2-tailed)  .000 .000 .000 .001 .001 .168 .000 

N 250 250 250 250 250 250 250 250 

EO-Innovation 

(Sum) 

Pearson 

Correlation 

.465** 1 .459** .288** .353** .355** .157* .401** 

Sig. (2-tailed) .000  .000 .000 .000 .000 .013 .000 

N 250 250 250 250 250 250 250 250 

EO-Risk (Sum) Pearson 

Correlation 

.383** .459** 1 .402** .327** .200** .015 .355** 

Sig. (2-tailed) .000 .000  .000 .000 .001 .814 .000 

N 250 250 250 250 250 250 250 250 

EO-Proactive 

(Sum) 

Pearson 

Correlation 

.288** .288** .402** 1 .321** .176** .010 .377** 

Sig. (2-tailed) .000 .000 .000  .000 .005 .875 .000 

N 250 250 250 250 250 250 250 250 

Competitive and 

Aggressive 

Pearson 

Correlation 

.201** .353** .327** .321** 1 .274** .105 .231** 

Sig. (2-tailed) .001 .000 .000 .000  .000 .098 .000 

N 250 250 250 250 250 250 250 250 

Sum of Expansion 

by Service 

Pearson 

Correlation 

.210** .355** .200** .176** .274** 1 .283** .308** 

Sig. (2-tailed) .001 .000 .001 .005 .000  .000 .000 

N 250 250 250 250 250 250 250 250 

Sum of Expansion 

by Geographic 

Location 

Pearson 

Correlation 

.087 .157* .015 .010 .105 .283** 1 .223** 

Sig. (2-tailed) .168 .013 .814 .875 .098 .000  .000 

N 250 250 250 250 250 250 250 250 
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Sum of Objective 

Growth 

Pearson 

Correlation 

.475** .401** .355** .377** .231** .308** .223** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000  

N 250 250 250 250 250 250 250 250 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

 

 

 

 

 

 


