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ABSTRACT

Women entrepreneur are debatably is an important
actors in our economy. The entrepreneurial
landscape and the growing importance of the
women entrepreneur have observed a massive
change. Although the numbers are still small as
compared to men, the involvement however is still
increasing and encouraging. Based on the concept
of Entrepreneurial Orientation (EO), Market
Orientation (MO) and Social Networking, this
study aims to develop a success model which can
be guidance for women to be a successful
entrepreneur. EO, MO and Social Networking will
be tested to examine their influence on the
performance of women entrepreneurs with the
existence of Government Initiatives as the
moderating factors.

Keywords: Entrepreneurial orientation, market
orientation, social  networking, government
initiatives

| INTRODUCTION

One of the critical issues in society development is
how to ensure that gender equality is being
addressed as it is crucial for social and economic
transformation. The issue of gender relating to
women entering the economic platform is complex
but evolving. Based on the Gender Inequality Index
in 2010, Malaysia was ranked at number 61 out of
187 countries in the index with 66% have at least
secondary education. Female seat in parliment in
2011 is reported at only 14%, while the
participation in the labour force is 44.4% compared
to 79.2% male (UNDP, 2011). This issue matters
because what ever advantages and disadvantages
facing women either in education, employment
setting or in parliment are a major source of
inequality (UNDP, 2011).

United Nations Development Program in 2008
reported that nearly one billion people are living on
less than US$1 a day, an estimated 70 percent of
whom are girls and women (UNDP, 2008). This
report is very worrying and one way that was
suggested to alleviate poverty is to empower
women economically, especially through projects

that encourage women to engage themselves in
entrepreneurial  income  generating  activities
(Chowdhury and Amin, 2011). Entrepreneurship
has been said to be a vital factor in today’s
economic growth (Al-Alak and Al-Haddad, 2010).
International Finance Corporation (IFC) and Center
of Arab Women for Training and Research
(CAWTAR), in 2007 also described women
entrepreneurship as an important factor for
economic growth and development in any country,
and globally, an increase in poor women income
often leads to relatively higher spending on family
welfare, critical for reaching Kkey national
development goals in areas such as nutrition and
girls education. Pages (2005) addressed the
importance of women entrepreneurs as the
important players in the entrepreneurial landscape
and the growing importance of women’s
contribution to the economy has witnessed
monumental changes for women as income earners
(Smith-Hunter, 2006). The number however, are
still small as compared to businesses owned by men
but this is still encouraging as it shows that women
are no longer cleave to the stereotype that only men
can be wage earners in the family.

The Companies Commission of Malaysia (CCM,
2003), stated that 49,554 units of women-owned
businesses were registered in 2000. This number
has increased to 54,626 units in 2001. There were
28,185 units of women-owned businesses which
registered in the first half of 2002, while the
number of women in Malaysian SMEs in 2003 was
reported to be 1,122,000 or 36.8 percent of the total
employment in SMEs. The report in 2005 based on
the Census of Establishments & Enterprises by the
Department of Statistics Malaysia, shows that a
total of 82,911 business establishments were owned
by the women entrepreneurs. While in general,
Malaysia SME Annual Report (2010) described that
the number of entrepreneurs in Malaysia grew
marginally from 1.2 million in 1982 to 2.2 in 2008.
The number of entrepreneur has increased to 2.2
million in 2008 (SME Annual Report, 2010) and
only 13.1% (288,200) are women.

In order to achieve the status of developing and
high income nation in 2020, emphasis should be
given on the improvement and to increase not just

514


mailto:fauziah716@salam.uitm.edu.my

ASEAN ENTREPRENEURSHIP CONFERENCE 2012

the number of women entrepreneurs but the success
one too. Thus, a study on this topic is appropriate
with the anticipation that this study will contribute
to the formation of a model of success women
entrepreneurs which can be a guidance to all
women who intended to be a successful women
entrepreneur and ultimately to assist the
government in making their decision in policies
pertaining to women entrepreneurs.

A. Background of the Study

The Malaysian government has tremendously drawn
up effective approaches to help women increase
their income and raise the number of women who
are enthusiastic on business. The Government has
also embarked on developing capacity building
initiatives through various Ministries and agencies
to create, promote and nurture more women
entrepreneurs, in line with the Fourth Thrust of the
National Key Result Area (NKRA), which is to
develop 4,000 women entrepreneurs by the year
2012. In August 2010, Deputy Prime Minister of
Malaysia, Tan Sri Muhyiddin Yassin announced the
Teman 1Azam' grant of RM4.7 million to be given
to 946 women entrepreneurs in the country
(Bernama, 2010). At the same time, the Ministry of
Women, Family and Community Development is
asked to set up a monitoring body to look at the
progress achieved by women entrepreneurs and
identify the problems that cropped up. There are
various other programmes made available for the
women entrepreneurs by respective Ministries and
Agencies, among others are:

e SME Corp. Malaysia - Skills Upgrading

Programme;

¢« MATRADE - Women Exporters
Development Programme (WEDP);

e National Entrepreneurship Institute
(INSKEN) -  Entrepreneur training
programmes;

e Women Development Department under
the Ministry of Women, Family and
Community Development;

e Amanah Ikhtiar Malaysia (AlM) - Program
Kewangan Mikro Bandar;

e GIATMARA - Program Pembentukan
Usahawan

These moves are the reflections of the government's
policies and support for the people to assist women
entrepreneurs. However, even though many
governments in the world have given so much
support to entrepreneurship, it has been reported in
a research that there has traditionally been a low
take-up of government business programs and even
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less take-up of programs promoting networking
(Enright and Roberts, 2001).

The government support alone may not sufficient to
make an entrepreneur successful. An entrepreneur
or business manager needs, however, to be
successful and to grow, it is important to create an
organization with values, cultural norms, and
capabilities that are in line with the firm’s strategic
direction and opportunities in the environment.
Lumpkin and Dess (1996); Wiklund and Shephard
(2005), developed ‘Strategic Orientation’ on the
principles, processes, practices, and decision-
making styles that guide firms’ activities toward
successful  business  performance. Market
Orientation and Entrepreneurial Orientation are
named as two important factors in this Strategic
Orientation. They suggested that one option is to
establish, build, and sustain a market orientation
(MO); another is to push the firm to become more
entrepreneurially oriented (EO). Both MO and EO
are believed to have an impact on the performance
and success of small firms.

On the other hand, entrepreneur cannot neglect the
power of networking as superior productivity is not
just relying on resources such as things and people,
but also in social relations among people (Coleman
1988; Putnam 1993). A business may develop
relationships with variety of businesses and
organizations as they may directly or indirectly
affect the successful performance of the business
(Hakansson and Ford, 2001). The power of
networking will determine the success and survival
of new venture or existing business (Aldrich et al,
1997; Reese and Aldrich, 1995). Given that
Malaysia has unique culture, discovering the
networking pattern that lead to success of women
entrepreneur is also crucial to study. Furthermore,
most of the researches on women entrepreneur
networking are done based on western countries.
The way women engage in networking process may
be different because women, conceive their
businesses differently from the way men do.
Women have different socialization experience
which might shape varied strategic choices among
themselves such as their prior professional
experience and social network affiliation (Bussey,
K., and Bandura, A., 1999). This leads to different
approaches to venture creation and business growth
expectancies (Brush, C.G., 1992; CIiff, J.E. 1998).

I PROBLEM STATEMENT
Women entrepreneurs are dubiously is an important
actors in our economy. They are the creators of new
wealth and new jobs, the inventors of new products
and services, and the revolutionizers of society and
the economy. Yet despite their centrality, little is
known about women entrepreneurs: what motivates
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them, how they emerge and why they succeed.
They are literally understudied group of
entrepreneurs. The Ministry of Women and Family
Development (2003) reported that Malaysian
women entrepreneurs are under-represented in the
business world with evidence that some undesirable
development where micro-enterprises which were
scaled up to bigger enterprises were then managed
and taken over by the husbands or other family
members (Jariah & Laily, 1997). Teoh & Chong
(2007) quoted Tan Sri Rafidah Aziz, the former
Minister of International Trade and Industry
Malaysia, “the number of Malaysian women who
make it to the international market is still small”.

Academics and governments appear to be
concentrating on encouraging entrepreneurship
because it symbolizes innovation and a dynamic
economy. All these supports and encouragements
are given to highlight the need for business
organizations to become more entrepreneurial in
order to survive and flourish. However, the
understanding of why less number of
entrepreneurial oriented firms is owned by women
is still limited. The recent SME Annual Report
(2010) described that, the number of entrepreneurs
in Malaysia grew marginally from 1.2 million in
1982 to 2.2 in 2008. And among these 2.2 million,
only 13.1% are women entrepreneurs. This showed
that even though the involvement of women in
entrepreneurship has increased but the number is
still small as compared to men. How many of them
are successful is still a question because up to the
recent literature, there is no research or statistic that
reported the number of successful women
entrepreneur in Malaysia and what are the factors
that contributed to the success are also still
unrevealed. This shows that we know very little
about women entrepreneurs, and our ignorance of
this important demographic is a serious hidden
sight in any effort to increase the total number of
entrepreneurs participating in our economy.

As cited in Nordin et.al. (2011), Department of
Statistic in 2009 described that the number of
entrepreneurs in Malaysia grew marginally from
1.2 million in 1982 to 2.2 million in 2008. And
among these 2.2 million, only 13.1% are women
entrepreneurs. The numbers of male entrepreneurs
have exceeded women entrepreneurs by over 1
million people for the period of 1982 to 2008,
except for the year 1982 (988,800 persons) and
1984 (948,300 persons). This translated to a gap of
44 to 47% between female and male entrepreneurs
and shows that despite many government intensive
efforts to support women entrepreneur in Malaysia,
the number of women entrepreneurs is still very
low.
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Between the year 1990-2008, many special
schemes such as through Small and Medium
Industries Development Corporation (SMIDEC)
have been introduced to promote self-business
among women entrepreneurs.  Between August
1999 and August 2006, 523 women-owned
companies were granted soft loans by SMIDEC
worth a total of RM51.97 million. A total of 196
approvals were grants estimated to worth RM2.44
million for the information and communications
technology (ICT) sector, while 128 approvals worth
RM850, 000 were grants for market development
projects. Besides, about 128,000 SMEs, women
entrepreneurs, graduates and students received
entrepreneurship and training from the SME
Development programs implementation in 2006.
However, very limited report and researches have
been conducted to investigate the progress of these
women entrepreneurs. It is crucial to discern
whether the government support and policies have
any impact on them. If the support and policies
impacted them positively, it is also essential to
identify what are other factors contributed to the
success.

In view of the fact that the Malaysian government
is seriously recognizes the importance of women
entrepreneur’s contribution to the economy, it is
time to change the mindset and the strategies for
survival and growth of women-owned businesses.
Theorists in entrepreneurship have suggested the
importance of EO and MO (Lumpkin and Dess
1996; Wiklund and Shephard 2005) as the factors
that influence the success and failure of
entrepreneur. Many scholars have attempted to
understand which factors lead to women
entrepreneur business success. However, there is
yet any study has been conducted to investigate the
relationships of both MO and EO, with an existence
of factors such as networking, with the success of
women entrepreneur in Malaysia as most of the
researches are done widely in the developed
countries. The concept and the importance of MO
and EO itself have been tested widely but still the
results cannot be generalized to Malaysian context.
Rauch et.al., 2004 cited that the formulation of EO
model and the original empirical tests were mainly
done in the North American context (e.g., Miller,
1983; Colvin & Slevin, 1989; Lumpkin & Dess,
1996).  Wilklund and Shephard (2005) also
suggested that a comparison should be performed in
a different country to study the influence of culture
on EO.

Research reported that women perform less well on
quantitative measures such as job creation, sales
turnover and profitability since women do not enter
business for financial gain but to pursue intrinsic
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goals for example, independence, and the flexibility
to run business and domestic lives (Cooper, et.al.,
1994; Du Riets & Henrekson, 2000; Rosa &
Hamilton, 1996; Sexton, 1989). Utterly, women
are reported to assess success in relation to their
achievement in attaining personal goals for
instance, self-fulfillments, goal attainment etc.
(Buttner & Moore, 1997; Lerner & Hisrich, 1997;
Still & Timms, 2000). In Malaysia, a study by
Zainol and Ayadurai (2010) has disclosed that
bumiputera or indigenous group entrepreneurship
in this country differs slightly from the
conventional Western concepts of entrepreneurship.
The concept of “malu” or shy in Malay society is
seen by many scholars as the reason why there is a
lack of progress among them in entrepreneurship
(Mohamad, 1970; Popenoe, 1970; Md. Said, 1974).
In this respect, the Malays are seen to be passive
and not willing to venture into new areas as well as
taking a long time to take action for fear of making
a mistake.

There is indeed accumulating evidence suggesting
that although the rate at which women are forming
businesses has increased significantly, the rates of
female entrepreneurial activity are significantly and
systematically lower than those for males (Minniti
et al., 2005; Verheul et al., 2006; Langowitz and
Minniti, 2007). So, despite the various government
initiatives, the number of women entrepreneur are
still lower as compared to the male counterpart in
Malaysia and the number of successful women
entrepreneur have never been released. There is no
statistics record available on the performance of
women entrepreneurs in Malaysia. Hence, based
on the above problems, it is crucial to find out what
are the factors that possibly impacted the
performance of women entrepreneurs in Malaysia.
It is doubtful that the Western models of
entrepreneurship are totally suitable, thus a
Malaysian model of women entrepreneurship
needed to be developed since there is yet any
specific model of success that can be used as a
principle for women entrepreneur to embark into
entrepreneurship and to become a successful
entrepreneur.

" LITERATURE REVIEW
Both the scientific literature and the popular press
have widely recognized that entrepreneurial
activities make a positive contribution to countries’
job creation, economic growth, and innovation (e.g.,
Birch, 1987; Minniti et al., 2006; OECD, 1996).
Schumpeter (1911) stressed the importance of
entrepreneurs as the main vehicle to move an
economy forward from static equilibrium through
innovations and by inducing processes of creative
destruction, challenging existing structures and
distorting economic equilibrium.  Within the
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women’s entrepreneurship literature, a women
entrepreneur is defined as a person who has used her
knowledge and resources to develop or create a new
business opportunity, is now actively involved in
managing it, owns at least 50 per cent of it and has
been in operations for longer than a year (Moore and
Buttner, 1997). Female entrepreneurship has drawn
increasing attention in recent years in light of
physical evidence of the importance of new business
creation for economic growth and development (Acs
et al., 2005; Langowitz and Minniti, 2007). Female
entrepreneurship has contributed to economic
growth and employment creation, and has
increasingly recognized to also enhance the
diversity of entrepreneurship in any economic
system (Verheul et al., 2006) as well as to provide
avenues for female expression and potential
fulfillment (Eddleston and Powell, 2008).

Women entrepreneurs have a massive potential
which are yet to be unleashed. They bring in
diversity to the innovation process and provide per
se entrepreneurs with a more diverse perspective.
Solutions to market inequalities are not solved just
by male entrepreneurs with male thinking
innovation. The growing development of
entrepreneurship studies in general and women
entrepreneurship studies in particular has resulted in
an escalating body of literature (De Lourdes, 1994;
Gilbertson, 1995; Godody et al, 2000; Heriot and
Campbell, 2003; Peterson, 1995; Robles, 2004).
Even though if their number is somewhat higher
today than it used to be, the number of women are
still a minority among entrepreneurs (Davidson &
Burke, 2004).

The increasing numbers of women entrepreneurs
show the global impact on women which is just
beginning to gain intensity. The issue is how
women measure their business success. Business
success carries different meaning to individual
entrepreneur which is measured through their
business performance. Numerous researchers have
come out with different definition, such as Paige
and Moore (1997) defined success by intrinsic
criteria which includes freedom and independence,
controlling a person’s own future and being one’s
own boss. Whilst, they believe that the extrinsic
outcomes are, among others, increased financial
returns, personal income and wealth. Masuo et al.
(2001) in his judgment, described that business
success is commonly defined in terms of economic
or financial measures which include return on
assets, sales, profits, employees and survival rates;
and non-pecuniary measures, such as customer
satisfaction, personal development and personal
achievement. Rauch, Wiklund et.al. (2009) in their
research coded performance into three types of
catagories: perceived non-financial, perceived
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financial, and archival financial performance.
Perceived non-financial performance includes
studies using satisfaction, goal attainment, or global
success ratings as performance indicators. These
measures share a subjective assessment of non-
financial success measures. In an attempt to
account for the dimensionality of financial
performance, Rauch, Wiklund et.al. (2009) further
distinguished between growth and profitability.
Growth consisted of studies measuring changes in
sales, profits, and employment (e.g., Becherer &
Maurer, 1999). Profitability was predominantly
assessed by accountant bases indicators (e.g.,Zhara,
1996).

Entrepreneurial orientation has its roots in the
strategy making process literature (e.g., Mintzberg,
1973). Consistent with Mintzberg, Raisinghani and
Theoret (1976) noted that strategy making is
“important, in terms of the actions taken, the
resources committed, or the precedents set”. EO
concept is further developed and Khandwalla
(1977) was among the first to expend the concept of
EO. It is then further refined by Miller (1983) who
was among the first to suggest that entrepreneurial
firms display three dimensions: proactiveness,
innovativeness, and risk-taking.  The intense
discussions in the entrepreneurship literature about
entrepreneurial orientation have lead to finding of
two additional dimensions that are important in any
discussion of the EO in business venture, autonomy
and competitive aggressiveness (Lumpkin & Dess,
1996). There is not much studies been done to
measure these two variables (Rauch, Wiklundet.al.,
2009), hence it is indispensable to include them in
this study to scrutinize their relationship with
success or business performance. Entrepreneurial
orientation has been found to lead to improved
performance (Zahra and Covin, 1995; Wiklund and
Shepherd, 2005). Lee et al. (2001) found only weak
evidence of a positive relationship between
entrepreneurial orientation and the start-up’s
performance, while Slater and Narver (2000) found
no relationship at all with business profitability.
Narver and Slater (1990), highlight that market
orientation  consists of three  behavioural
components, customer orientation, competitor
orientation, and interfunctional coordination.
Numerous authors have investigated the customer
orientation pillar of marketing (Baker and Sinkula,
1999; Slater and Narver, 1994; Siguaw, Brown, and
Widing, 1994; Jaworski and Kohli,1993;
Deshpandé et al., 1993; Saxe and Weitz,1982).
According to Narver and Slater (1990) MO and EO
are two separate strategic orientations or business
philosophies that can coincide. Many literatures
described that these two constructs as firm/business
unit level characteristics (Atuahene-Gima and Ko,
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2001; Covin and Slevin 1989; Lumpkin and Dess
1996). They both permit a firm to generate new
products and processes and react to changing
circumstances. A firm’s ability to recognize
opportunities and exploit them is dependent on
capabilities that they engaged in acquiring, creating,
and utilizing information and knowledge which is
the important element of MO and EO. The
relationship between MO and EO have been
theorized and empirically tested two decades ago
(Morris and Paul, 1987; Miles and Arnold, 1991).
These studies have conceived the idea that EO and
MO are complementary orientations, such that
entrepreneurship needs a market orientation to aim
its innovative actions successfully in the market,
and market orientation needs entrepreneurship to
accomplish ~ prompt  responses to  market
opportunities.

Several studies have also suggested that the
dimensions of EO can lead to market growth rate
(Ireland et al., 2003; Shane & Venkataraman, 2000)
and firm performance (Lumpkin & Dess,1996;
Wiklund & Shepherd, 2003, 2005; Zahra & Garvis,
2000). While, Lumpkin & Dess (1996) found that
the innovativeness dimension of EO reflects the
tendency to engage in and support novelty to create
and introduce new products, services, or
technology. Innovative companies may have a
broader base of skills and knowledge which they
can exploit in building distinctive competences
(Zahra & Garvis, 2000). By escalating
commitment to innovative products or processes,
firms can revamp their operations in market place
and improve their profitability (Lumpkin and Dess,
1996; Miller, 1983; Zahra & Garvis, 2000). Firms
that have risk-taking orientation may confiscate
market opportunities to gain higher returns and
make rewarding deals. Hence, risk-taking tendency
may be positively related to success (Frese,
Brantjes, & Hoorn, 2002; Lumpkin & Dess, 1996).
A firm that has a strong proactive tendency will
have the ability to anticipate changes of the markets
and the needs of customers (Lumpkin & Dess,
2001). A proactive firm can counterfeit a new
market segment or introduce new products or
services ahead of competitors (Hunt & Arnett,
2006; Hunt & Morgan, 1995; Lumpkin & Dess,
1996) and other competitive advantage such as
unusual returns, distribution channels, and brand
recognition (Hunt & Arnett, 2006; Lee et al., 2001;
Lumpkin & Dess, 2001; Wiklund & Shepherd,
2005). Competitive aggressiveness involves the
tendency to directly and intensely challenge its
competitors (Lumpkin & Dess, 1996). Resource
advantage theory proposes that the continuous
competition among firms for a comparative
advantage in resources will yield market place
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positions of competitive advantage (Hunt, 1995;
Hunt & Morgan, 1996, 1997). A successful firm
could efficiently or effectively produce market
offerings that are esteemed by particular market
segments (Hunt & Arnett, 2006; Hunt & Morgan,
1995, 1996) thus leads to the firm’s profitability
and success.  While firms with autonomous
orientation will have the tendency to make quick
and self-reliant decisions to provide new markets
with novel products or services (Frese et al., 2002;
Lumpkin &  Dess, 1996). Therefore,
entrepreneurial orientation is essential for firms and
its owner to discover their entrepreneurial
opportunities and compete with other firms. If the
firms or the entrepreneurs have more ability for
innovativeness, risk-taking, proactiveness,
competitive aggressiveness, and autonomy, they
will gain superior competitive advantage and
accomplish higher firm performance. Thus, an
effective EO may be a good predictor of firm
performance that leads to success entrepreneur.

On the other hand, the concept of MO places the
customer at the center of firm activity (Dalgic,
1998; Pelham, 2000). Market orientation leads to
better satisfaction of customer needs and to an
organizational obligation on the part of the
employees (Narver and Slater, 1990). Research
performed by Kohli and Jaworski (1990) enables a
better understanding of the concept of market
orientation and the types of behavior associated
with the marketing concept. Their study lays a
theoretical foundation regarding the expectation
that market orientation will lead the firm to better
performance. The finding of Kohli & Jaworski
(1993) was that MO has a positive correlation effect
on business performance. Narver & Slater (1990)
also studied relationship between MO and business
performance and the result was that MO firm also
shows greater performance. Other studies also
support the positive correlation between market
orientation and performance in small businesses
(e.g., Appiah-Adu and Singh, 1998; Homburg et al.
2002; Kara et al. 2005; Pelham, 2000; Shun-Ching
and Cheng-Hsui Chen, 1998).

Social Networking is also believed to have strong
influence to business success because entrepreneurs
are linked to people and organizations that interact
among themselves and these contacts can widen the
availability of resources that sustain a new firm
(Hansen, 1995). This is supported by finding of
previous research by Alam etal. (2011) which
confirmed that social ties have a significant
influence on success of women entrepreneurs in
business in Malaysia. Alam et.al. explained, the
greater the social relationship the higher the success
in business. Parallel to this result is a study
conducted by McClelland et. al. (2005) which
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confirmed to those in the literatures that social ties
do indeed prove to be a powerful factor in business
success. Social relations or social network
influenced not only entrepreneurship but that
because economic action is embedded, it can also
affect and influence economic performance and
therefore the shape and form of entrepreneurial
outcomes (Granovetter, 1992; Ring and Van de
Ven, 1992; Snow et al., 1992; Jones et al., 1997,
Arrow, 2000; Jack and Anderson, 2002). Several
studies have been conducted to investigate the
relationship  between networking and firm
performance. For instance a research conducted by
Andreosso-O'Callaghan and Lenihan (2008), Ritter
and Gemlinden (2004), have found that networking
ultimately leads to superior firm performance. On
the other hand, Cooper, Gimeno-Gascon et al.
(1994) failed to show any significant relationship
between the use of networking and firm survival.
Watson (2007) examined the relationship between
networking and firm performance of established
SMEs in Australia. He used survival, growth and
ROE to measure firm performance measurement. In
this study. Watson found that networking was
positively related with firm survival, and to a lesser
extent, growth. However, he was unable to find a
significant relationship between networking and
ROE. He also discovered that formal and informal
networks were both associated with firm survival
while only formal networks were associated with
growth. In addition, neither formal nor informal
networks were associated with ROE. From the
discussion above, it can be concluded that
networking plays a significant role in a firm’s
success which if effectively managed can led to
superior performance of a firm.

Some researchers argue that the role of government
or other key players can affect the perception of
governance and consequently the level and type of
economic activities undertaken (Gulati, 1998;
Zaheer et al., 1998). In many cases, government
involvements are believed to influence corporate
through taxes, regulations and business policy. In a
research to investigate the moderating effect of
government assistance and turnaround strategies of
private companies in Indonesia by Abdullah and
Hussain in 2010, it is mentioned that government
assistance came in the form of financial backup
(Whitehead, 1999). Another type of assistance is
in the form of mutual fund which is used to assist
the debt and financial difficulties experienced by
these troubled companies (Wilks, 2002). So, the
finding of Abdullah and Hussain’s study has reveal
that government initiative moderates the
relationship between operational-efficiency
strategies and successful turnaround companies but

519



ASEAN ENTREPRENEURSHIP CONFERENCE 2012

the government does not assist much in the product
or marketing section. Another study by Abdul
Halim et.al. (2011), has found that government
initiative is weakly moderate the relationship of
entrepreneurial personality and business
performance, however the contribution of the
government is still significant.

v AIM AND OBJECTIVES

The introduction and the problem statement above

led to the formulation of the research aim and

objectives. This study is aimed to develop a success
model for women entrepreneurs. The objectives for
this study are;

i To examine the correlation between
Entrepreneurial Orientation (EO), Market
Orientation (MO), Social Networking
and Success Women Entrepreneurs;

ii. To assess the impact of Government
Initiatives towards the success factors of
women entrepreneurs;

iii. To investigate the moderating effect of
Government Initiative on the relationship
between  Entrepreneurial ~ Orientation,
Market Orientation, Social Networking and
Success Women Entrepreneurs; and

iv. To develop a model of success for women
entrepreneurs.

\Y SCOPE OF STUDY

The scope of the research is to identify the factors
that influence the success of women entrepreneurs
in Malaysia. It is a general perception study that
will acquire information from women entrepreneurs
in Malaysia who engaged in all forms of business
entity. The coverage is at national level, thus the
database will be drawn from various government
agencies such as the Company Commission of
Malaysia; SME Crop Malaysia; Majlis Amanah
Rakyat (MARA) and various women entrepreneurs
association in Malaysia. However, the individual
women entrepreneurs who are willing to participate
and provide relevant information will also be
engaged in the study. Independent Variables to be
measured in this study will be limited to
Entrepreneurial Orientation, Market Orientation,
and Networking, whilst the moderating factor is
government initiatives. The Dependent Variable
for this study will be the success women
entrepreneur.

VI SIGNIFICANCE OF THE STUDY
Women entrepreneurs are said to have different
characteristics, management styles and different
ways of doing business as compared to male
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counterparts. For instance, Abdul Rashid (1995)
revealed that women entrepreneurs are less
motivated by financial reasons, such as money and
economic necessity, than the men. While, Lee and
Choo (2001) find that women face specific
challenges in the form of family commitments and
sex-role conflicts. Women have also been shown to
be especially good at cultivating interpersonal
relationships (Licuanan, 1992) but poor at planning,
organizing and controlling (Abdul Rashid, 1992). It
is now the time to see the contribution of women in
economy differently.  Not just to fulfill the
demographic statistic but their involvement must
have a significant impact on the nation’s economy.

The practical importance of this study is to develop
a new model which serve as a tool as to how
women entrepreneur can nurture their business
through the proposed model. It would provide a
greater understanding on how women entrepreneur
can overcomes the obstacles and challenges that are
ever-present in a dynamic and volatile business
environment in a developing country such as
Malaysia, and turn them instead into opportunities
to grow their ventures. Even though there are many
theories and concepts have been developed for EO
and MO, for instance, the concept of EO developed
by Dess et al., (1997); Wiklund, (1998); Zahra et
al., (1999) and the concept of MO developed by
Naver and Slater (1990) and Kohli and Jaworski
(1990), however some factors might not be
applicable to women entrepreneur, specifically
women entrepreneur in Malaysia because of the
unique characteristic such as differences in religion,
culture and the way they do thing. There is a need
to find the new factors of both EO and MO, and to
discover the distinctive success factors which suit
women entrepreneurs in  Malaysian context.
Furthermore, the formulation of EO model and the
original empirical tests were mainly done in the
North American Context (Miller, 1983; Covin &
Slevin, 1989; Lumpkin & Dess, 1996). Conducting
this research will theorizing about entrepreneurship
because it helps in establishing boundary conditions
of theories, hence contributing to the body of
knowledge.

Ultimately, the significant of this study is to assist
to the government in formulating the policy
framework to advance the existing policy in
supporting women entrepreneur in Malaysia.

VII EXPECTED OUTCOMES
The researcher expects that this study will adduce
the factors which lead to the high performance and
success of women entrepreneurs. It is also expected
that the various factors which was never divulged
previously will also be established by the study.
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The study also anticipates that the outcome will
accrue the Malaysian government in enhancing the
its policies pertaining to women entrepreneurial
activities.
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