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These proceedings are the outcome of the 10th annual joint conference on 

"Universities Entrepreneurship and Enterprise Development in Africa"  

These proceedings document the culmination of the 10th annual joint 

conference on "Universities, Entrepreneurship and Enterprise Development in 

Africa," which was held on the 8th and 9th of September 2022 at the Campus 

Sankt Augustin, Hochschule Bonn-Rhein-Sieg University of Applied Sciences. 

The conference was a collaboration between the University of Cape Coast, 

Ghana, and Hochschule Bonn-Rhein-Sieg University of Applied Sciences, 

Germany. The event was made possible through the bilateral university 

partnership project, "BET Ghana - Building Expertise and Training for growth 

in the consumer goods and food processing industries in Ghana," which is 

funded by the German Academic Exchange Service (DAAD) and the German 

Federal Ministry for Economic Cooperation and Development (BMZ). The 

Chamber of Commerce and Industry Bonn/Rhein-Sieg also provided additional 

financial support. The conference was an opportunity to discuss incubation, 

entrepreneurship, and application orientation in teaching and research. It also 

provided a platform for building networks between universities, students and 

graduates, companies, and government representatives from Germany and 

African countries. Our joint project began as a small cooperation to establish 

incubators at the University of Cape Coast and to learn from each other's 

experiences. Through this process, we have initiated a reflection process on 

the university's role in students' professional life and their responsibility to the 

local economy and society in general. Over the years, the conference has 

grown in attendance and importance, and it has increased awareness of the 

possibilities of doing business with African partners. We believe that there is 

still potential for growth, and we will continue to promote international and 

cross-sectoral exchange and contribute to the discussion on entrepreneurship 

and development in Germany and Africa. Our relationship has strengthened 

over time, and we plan to continue cooperating at other levels. The conference 

is just one example of this, and we are pleased to announce that the next 

conference will take place in Ghana, organized by the University of Cape 

Coast, at the beginning of November 2023. 

Our special thanks go to Christine Freitag, Prof. Dr. Daniel Agyapong, Prof. Dr. 
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supporting the publication of this proceedings. 
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Abstract 

The dawn of the 21st Century has witnessed a tremendous increase in trade pacts among nations, resulting in 

renewed hopes for sustainable enterprise development in emerging economies worldwide. Ghana and other sub-

Saharan African (SSA) countries have signed onto several North-South and South-South free trade agreements with 

the hope of strengthening their presence in the international trade arena, and to promote economic growth in SSA. 

For over two decades, however, very little has changed, and many have dashed their high hopes as enterprises 

continue to struggle in SSA. Not even the African Continental Free Trade Agreement (AfCFTA) could renew the hopes 

of sceptics. Several studies opined that enterprises in SSA could improve their domestic and international 

competitiveness by establishing mutually beneficial partnerships with their counterparts from the Global North and 

South. This study delved into the issues that affect North-South and South-South business collaborations and 

recommends key success factors that could help promote mutually beneficial cross-border business partnerships. The 

research includes both literature and empirical information on the key success factors of business partnerships 

between African enterprises as well as between African enterprises and firms from the Global North. We approached 

the study qualitatively using a phenomenological research design. Research participants included important 

stakeholders in Africa and Europe's international trade and sustainable enterprise development ecosystem. The study 

identified several challenges with the current business collaborations and recommended new ways of making such 

partnerships more beneficial. 

6
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Introduction 

Trade among nations has been with humanity for several decades and has been primarily motivated by both 

economic and business arguments. Many developed countries in Asia, Europe, and the Americas have leveraged 

these international trade opportunities to produce high-quality goods and services and sold them successfully in 

global markets, bringing prosperity to these enterprises, individuals, and the state. David Ricardo's theory of 

comparative advantage also provides a strong justification for the specialisation and liberalisation of cross-border 

trade (Lawrence and Weber, 2017; Hayes, 2020). Therefore, the coming of the Free Trade Agreements (FTAs) era 

has been celebrated widely as a new window of hope for African countries to expedite the development of their 

enterprises and hence, their economies. 

The free trade phenomenon has led to the development of multinational enterprises around the globe. Kuratko 

(2014) revealed that international entrepreneurs who took advantage of international trade opportunities were the 

champions of the massive economic growth in both local and international businesses. Likewise, Gil-Pareja et al. 

(2019) also noted that developing countries have relied on trade agreements to increase their exports to developed 

markets such as the European Union (EU). Data from The World Bank (2021) indicates that sub-Saharan African (SSA) 

countries have access to three main economic blocs (EU, US and Africa) with a combined GDP worth approx. 84,000 

bn US Dollars and with a population of more than two billion people (World Population Review, 2021) through free 

trade agreements and preference systems like the African Growth and Opportunity Act (AGOA) or the EU's 

Generalized System of Preferences (GSP). In addition, this study comes in when the African Union initiated the African 

Continental Free Trade Agreement (AfCFTA) to provide a common platform for member states to trade among 

themselves as a linchpin to promote economic growth. 

That notwithstanding, SSA seems to be lagging in this global trade windfall just as in many areas of development. 

Similar to other SSA countries, Ghana is currently able to tap only a negligible 0.04% of the combined market 

potential in Africa, USA, and Europe (Ghana Export Promotion Authority, 2020). Several studies have provided leads 

to the major issues that have militated against SSA's drive towards becoming active and significant players in the 

international trade arena. Some studies also discovered that the poor ecosystem of North-South and South-South 

collaborations accounts for SSA's inability to tap the benefits of these economic prospects (Osei-Assibey, 2015; Liu, 

2016; Boateng, 2020). 

Loconto (2014) observed that part of the challenges holding back Africa's economic and industrial revolution could 

be attributed to the lack of ready markets for production. Mutala (2014) and Fukui (2019) also noted that most 
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enterprises in developing countries fail in their internationalisation bid because they are ill-prepared for the global 

marketplace. On the contrary, Grossman (2016) argues that many individual countries and economic blocs in the 

developed world have joined forces over the years to "exploit their joint market power in trade" (p. 422). These 

findings corroborate the call for more effective business-to-business (B2B) collaborations in SSA, which is expected 

to help boost their economic fortunes in the international trade marketplace. 

In general, business-to-business (B2B) partnerships may result in various benefits for the firms involved, including 

improving their cost positions, increased foreign market entry opportunities or refining their business model (Schmitz 

Whipple, Gentry, 2000). However, several critics observe that B2B partnerships in SSA did not come with the intended 

benefits (Liu, 2016; Fukui, 2019; Boateng, 2020). This serves as the motivation for this study to investigate further 

the issues that affect cross-border business collaborations and to come up with the key success factors (KSFs) that 

would promote collaborations between enterprises within Africa and between African countries and their 

counterparts from the Global North. These KSFs are expected to promote sustainable cross-border trade partnerships 

with a consequential benefit to sustainable enterprise and economic development in SSA. 

The lack of detailed understanding of the reasons for the persistent failure of enterprises in SSA to get the maximum 

benefit from cross-border B2Bs resulted in our research question: What are key success factors of business-to-

business collaborations between African enterprises and companies from Africa and the Global North? Our research 

objectives are twofold. First, we sought to examine the issues that affect cross-border business collaborations. Then, 

we also aimed to ascertain the key success factors that would promote cross-border B2B partnerships in SSA and 

between enterprises from Africa and the Global North. 

The study was approached qualitatively using a phenomenological research design. First, the study provides a 

literature review on business-to-business collaborations and key success factors of business partnerships between 

African companies as well as between African companies and firms from the Global North. In addition, we collected 

and analysed empirical data using interviews, focus group discussions, and a workshop. The empirical data gathering 

also focused on broader consultations with major stakeholders in the international trade and sustainable enterprise 

development ecosystem in multiple countries within Africa and Europe. The combined analysis of literature and 

empirical data helped to generate new knowledge on KSFs for promoting South-South and North-South mutually 

beneficial and sustainable B2B collaborations. 

The remainder of this paper is structured into four segments. First, we review the literature on B2B collaborations 

and the issues that affect successful partnerships. Then we discuss the research methodology adopted and how the 
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enquiry process was organised. After this section, we discuss the results and findings from the empirical data. The 

last section summarises the major findings and presents the conclusion of the study of the key success factors of 

cross-border B2B collaborations between SSA and the Global North. 

Literature Review 

Several types of business-to-business (B2B) partnerships can be distinguished in the literature, including strategic 

alliances and supply chain partnerships. Strategic Alliances are perceived as cooperative agreements between two or 

more firms (Das, Teng, 1998; Parkhe, 1993; Spekman et al., 1998). While the firms remain independent entities, 

they contribute to the strategic alliance in one or more areas critical to the alliance, including production, marketing 

or sales (Mockler et al., 1997). The supply chain partnership refers to the vertical integration of companies. It could 

be described as a collaborative relationship between a firm and its partners along the supply chain (Corsten, Kumar, 

2005). 

The academic debate has uncovered many aspects of the lifecycle of a B2B partnership, including its initiation, 

termination as well as success factors during its existence (Das, Teng, 1998; Kim et al., 2010). This paper focuses on 

the success factors of B2B partnerships. Partnership success is "the best outcomes the organisation could achieve 

through supply chain partnerships given its business situation, measured against a portfolio of project, early 

operational, and longer-term business results metrics" (Archer et al. 2006, p. 281). The success of a B2B partnership 

could simply include its long-term existence, given that many partnerships fail during the first three years of their 

existence. Success could also mean that the partnership is meeting its goals. This could include an improved 

competitive situation of the involved partners or a general satisfaction and financial performance of the partnership 

(Dyer et al., 2001).  

Apart from outcome aspects such as satisfaction or performance, many papers have examined other success factors 

that positively affect B2B partnerships. They are organised along different theoretical standpoints. First, according to 

the social exchange theory, developing relational factors such as trust, commitment and communication are of 

utmost importance for a successful partnership. Mutual trust reduces the partners' concern about opportunistic 

behaviour (Gulati, 1995) and ensures that the partners believe in each other's credibility, reliability and good 

intentions (Ganesan, 1994; Smith, Barclay, 1999). Commitment means that the involved companies are willing to 

wield effort on behalf of the B2B partnership and follow a long-term orientation (Mohr, Spekman, 1994). In addition, 

communication includes the timely and accurate provision and sharing of credible information (Mohr, Spekman, 

1994; Smith, 1997). 
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Second, resource-based perspectives emphasise the important role of the resources the partners possess and yield 

into the partnership. A B2B partnership constitutes an opportunity to build on the partners' resources and create 

new resources together. Therefore, the core success factors linked to that perspective include complementary 

resources (Lambe et al., 2002). Third, authors see a crucial role of relationship learning for partnership success. This 

includes learning intent, knowledge integration, and cross-cultural sensitivity in a global environment (Liu, 2012). 

Fourth, the transaction cost theory assumes that relationship-specific investments reduce the danger of opportunistic 

behaviour. One success factor found in empirical papers relates to the construct of asset specificity (Sambasivan et 

al., 2013). In addition, authors point out that a suitable governance mechanism through the formalisation of the 

partnership, including contracts to establish an equity Joint Venture, must be found (Ahmed et al., 1999).  

Turning to B2B partnerships that involve African companies, the literature has also investigated success factors in 

collaborations between, on the one hand, African companies and, on the other hand, firms from Africa and the 

Global North. Starting with intra-African partnerships, Moalusi and Coetzee (2018) emphasised the important role 

of benevolence, integrity and reliability in promoting trust in business collaborations between South African 

companies. Similarly, a further study on South African buyer-supplier relationships underscored the central role of 

trust. Economic satisfaction, according to the authors, influences trust, which positively affects commitment. Both 

trust and commitment positively influence non-economic satisfaction, which covers affective and social elements of 

the relationship (Mpinganjira et al., 2017). Another study on supply chain partnerships in South Africa points out 

that, to improve performance, companies should focus on integrating resources and processes along the value chain 

(Mofokeng, Chinomona, 2019). In addition, a study on B2B relationships in Ethiopia found that personal bonds and 

longevity are critical for enhancing supplier relationship satisfaction. The positive relation between trust and supplier 

satisfaction was found only in situations where the producer depends on the supplier (Shanka, Buvik, 2019). Another 

study on Nigerian SMEs revealed that the institutionalisation of strategic alliances positively affects their performance 

(Nwokocha et al., 2020). For Ghanaian buyer-supplier relationships in the cocoa industry, a study concluded that 

cooperation, information-sharing and satisfaction reduce the perception of opportunistic behaviour (Glavee-Geo et 

al., 2020). A survey of supply chain partnerships in Kenya revealed that communication and joint decision-making 

between manufacturers and suppliers positively affect the manufacturing firm's operational performance (Onyango 

et al., 2015).  

In general, there are only few pieces of research on strategic alliances or supply chain partnerships between 

companies from Africa and the Global North. Concerning B2B partnerships between African companies and firms 
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from the Global North, the literature identifies similar success factors. A study on alliances in the construction sector 

in inter alia Botswana, South Africa, Sweden and UK revealed that successful alliances had established equal stakes 

in the alliances, leading to strong levels of trust. In such cases, partners choose to exercise alliance activities while 

refraining from opportunistic behaviour (Ngowi, Pienaar, 2005). Another study on international alliances that also 

included a couple of African-European alliances found that companies may leverage cultural distance if they build on 

certain culture-specific complementarities and engage in frequent communication (Pesch, Bouncken, 2017). A 

further study on inclusive business in Ghana involving local, US and European companies concluded that contracts, 

trust and frequent decision-making meetings are prevalent to guarantee the stakes and resources of all parties 

(Amponsah et al., 2019). 

Research Methods 

The study used a qualitative inquiry approach to uncover the key success factors of business-to-business 

collaborations involving enterprises from Africa and the Global North. Qualitative research provides several design 

alternatives (Flick, 2018). Among these alternatives, phenomenology was selected as the dominant design for this 

study. Phenomenology became appropriate because this study investigated the issues with cross-border B2B 

collaborations as a phenomenon in SSA. Besides, Belz & Binder (2017) advised that sustainable entrepreneurship 

practices and related research are at the nascent stage and require a lot of qualitative inquiries to establish the 

necessary baselines for future studies.  

Even though qualitative research does not follow a typical rudimentary approach as in the case of a typical positivist 

research, we followed systematic procedures recommended by Lincoln and Guba (1986), and Patton (2002) in the 

conduct of the study to ensure that the outcomes of this study are reliable and trustworthy. The qualitative research 

design enabled us to conduct in-depth interviews and intensive discussions with major stakeholders resulting in the 

co-creation of the knowledge in this study. The qualitative research approach also helped to generate an in-depth 

understanding and critical insights into purposefully selected samples and information-rich cases (Patton, 2002). 

The data collection process involved multiple forms of interviews. There were ten in-depth interviews, two focus 

group discussions, and a workshop from January to July 2021. The study participants were perceived to have 

extensive knowledge of international business collaborations. These persons are international trade experts, private 

sector CEOs and managers, and enterprise development experts from Ghana and Germany. There were also 

significant contributions from Nigeria, Kenya, and Burundi participants. In addition, we interviewed trade facilitation 
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 and regulatory agencies from Ghana. This sample was a build-up on similar to the participants selected by Osei-

Assibey (2015) in a related study. The key informants were identified in the respective sampled institutions, 

considering their positions or roles in the respective organisations. Preference was given to persons with direct 

experience and knowledge in the discussed issues, which qualified them as subject matter experts and their 

availability to participate in the study. Therefore, the research team selected the key informants in consultation with 

the leadership of the participating institutions. 

Guided by the recommendations of Knight (2013), the data collection instruments were designed to contain two 

open-ended questions. Each question has its respective prompts, which helped to understand further the important 

issues related to the main question. Real-time prompts relating to the research objectives were further investigated 

as follow-up questions to enrich the research data. However, we ensured that the informants or participants could 

respond to all the questions within the interview period 'without feeling rushed'. We were guided by the principles 

of epoche in phenomenological study to ensure that we "bracket" ourselves from the study to focus solely on the 

investigated phenomenon. Data saturation was reached after Focus Group Discussion (FGD) #1 and seven interviews. 

The additional data from three subsequent interviews and the closing FGD helped confirm and validate earlier 

participants' assertions. 

This study's data collection procedures deployed recommended qualitative data collection practices. The collected 

data was cross-validated through multi-stage data collection from multiple sources to ensure that the research 

participants were subject matter experts. There was an initial focus group discussion; then interviews were conducted 

in-between, followed by the workshop, then the closing focus group discussion to validate the collected data. The 

study also used the focus group discussions to synthesise and validate claims in real-time; include all important 

stakeholders in the discussions; cross-check collected data with the informants for validation, and ensure that the 

researchers strictly maintain a facilitation role in all discussions. 

The summary of the processes is depicted in Table 1 as follows: 

Table 1: Summary of Data Collection Processes 

Stage Activity Participant Institutions 

In-depth 

interviews 

▪ Private sector enterprises 

▪ Trade regulators and support service providers 
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Data 

collection 

stage 1 

(January – 

March 2021) 

Focus Group 

Discussions 

▪ Business associations 

▪ International consulting firms 

▪ Enterprise development experts 

Data 

collection 

stage 2 

(May – July 

2021) 

Focus Group 

Discussions 

▪ Trade Policy Group 

▪ Business Associations 

▪ Private sector enterprises group 

Workshop ▪ Group of entrepreneurs from sub-Saharan Africa and Europe 

In-depth 

interviews 

Follow-up interviews 

Source: Author's Construct (2022) 

The data analysis was done manually and approached from an inductive reasoning perspective. To further guarantee 

the reliability of the process, all the interviews, the workshop, and FGD sessions were recorded and later transcribed. 

The original transcripts were subjected to cleaning to guarantee their quality before analysis. The data analysis process 

used "multiple coders and observed inter-coder consistencies to establish the validity and reliability of the themes 

that form the basis of the data analysis" (Patton, 2002, p. 267, emphasis in original). The coding process began with 

framework analysis of predetermined codes based on research objectives and concepts, but this was open to 

accommodate emerging codes as the data analysis progressed. A line-by-line coding approach was used initially. 

Later, we deployed an interpretative phenomenological analysis (IPA) technique to understand how the participants 

perceived the investigated issues. The line-by-line and IPA coding approaches were applied to the structured analysis. 

At the same time, the emerging codes were determined through an in-vivo coding method as recommended by 

Saunders, Lewis, and Thornhill (2009) and Turner (2019). 

The coding frame was alpha-numeric to provide unique identities to the various themes that emerge from the data 

analysis as the key success factors for cross-border B2B collaborations. The frame has numeric codes of one and two, 

representing the two objectives of the study. Each numeric code had alphabetic sub-coding to identify each sub- 
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theme and link it to a particular theme or objective. For example, code "2a" on the transcript refers to objective "2" 

a priori theme "a." The coding was mainly deductive but flexible to make room for newly observed codes from the 

transcripts. We also used differentiated colouring to distinguish between the themes related to the various objectives, 

which enhanced the easy identification and grouping of data for further analysis. This process helped to smoothen 

the process that helped to identify the themes and trends during data analysis. The comparison of a priori themes 

and emerging themes also helped to synthesise data further to identify new knowledge, which formed the basis of 

the results from this study. 

Ethical issues in this study were approached based on the recommendations for social constructivist research by 

Patton (2002), and Batmanabane & Kfouri (2017). As a result, we followed confidentiality and data protection norms 

to safeguard the personal identities of key informants. There were no inducements to manipulate the inputs from 

key informants. Interview durations were limited to the 90-min maximum limit suggested by Knight (2013). Most 

participants were interviewed only once, and where follow-ups were necessary, we ensured that none of them was 

interviewed more than twice. This helped to avoid research fatigue among the participants. 

Results and Discussion 

From the analysed data, several factors were found to affect the development of sustainable international B2B 

collaborations within SSA and between African businesses and their counterparts from the Global North. The factors 

that emerged from the analysed data are country-level international image and reputation; enterprise level reputation 

and credibility; building trust, foreign culture orientation; building trust; foreign culture orientation; business 

language effect; negotiation power and capacities; pursuing comparative advantage; and moving towards 

sustainable partnerships. These factors are discussed in the next sections. 

Country-level international image and reputation 

The research participants were almost unanimous that country-level reputation affects prospects for successful B2B 

collaborations. With high optimism, one discussant at Focus Group Discussion (FGD) #1 said, "it is remarkable to 

know that some credible rankings placed Ghana among the top five investor destinations and enterprise development 

hubs in Africa, alongside Nigeria, South Africa, Egypt, and Kenya." They argued that these rankings open up 

prospects for potential collaborations for enterprises in these countries that make it to the top list of international 

acclaim in Africa. 

Research Participant #5 who is an expert in EU-Africa business collaborations, revealed that: 
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Many European countries are looking at West Africa from the eyes of Ghana and Nigeria. However, doing 

business in Ghana is more convenient and less complicated compared to Nigeria. This gives Ghana a very 

strong competitive advantage over its West African peers. Ghana is the international community's West 

African 'darling' even though Nigeria has a far bigger economy and market. Ghana is a good entry-level 

country in West Africa. Entering the Nigerian market is more difficult, and Ghana's market is very decent 

even though it is not very big like Nigeria or South Africa (Research Participant #5, 2021). 

Research participants were unanimous that Ghana's political stability and consistent economic growth in the last two 

decades have created a niche for the country as one of the most stable and business-friendly countries in sub-Saharan 

Africa (SSA). An EU trade diplomat who participated in Workshop #1 explained how his working visit to Ghana in 

2019 helped informed his willingness to accept collaborations from that country. Other research participants turned 

in that Ghana's reputation is an important marketing tool for Ghana and creates a positive image for Ghanaian 

businesses in the international business arena. This is their opinion: "I found it very interesting the way of life of 

Ghanaians (…) very open and accommodating (…) we were greeted with open arms everywhere, and that is still 

hanging on me". 

These revelations by the research participants underscore the importance of country-level reputation in promoting 

cross-border collaborations. The sub-themes that emerged under country-level reputation are overall international 

credibility, political stability, ease of doing business, safety and hospitality, market potential, and economic growth 

rate. When these indicators are positive, the country's international image also looks positive to foreign investors and 

businesses who may be motivated and willing to accept business collaborations from such countries. On the other 

hand, the research participants believe business collaborations will suffer tremendously if the country-level image 

and reputation appear unacceptable. 

Enterprise-level reputation and credibility 

Research participants point to enterprise-level reputation and credibility as extremely important requirements for 

successful cross-border business collaborations. The important indicators to assess the enterprise level reputation 

include a strong, reliable partnership with the buyer(s); strict compliance with relevant certification requirements; and 

development of trust through the delivery of consistent quantity and quality of produce. The research participants 

indicated that every enterprise requires a strong positive outlook with these indicators to be able to attract potential 

partners abroad. As indicated by one key expert, a firm in SSA that is contemplating international collaborations 
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should not "try to play smart because in the end you will be exposed, and the relationship will be curtailed in the 

short term" (Research Participant #1, 2021). 

Building trust 

The research participants disclosed that sincerity, truthfulness, and honesty are important pillars of building trust and 

creating sustainable partnerships. They revealed that dishonesty is, perhaps, the most destructive character in creating 

and building effective international collaborations. Research Participant #8 cautioned that dishonest entrepreneurs 

from Africa "can fool the Whiteman once, but you cannot fool him all the time, and you can get blacklisted." They 

explained that some African enterprises "try to be smart" when dealing with their foreign counterparts, but such 

tendencies are extremely hurtful and cannot promote sustainable collaborations. The main thrust here is that 

successful business collaborations will thrive only when the entities involved have been able to build trust among 

themselves and then they can now leverage on this goodwill to undertake mutually beneficial business collaborations. 

Foreign culture orientation 

Enterprises that want to go global and collaborate with foreign firms must consider important contextual issues like 

language, business culture, and domestic regulations for doing business. A research participant explained further 

that language is the currency of communication. Businesses who identify markets in foreign destinations are expected 

to understand the language and business culture of the people. "When language issues are handled carefully, that 

will also help smoothen international business collaborations" (Research Participant #7, 2021). Participants also 

mentioned that collaborating partners should understand their potential collaborators' business norms and rules as 

an important step in ensuring mutual understanding and adaptation for effective and sustainable business 

collaborations. 

Business language effect 

The English language came up as an important lingua franca for successful B2B collaborations between African 

businesses and those from the Global North. Research participants maintained that the diversity of international 

languages makes it "tricky" to believe that a national language is what is needed to benefit from business 

collaborations. However, Research Participant #5, who is very familiar with business dynamics in Africa, revealed that 

the English Language has become a great asset in international collaborations. According to the expert, English is 

widely spoken in many countries globally. Even countries whose primary official language is different are likely to 

adopt English as the second language for business and social purposes. Contributions from the research participants 



17 
 

indicate that the EU, US, China and many other developed markets are "comfortable" with the English language for 

business purposes. This has given a unique advantage to English-speaking countries in SSA. They recommend that 

all businesses in Africa promote English as part of their business languages. 

Negotiation power and capacities 

In the international business arena, country-level agreements are influenced by the negotiation power of the 

countries involved. The research participants believe these also affect enterprise-level negotiations. Considering that 

the size of many enterprises in SSA is very small, research participants noted with regret that this affects their 

collaboration fortunes. Collaboration enterprises from the Global North often require certain logistical capacities 

before availing themselves for such partnerships. Since many enterprises in SSA fall short of these expectations, they 

are usually at the "mercy" of collaborators from developed countries. Participants observed that SSA businesses lack 

effective negotiation expertise, making them "not confident and assertive enough" to engage their counterparts in 

arms-length negotiations in developed countries. This phenomenon leads to unbalanced negotiation power, 

affecting such collaborations' effectiveness and sustainability. 

Research participant #5 observed that many firms in developing countries are usually excited about international 

collaborations without carefully considering the benefits they want from such partnerships. They cautioned that this 

"rush to partner without clear objectives" puts the partnership at the mercy of the dominant partner, usually those 

from developed countries. "It is not a matter of just going global or into Europe; the benefits must be clear; 

completely clear," Research participant #5 added. 

Research Participant #7 also linked the confidence and capacity of collaborators to the state and competitiveness of 

their domestic market. They explained that enterprises in developing countries should develop a formidable domestic 

market as an important first step before going international. Research participant #5 added further that this approach 

will avoid a situation where enterprises are placed at the mercy of their foreign counterparts because "they have 

nothing locally to compare with the offer from an international partner." 

Pursuing comparative advantage 

In separate interviews, three participants suggested that firms in Africa could be more successful in their international 

negotiations if they focus their business operations ons products that give them a comparative advantage and pursue 

them. In their opinion, if firms in Africa offer goods or services of higher quality or cheaper than others in the 

international market, they will have higher confidence and capacity to negotiate and dominate partnership 
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discussions to their benefit. Likewise, SSA businesses are expected to acquaint themselves with up-to-date market 

information in their target market, for example, the EU, and then decide "how to fit in." In this regard, potential 

collaborators are to first "identify the cash cows (in their target foreign markets) and then strategise and milk that 

cow" (Research Participant #9, 2021). This makes it imperative for B2B candidates to have a strong market 

intelligence function to navigate their way to success. 

Moving towards sustainable partnerships  

Research Participant #7 expressed grave concern that many collaborations are short-lived because they have short-

term goals of "merely securing business deals." They opined that a partnership that is meant to be sustainable must 

be built on "win-win" strategies where each party has some benefits as long as the partnership continues to exist. 

They argued that when parties to such collaborations contemplate a long-term relationship, they are likely to act in 

the interest of each other, and they would be equally concerned about the gains of the other party, without which 

the partnership cannot stand firm. 

According to the research participants, a sustainable collaboration should result in a perpetual win-win, growth and 

development of all partners involved. Research Participant #10 also suggested that B2B collaborators from developed 

countries should support the capacity development of their collaborators from SSA because it will be to their mutual 

benefit if they are well resourced and are able to meet the required standards for effective collaboration. Participants 

#4, #5, and #7 also added that logistical and resource support components are usually conspicuously missing in most 

of such collaborations, and even when they exist, they are hardly implemented adequately to serve the interest of 

their counterparts from developing countries. Collaborators from developed countries are, therefore, encouraged to 

support their trade partners who are less industrialised to help improve their capacities so they can become jointly 

competitive.  

Conclusion 

The study began with theoretical underpinnings of international trade and how B2B collaborations play a key role in 

promoting cross-border trade. Then came the economic and business arguments from literature on the need for 

sustainable collaborations to promote international trade in sub-Saharan Africa (SSA). This context resulted in the 

need to identify the success factors for B2B partnerships and how they help to developed international enterprises. 

Literature analysis indicate that African enterprises are not benefitting adequately from cross-border B2B 

collaborations. This led to the identification of the missing gap to find out how international B2Bs can become more 
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beneficial African businesses. This formed the basis for the development of the appropriate instruments for empirical 

data collection from multiple stakeholders. The results are the outcomes of both the literature analysis and empirical 

data collected during the research period between January 2021 and March 2022. 

The following emerged out of the study as key success factors for promoting partnerships between firms in SSA and 

their foreign counterparts. The KSFs are: 

1. International image and reputation of the entrepreneur's home country. 

2. Reputation and credibility of the enterprise that is seeking a partnership. 

3. Ability to build trust to attract and maintain partnerships. 

4. The level of understanding and integration into the home culture of the foreign partner. 

5. Ability to establish a common business language with the partner. 

6. A balanced negotiation power and capacity of the partners. 

7. Ability to pursue comparative advantage to offer unique value to the foreign partner. 

8. Being committed to establishing sustainable partnerships. 

Table 2 summarises the key success factors for ensuring effective collaboration between SSA firms and their 

counterparts from developed countries. It also provided an analysis of economic actors who should primarily take 

responsibility to o ensure that the indicators for the various KSFs are positive and generate the needed benefit from 

such collaborations for a win-win cross-border business. 

Table 2: Key Success Factor for Promoting Sustainable Collaborations Between 

                 Entrepreneurs in SSA and their Global North Counterparts 

S/N Key success factor Primary responsibility 

1.  International image and reputation of the home 

country 

Government and citizens 

2.  Enterprise-level reputation and credibility Enterprises 

3.  Building trust Enterprises 

4.  Foreign culture orientation Enterprise executives and their agents 
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5.  Business language effect Government, enterprise executives, and 

their agents 

6.  Negotiation power and capacities Enterprise executives and their agents 

7.  Pursuing comparative advantage Government and enterprises 

8.  Moving towards sustainable partnerships Government, enterprise executives, and 

their agents 

Source: Authors' construct (2022) 

Table 2 also ascribed primary responsibilities to the respective stakeholders who are expected to ensure that the 

benefits are derived from these potential success factors. The KSFs could have either negative and positive effects on 

international business partnerships, depending on how they are managed. That is why it is important to ensure that 

all stakeholders play their respective roles in ensuring that the South-South and North-South business partnerships 

are re-engineered and promoted to benefit all parties involved. It would be useful to continue investigating the cross-

border B2B situation in SSA in several ways. This study has created a general understanding of the success factors of 

B2B partnerships. It would, therefore, be interesting to have some case studies of partnership pairs between, for 

example, African and European enterprises to provide a contextual understanding of this phenomenon. Additionally, 

it would be useful to have further in-depth studies into B2B collaborations by productive sectors such as 

manufacturing, service, agriculture, trade, or other areas of interest to countries SSA.  
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Abstract 

Entrepreneurship is labelled as the panacea for graduate unemployment in Ghana. In the training process, 

students are mandatorily required to read a course in entrepreneurship, so as to be able to start their own 

businesses in the face of job adversities caused by the inadequacy of job opportunities created by government 

and lack of government drive to diversify the economy for more jobs to be created. This study, therefore aimed 

at investigating the critical precursors of entrepreneurial intentions among higher education students in Ghana. 

Using the analytical cross-sectional survey design, 250 respondents were recruited from public universities using 

probability sampling techniques (stratified-disproportionate and simple random) to participate in the survey. 

Respondents were required to respond to three constructs (entrepreneurial scaffolding, psychological capital, and 

entrepreneurial intentions). The data analyses were performed using multivariate regression. The study findings 

showed that entrepreneurial scaffolding and psychological capital were significant predictors of entrepreneurial 

intentions. The researchers concluded that students' convictions in succeeding or otherwise and planning to 

engage in entrepreneurial behaviours depended on proper entrepreneurial guidance and a positive mind-set. 

Therefore, it was recommended that higher education institutions in Ghana strengthened and included practical 

guides to entrepreneurial training. This will encourage higher education students to consider entrepreneurship, 

hence, reducing graduate unemployment in Ghana. 
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Introduction 

Statistically, the young population (between 15-25 years) of Africa is around 60%. It is reported that the current 

population of Africa stands at 1.3 billion, with the projection that it will multiply twice by 2050. The increase in 

population shows that the search for jobs by the young will eventually increase over time (Penar, 2021). The 

increase in the young population has led to the transformation of Labour market analysis in most African countries 

in recent years (Meyer & Mncayi, 2021). However, it is noted that employment and unemployment measures 

have not been adequate in understanding the growing intricacies of labour markets (Lacmanovic, Burić, & Tijanić, 

2016; Wilkins & Wooden, 2011). This assertion is supported by the International Labour Organisation (ILO, 2016a) 

report, which re-echoed that statistics on unemployment underreport the veracity of challenges faced by young 

people in the labour market. ILO (2016a) notes that, with the skills and educational development of young people, 

their inclusion in the labour market are critical to acknowledging a thriving, sustainable, and a fair socio-economic 

environment. On the hand, Berglund, Håkansson, Isidorsson, and Alfonsson (2017) and ILO (2020a) allege that 

high structural unemployment and underemployment among youth are significant risks facing the global 

economy. This situation might increase exponentially in the African continent as most higher education institutions 

continue to graduate young ones every academic year without readily available job opportunities. In 2016, Kelvin 

Balogun, the President of Coca Cola stated that ‘Almost half of the 10 million graduates churned out of the over 

668 universities in Africa yearly do not get job’. This unemployment phenomenon was attributed to the lack of 

required skill set needed for these graduates to get absorbed in the job market. According to the United Nations 

Resident Coordinator in Kenya, one critical reason that prevents organisations from engaging graduates of sub-

Saharan Africa is that these graduates complete their education without possessing the required skills to be 

engaged in any meaningful job opportunity (Obonyo, 2019).  

The issue of unemployment is dangerous to the graduates themselves and their respective African nations. The 

World Bank (2014) report shows that this ever-increasing unemployment situation in Africa has compelled many 

young graduates to resort to crime, radicalisation, and risking their precious lives to pass through routes to Europe 

in search of decent and befitting jobs (World Bank, 2014). Unemployment is a political, socioeconomic, and 

development challenge for any affected nation. Unemployment harms economic growth and development in 

every nation (Mohseni & Jouzaryan, 2016). Unemployment affects economic growth. While economic growth 

helps create jobs, more jobs lead to economic growth and development. 

With no immediate antidote to the unemployment situation in Africa, most higher education institutions (HEIs) 

have resorted to imparting entrepreneurial knowledge onto their students so that they can best be equipped to 

face-off the glary picture of unemployment by engaging in self-motivated entrepreneurial jobs. According to Wu 
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and Tian (2022), entrepreneurship is significant that researchers have begun investigating the key factors that 

drive individuals to become entrepreneurs and harbour initial entrepreneurial behaviours. Entrepreneurship is an 

activity or action that includes identifying, judging and taking opportunities to develop new goods and services, 

strategies of organising, marketing and processing of raw materials through organised efforts that were not 

evident initially (Shane & Venkataraman, 2000). According to Diandra and Azmy (2020), entrepreneurship is a 

part of business life that contributes to successful business organisation. Those who actively deal with business 

activities are most responsible for achieving their vision in entrepreneurial ventures. 

It is important to note that people’s behaviours most often are by their intention. From the psychological point 

of view, if ˝any human being wants to achieve something, there should be an intention for that˝ (Bhasin & Gupta, 

2017, p. 26). This is synonymous to entrepreneurship as those engaged in it need to possess an entrepreneurial 

intention as a foundation. According to Moriano, Gorgievski, Laguna, Stephan, and Zarafshani (2012), the 

entrepreneurial intention has been defined ‘as the conscious state of mind that precedes action and directs 

attention towards a goal such as starting a new business. 

Wu and Tian (2022) note that, numerous scholars have recognised the importance of entrepreneurial intention 

(EI). For example, Krueger, Reilly, and Carsrud (2000) reported that reflexive behaviour does not initiate 

entrepreneurial behaviour. Instead, it is intentional from the person. Likewise, Cai and Zhao (2014) and Kolvereid 

and Isaksen (2006) stated that people who engage in entrepreneurial activities are those who possess strong EI. 

For students in higher education institutions (HEIs) in Africa, the zeal to engage in entrepreneurial behaviours and actions 

could come from entrepreneurial intentions and the needed actions towards any chosen self-motivated, entrepreneurial 

entity. The intention of students in HEIs to engage in entrepreneurial actions can be influenced by entrepreneurial 

scaffolding (ES) from their institutions and their psychological possessions, such as psychological capital (PsyCap). 

 

Entrepreneurial Scaffolding and Entrepreneurial Intention 

In the field of psychology, scaffolding is a strategy in which professionals in a given field display the process of 

problem solving for their students and then explain each step as they go along. After providing a few preliminary 

explanations, the instructor will then step back from the students and only provide assistance when it is required 

(Lantolf & Poehner, 2014; Nordlof, 2014; Vygotsky, 1987). Applied in business and entrepreneurship, 

entrepreneurial scaffolding is the support, training, strategies, and ideas offered to people to pursue business as 

a way of becoming independent in the job market. The importance of entrepreneurial scaffolding in fostering 

the development of a business mindset in individuals cannot be overstated. According to Nambisan, Siegel, and 

Kenney (2018) and Scott, Penaluna, and Thompson (2016), the role of entrepreneurship scaffolding is considered 
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to be one of the primary factors in creating optimistic expectations of capabilities for new business start-up 

ventures, cultivating desirable self-employment behaviours, and aspirations for entrepreneurship. This is because 

the role of entrepreneurship scaffolding is considered to be one of the primary factors in creating optimistic 

expectations of capabilities for new business start-up ventures (Scott, Penaluna, & Thompson, 2016). 

Entrepreneurial scaffolding in this study covers entrepreneurial educational support, entrepreneurial activities 

support, and entrepreneurial commercialization support. According to Tarling, Jones, and Murphy (2016), 

entrepreneurial instruction imparts the numerous features of starting a new business through sequences of 

subjects and hands-on activities that aim to increase the probability of entrepreneurial success. Literature 

demonstrates that entrepreneurs can be fostered by entrepreneurship education (Gibb, 2002; Gianiodis & Meek, 

2020; Liu et al., 2019). Also, Entrialgo and Iglesias (2016) assert that entrepreneurship education is necessary 

because it can support and shape entrepreneurial intentions and reduce the likelihood of start-up failure.Available 

literature shows that entrepreneurial scaffolding is necessary since it allows for discovery, revival, and 

entrepreneurship confidence building (Karimi, Biemans, Lans, Aazami, & Mulder, 2016; Parker, 2018). 

Entrepreneurial scaffolding in terms of education and awareness activities helps transform the unfavourable 

impression of entrepreneurship and helps replace the entrepreneur's uncertainties (Nabi, Lián, Fayolle, Krueger, 

& Walmsley, 2017). Entrepreneurial scaffolding promotes entrepreneurial intent and spirit, improves knowledge, 

reduces ambiguity, and boosts confidence (Kierulff, 2005; Michaelides & Benus, 2012; Mozahem & Adlouni, 

2021). 

With entrepreneurial scaffolding, higher education institutions play a key role in fostering student 

entrepreneurship and implementing entrepreneurship through entrepreneurial education, special lectures, 

awareness sessions, club activities for concept development, and commercialization support (Maresch, Harms, 

Kailer, & Wimmer-Wurm, 2016; Minai, Raza, bin Hashim, Zain, & Tariq, 2018). Entrepreneurial scaffolding helps 

establish an entrepreneurial attitude toward starting a new firm (Schwarz et al., 2009). Literature acknowledges 

the relevance of an entrepreneur's education, as it helps in generating positive opinions of start-up businesses' 

competency (Scott, Penaluna, & Thompson, 2016). Entrepreneurial scaffolding leads to better behaviour and 

innovative start-up plans (Liao, Javed, Sun, & Abbas, 2022). Students who took entrepreneurship classes were 

more entrepreneurial than others (Neto, Rodrigues, & Panzer, 2017). An effective entrepreneurial education 

curriculum and university entrepreneurial encouragement urge young people to pursue an entrepreneurial future 

(Van der Zwan, Thurik, Verheul, & Hessels, 2016). 

Liguori, Bendickson, and McDowell (2018) discovered that many students' entrepreneurial aspirations are 

hampered by poor preparation, insufficient market experience, and an unwillingness to take risks. Shamsudeen, 
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Keat, and Hassan (2017) said entrepreneurial education helps participants build creativity and the drive to think 

creatively and see transitions as opportunities. Kraaijenbrink, Bos, and Groen (2010) suggested quantifying their 

impact on students, even though higher education institutions foster entrepreneurship in other ways. 

Entrepreneurship scaffolding procedures vary. First, institutions should teach the general information and abilities 

needed to launch a new project to demonstrate entrepreneurial talents. Second, institutions may offer more 

focused resources to students or student groups to develop entrepreneurial companies (Lim, Oh, & De Clercq, 

2016; Mustafa, Hernandez, Mahon, & Chee, 2016). 

Souitaris, Zerbinati, and Al-Laham (2007) used the pre-test and post-test experimental design to find out about 

undergraduate students' entrepreneurial education and their plans to start their own business. The study found 

that the average values of subjective norm and intention to work for oneself after the programme were higher 

than they were before the programme. However, entrepreneurial intentions at the end of the programme had 

nothing to do with emerging entrepreneurs. They said that the lack of a link between entrepreneurial education 

and intention at the end of the programme could be explained by the fact that there is a well-known time lag 

between entrepreneurial intentions and actions. However, the study found that entrepreneurship programmes 

provide students with ‘trigger events’ that make them want to try business ventures. 

 

Psychological Capital (PsyCap) and Entrepreneurial Intention 

Psychological capital (PsyCap) is an aspect of positive psychology. Positive psychology emerged in the late 1990s, 

emphasising what is good about people rather than what is wrong (Csikszentmihalyi & Seligman, 2000; Seligman, 

1975; Snyder & Lopez, 2002). According to Cameron, Dutton, and Quinn (2003), positive psychology has two 

channels of manifestation, including the macro-oriented positive organisational scholarship (POS) movement and 

the micro-oriented state-like positive organisational behaviour (POB) approach. Therefore, psychological capital 

consists of numerous sub-components of these channels of manifestation in positive psychology. Psychological 

capital refers to the mental state of a person who demonstrates excellent organisational behaviour and strong 

job performance (Costa & Neves, 2017). Luthans (2002) defines PsyCap as the positive psychological development 

of an individual, including self-efficacy, optimism, hope, and resilience. In addition, Jiang and Na (2013) assert 

that PsyCap consists of six dimensions: self-efficacy, hope, optimism, resilience, opportunity recognition, and 

social ability. Psychological capital affects a person’s career and personal success and influences their behaviour 

in numerous ways. PsyCap places a greater emphasis on power, success, adornment, and happiness (Donaldson, 

2013), and it can increase both performance and satisfaction. Psychological capital also affects an individual’s 

entrepreneurial behaviour. Psychological capital is tied to an individual’s accomplishments and well-being. When 
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created, this evidence will determine the existence of entrepreneurial intent and the growth and success of a 

business (Costa & Neves, 2017; Darvishmotevali & Ali, 2020; Margaça, Hernández-Sánchez, Sánchez-García, & 

Cardella, 2021; Peters, Kallmuenzer, & Buhalis, 2018; Stephan, 2018). PsyCap can influence the ability of 

entrepreneurs to acquire financial and human capital (Zhao, Wei, Chen, & Yien, 2020). In a study, it was found 

that PsyCap (self-efficacy, need for achievement), and entrepreneurial orientation were highly related to 

entrepreneurship ambitions (Frese & Gielnik, 2014). In other research works, EI was found to relate to all 

components of PsyCap (e.g., self-efficacy and resilience) (Contreras, De Dreu, & Espinosa, 2015). Hmieleski (2008) 

found that entrepreneurs’ PsyCap could explain variance in new venture performance. In a study among higher 

education students in China, Zhao, Wei, Chen, and Yien (2020) found that PsyCap indirectly predicted their 

entrepreneurial intentions. 

 

The Case of Ghana 

It is reported that small businesses represent about 85% of businesses and contribute about 70% of Ghana’s 

gross domestic product (GDP) (World Bank, 2020). Regardless of SMEs dominance and their contribution to the 

GDP, they are faced with several financial and regulatory challenges. For instance, the World Bank Report on 

Doing Business for 2020 indicated that the average cost of starting business in Ghana is US$125.46 whiles it only 

cost US$56.51 and US$32.32 in Togo and Benin respectively (Amaglo, 2019; Poole, 2021; Sodokin, 2022; World 

Bank, 2020). For those in Rwanda, registering a new business is free and small businesses are exempted from all 

fees for a period of two years. Among 10 countries, Ghana is ranked 7th best African country out of 10 to 

become an entrepreneurial hub (CEOWORLD Magazine Entrepreneurship Index, 2022). Despite this, 

entrepreneurship is seen as one of the major drivers of the economy. According to Bawakyillenuo and Agbelie 

(2021), several Ghanaians consider entrepreneurship to be a good occupational choice. In this regard, 

government have made a step by providing financial backing to aspiring entrepreneurs through flagship 

programmes such as National Entrepreneurship and Innovation Programme [NEIP] (2020) and Ghana Enterprise 

Agency [GEA] (2021). This complement with these efforts, government keeps imploring universities to be 

entrepreneurial-oriented in their programmes. By this, universities could help hone entrepreneurial skills through 

entrepreneurial support strategies so that their products can take advantage of the available government’s 

funding opportunities.  

No matter how innovative an entrepreneurial programme may look and offered to students, its success can barely 

be realised without considering their entrepreneurial intention as a key variable, which is also influenced by 

entrepreneurial scaffolding and psychological capital. Several scholarly works have been conducted on the factors 
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influencing EI from diverse dimensions. Recent studies precisely investigated psychological characteristics such as 

internal locus of control and personality traits as determinants of EI (Arkorful & Hilton, 2021; Bazkiaei, Heng, 

Khan, Saufi, & Kasim, 2020; Tentama & Abdussalam, 2020; Uysal, Karadağ, Tuncer, & Şahin, 2022; Wang, Chang, 

Yao & Liang, 2016; Vodă & Florea, 2019). However, it is advised that emphasis should be placed on 

developmentally-based psychological resource (PsyCap) and school-oriented support strategy (entrepreneurial 

scaffolding) because they are the key drivers of entrepreneurial behaviour (Darvishmotevali & Ali, 2020; Khuong 

& An, 2016; Margaça, Hernández-Sánchez, Sánchez-García, & Cardella, 2021; Peters, Kallmuenzer, & Buhalis, 

2018; Saeed, Yousafzai, Yani-De-Soriano, & Muffatto, 2018; Stephan, 2018; Wegner, Thomas, Teixeira, & 

Maehler, 2019). Again, it is important to note that scaffolding and psychological capital (PsyCap) are frequently 

studied in education and health but are rarely employed in business-related areas (entrepreneurship). This creates 

a huge gap in the literature and the current study seeks to bridge this gap by analysing the entrepreneurial 

intention using entrepreneurial scaffolding and psychological capital (PsyCap) as predictors among Ghanaian 

universities. In this way, a representation of the underlying connection among the variables will be established 

through the following questions: 

1. Will the entrepreneurial scaffolding leads to entrepreneurial intention among HEIs students in Ghana? 

2. Will students’ psychological capital lead to entrepreneurial intention among HEIs students in Ghana? 

Methods and Procedures 

Participants 

The study design was an analytical cross-sectional survey, where final-year undergraduate students were recruited. The 

analytical cross-sectional design was chosen because several final-year undergraduate students in public and private 

institutions were identified from different locations and situations in Ghana. In all, 250 students were selected through 

stratified and simple random procedures. The stratification was done because the universities had different population 

figures, which required fair representation. The simple random sampling (table of random numbers) was applied to ensure 

fairness in the selection of cases to respond to the survey. 

 

Measures 

Entrepreneurial Scaffolding 

Institutional entrepreneurial scaffolding is assessed using a HEInnovate self-assessment (European Commission, 

2012). The scale was used for students to assess the entrepreneurial level of their universities. The tool comprised 

37 items across seven components. This allowed students to assess their entrepreneurial support ranging from 

1=totally disagree to 5=totally agree. leadership and governance, (5-items), organizational capacity (5-items), 
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entrepreneurial teaching and learning (5-items), preparing and supporting entrepreneurs (6-items), knowledge 

exchange and collaboration (5-items), the internationalised institution (5-items), and measuring impact (6-items). 

Sample statements on the seven components of the scale include “entrepreneurship is an important part of my 

university’s strategy, business goals are supported by a wide range of sustainable financing and investment 

sources, the university offers several formal learning opportunities to develop entrepreneurial skills, the university 

emphasises the value of entrepreneurship, the university is committed to collaborating and sharing knowledge 

with the industry, the public sector, and society, internationalization is an important part of the university’s 

entrepreneurial agenda, and the university regularly assesses the impact of its entrepreneurial agenda”. The scale 

recorded an improved internal consistency of .87 less than the generally established internal consistency of .98. 

Psychological Capital (PsyCap) 

Students’ psychological capital was measured using Compound Psychological Capital Scale [CPC-12] (Lorenz, 

Beer, Putz, & Heinitz, 2016). The components are hope (3-items; e.g., ‘Right now, I see myself as being pretty 

successful’); resilience (3-items, e.g., ‘Sometimes I make myself do things whether I want to or not’); optimism 

(3-items, e.g., ‘The future holds a lot of good in store for me’) and self-efficacy (3-items, e.g., ‘I can solve most 

problems if I invest the necessary effort’). Items were answered using a 5-point Likert-type scale ranging from 1 

= ‘strongly disagree’ to 5 = ‘strongly agree’. The scale recorded an improved internal consistency of .85 against 

the original reported as .82 by Lorenz et al. (2016). 

 

Entrepreneurial Intention 

Students’ entrepreneurial intentions were measured using adapted items from the entrepreneurial intentions 

questionnaire (EIQ) developed by Linan and Chen (2009). These items are designed specifically to assess intentions 

to engage in entrepreneurial activities. The scale is uni-dimensional and had 5-items, with a sample item as e.g., 

‘My professional goal is to be an entrepreneur’. Items were answered using a 5-point Likert-type scale ranging 

from 1 = ‘strongly disagree’ to 5 = ‘strongly agree’. The internal consistency of the scale was .71, is less than .77 

to .94 threshold established by Linan and Chen (2009) in the validation process. 

 

Analysis 

The data analysis was performed after taking into consideration data management. Specifically, multiple linear regression 

was used as the main statistical procedure because the aim of the study to ascertain the contribution of the independent 

variables on the dependent variable. 
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Results of the Study 

Gender of the Respondents 

 

Figure 1: Pie Chart on Respondents’ Gender 

 

The pie chart reflects gender of the respondents and it is evident that the number of female respondents 

(N=130) were slightly more than male respondents (120). 

Table 1: Descriptive Statistics 

Variable N Mean SD Skewness Kurtosis 

Entrepreneurial Scaffolding (ES) 250 5.25 1.223 -0.85 0.76 

Psychological Capital (PsyCap) 250 5.44 1.32 -1.04 0.86 

Entrepreneurial Intention (EI) 250 5.43 1.37 -1.11 1.01 

 

Descriptive statistics showing on Table 1 indicates that PsyCap generated the highest mean and standard 

deviation, followed by entrepreneurial intention and entrepreneurial scaffolding. The examination of the results 

concerning departure from symmetry, skewness statistics produced negative values less than zero, with the 

implication that data were negatively skewed while kurtosis statistics show platykurtic (less peaked with less 

outliers) with values less than three (Westfall, 2014). 

 

Table 2: Correlation and Collinearity Results 

 

Variable ES PsyCap EI p Tolerance VIF 

Entrepreneurial Scaffolding (ES) 1 .586 .699 .000 .53 1.88 

Psychological Capital (PsyCap) .586 1 .734 .000 .56 1.99 

Entrepreneurial Intention (EI) .699 .734 1 .000 .50 1.79 

Female 
52% 

Male 48% 

Female Male 
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From Table 2, it is evident the variable correlated significantly among themselves but there were no issues 

of multicollinearity among the predictors (ES and PsyCap) as the values of Variance Inflationary Factor (VIF) 

were all less than 2 (Johnston, Jones, & Manley, 2018). 

 

Table 3: Regression Results 

Variable B SE β R T R
2
 Ad R

2 
F Sig. 

ES*EI .389 .053 .376 .808 7.34 .653 .649 154.14 .000 

PsyCap*EI .564 .061 .466 .808 9.25    .000 

a. Predictors: Entrepreneurial Scaffolding (ES) and Psychological Capital (PsyCap) 

b. Dependent Variable: Entrepreneurial Intention (EI) 

 

Table 3 indicates the result of regression analysis of entrepreneurial scaffolding and psychological capital 

predicting entrepreneurial intentions among undergraduate students. The regression correlation shows that there 

is a large significant positive relationship among the variables. This implies that entrepreneurial scaffolding and 

psychological capital jointly explained 80.8% of the variance in students’ entrepreneurial intentions (R
2
=.808, F 

(2, 247) =154.14, p<.000). Further interpretation shows that there were significant predictions among the 

variables. For instance, entrepreneurial scaffolding experienced by students positively and significantly predicted 

students’ entrepreneurial intentions (β=.376, p<.000) while students’ psychological capital positively and 

significantly predicted their entrepreneurial intentions (β=.466, p<.000). The results imply that a unit increase in 

either entrepreneurial scaffolding or psychological capital will lead to a unit increase in students’ entrepreneurial 

intentions. 

 

Conclusion 

The study aimed to ascertain the contribution of universities' drive in entrepreneurship through entrepreneurial 

scaffolding and mental possessions through psychological capital on entrepreneurial intentions among 

undergraduate students of a Ghanaian university. The study found that entrepreneurial scaffolding provided by 

higher education institutions and psychological capital positively influenced undergraduate students' drive to 

engage in entrepreneurial ambitions and behaviours. The revelation shows that these undergraduate students 

regard the theoretical-based entrepreneural education and training offered as most laudable and may venture 

into personal enterprises after graduating. The intentions harboured by the undergraduate students to engage 

in entrepreneurial activities could be motivated by the constant reports made by stakeholders in the job market 
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that graduate unemployment kept soaring, hence the need for graduates to refocus and re-orient their prospects 

for jobs.  

 

Recommendations for Policy and Practice 

In Ghana, the job market looks blurry as the government’s drive to provide jobs for the teeming youth appears 

to experience a nosedive. Therefore, it is crucial to make entrepreneurial training compulsory for all higher 

education institutions. This will allow every higher education student to have entrepreneurial training and offer 

the needed guidance and support for job creation. For this to be achieved, higher education institutions that are 

yet to enrol entrepreneurial courses in general and provide occupational guidance/opportunities for thier students 

should embrace themselves and accept any entreprenueral proposal from the government or stakeholders so that 

the canker of unemployment can be marginalised. For higher education institutions that have implemented 

entrepreneurial education and training already, there is the need to advocate for its value and strengthen the 

training program from theory to practice so that those trained can apply the knowledge in their start-ups. In 

moving from theory to practice, higher education institutions could help their students with start-up capital for 

minor entrepreneurial ventures while they are under training so that the knowledge gained can be applied in 

such ventures. 

 

Limitations and Future Research Directions 

As much as the study findings contributed to literature in the area of entrepreneurship, it is not free from 

limitations. For instance, the study used only two higher education institutions in Ghana. Hence, concluding that 

findings reflect all higher education institutions will be problematic. Therefore, future research should focus on 

all public and private higher education institutions in Ghana, with diverse backgrounds that could influence the 

outcome. In addition, the study is more or less perceptual and reflects not the entrepreneurial actions of those 

involved. Therefore, future research should focus on tracer studies so that those churned out from the higher 

education institutions could be tracked and studied on the application of entrepreneurial knowledge. 
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Abstract 

Channels of distribution are important factors in the connection between goods and services produced for the 

final consumer and, therefore, determine the effectiveness with which they are delivered and ultimately availed 

to the final consumers. Globally, studies show that channels of distribution and sales play an essential role in 

building bonds between manufacturers, retailers, wholesalers and their consumers. The main purpose of this 

study is to examine the influence of distribution channels and networks on customer choice of fast-moving 

consumer goods (FCMG) in the Upper East Region of Ghana. The study adopted a quantitative approach and 

questionnaires were used to collect primary data from 110 customers of Unilever Ghana Limited in the Upper 

East Region of Ghana.  The findings reveal that product-related factors, such as the price of products, 

perishability of products, size and weight of products, promote the effective distribution of Unilever goods and 

services, whilst consumer-related factors, such as the number of customers and increased consumer base, 

promote effective distribution channels. The study also established a positive influence of factors, such as 

incentives, receiving feedback and sales performance, on customer choice of fast-moving consumer goods 

(FMCG). Managers and producers in the FMCGs industry should implement reward and incentive programmes 

and policies to boost the sale and distribution of fast-moving consumer goods and services in the retail industry 

in Ghana. 
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INTRODUCTION 

 

Channels of distribution are important factors in the connection from goods and services production to 

the final consumer and therefore determine effectiveness with which they are delivered and ultimately availed to 

the final consumers (Affran & Asare, 2019). Globally, evidence shows that channels of distribution and sale play 

an essential role in building bonds between manufacturers, retailers, wholesalers and their consumers (Adesoga 

& James, 2019). This means that distribution network and effective sales will help consumers to choose and make 

repeated buying. Effective sales and distribution network impacts sales turnover and profits margins of 

organisations.  

Distribution involves a network of activities that are related to the sale of economic goods between 

manufacturers and their wholesalers, retailers and consumers. It comprises a coordinated and systematic 

preparation of manufactured and processed goods in accordance with their type and volume, space and time, in 

order to meet supply deadlines and achieve customer satisfaction especially when producing for an anonymous 

market (Domschke & Schield, 2010). The system of distribution is divided into two main sections which is the 

distribution system of acquisition and the logistics distribution system. The acquisition distribution system deals 

with bridging the space and time by transportation and storage, as well as order processing and shipment. Logistic 

distribution system relates to the supply and movement of materials (Segetlija et al., 2011).  

The concept of distribution network is used to describe the creation of value in channels of distribution 

by means of well-co-ordinated activities by actors at different levels.  In a typical distribution network, a 

confederation of specialists organises various distribution activities adopting various strategies to achieve common 

desired goals (Anderson et al., 1997). Channels of distribution are therefore considered networks of mutually 

dependent establishment included in the process of making goods or services available for use or consumption. 

Moreover, a marketing channel is the external contractual organisation that management operates to achieve its 

distribution objectives (Weinberg et al., 2007).  

Fast-moving consumer goods (FMCG) sector is one of the biggest industries globally. FMCG are generally 

cheap products that have a short shelf-life span and are purchased by consumers on a regular basis. FMCG is a 

classification that refers to a wide range of frequently purchased consumer products and services. The main 

segments of the sector are branded, packaged food and beverage (health beverages, soft drinks, staples, cereals, 

dairy products, chocolates, bakery products), household care items (detergents and household cleaners), personal 

care items (oral and hair care, soaps, cosmetics, toiletries) and to some extent tobacco products. Some of the 

globally acknowledged FMCG companies include Unilever, The Coca-Cola Company and Johnson & Johnson.  

Within the Africa region, FMCG retailers generally operate in a low-margin environment. As a result, the existence 
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of a large market is crucial to the success of these companies (Nyaga, 2014). Despite Africa having a population 

of around one billion, the region remains relatively under-served by FMCG companies.  

          The FMCG retail industry is responsible for the distribution of final products and services to the consumer 

and the public (Yeboah et al., 2013). In practice, most companies use a mix of different distribution channels; in 

particular, they may complement a direct sales force, calling on the larger accounts, with agents, covering the 

smaller customers and prospects. However, the major challenge now facing the retail industry is the power of 

customers. The reason is that customers are becoming increasingly knowledgeable, impatient, not wishing to 

wait for the suppliers’ products for any period. This coupled with the fact that distribution companies are now 

trying to implement specific distribution strategy based upon their unique set of competitive priorities and 

business conditions to achieve the desired level of performance, has led to an investigation into the sales and 

distribution channels available to fast-moving consumer goods and how this has affected the profit margin and 

operations of these FMCG companies.   

Statement of Problem 

 

            Studies have focused on the effective sales and implementation of channels of distribution from diverse 

perspectives. For instance, Gabrielsson et al. (2002) studied multiple channels strategies in the personal computer 

industry in Europe; Banyté et al., (2011) examined variations in marketing channel formation; Kabadayi et al. 

(2007) investigated the performance implication of multiple distribution channels; Karanja et al. (2014) focused 

on the distribution networks and performance of mobile service provider intermediary organisations. Stojkivic et 

al. (2016) also examined multichannel as a dominant approach in innovative retailing.  However, none of these 

studies focused specifically on effective sale strategies and innovative distribution network adopted by Fast 

Moving Consumer Goods companies in the Ghanaian context.  

A study by Liwali (2013) found that factors such as cost, crime, culture, language, technology, infrastructure, 

interconnectivity, trade rules and laws, taxes, lack of professionalism and other financial issues are limitations to 

the effective implementation of distribution channels. Sule et al. (2013) noted that the unavailability of adequate 

and reliable market information on the demand and taste pattern of customers (wholesalers and retailers), non-

improvement in operational performance of companies in relation to their competitors, and inadequate 

infrastructural facilities that should improve an efficient distribution channel system are challenges faced by firms 

while implementing distribution channels strategies for consumer goods in the country. All these resulted in 

ineffective products availability to the final consumers and poor marketing performance within the FMCGs sector 

in the country.  
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Within the recent academic and scholarly research, not much emphasis is placed on the effective sales 

and distribution networks used by fast moving consumer goods by companies for effective operational and 

marketing of their products and services. Therefore, the purpose of this study to examine the effective use of 

distribution channels and networks by FMCGs, by Unilever Ghana Limited in operating in the Upper East region 

of Ghana. The main objective of this study is to examine the distribution strategies and consumer choice of 

FMCGs, by Unilever Company Limited in operating in the Upper East region of Ghana. The study also seeks to 

examine the best distribution strategy for the effective sales of products and service that meet customer 

satisfaction, to identify factors that promotes effective distribution channels of products and services in the retail 

industry, to examine factors influencing consumer choice of Fast-Moving Consumer Goods, to examine the 

challenges associated with effective distribution and sale of fast-moving consumer goods in the retail industry. 

        This study will make significant contributions to existing literature, marketing and policy decision making by 

provide additional data and information with respect to effective sales and distribution of FMCGs and services 

products and its effect on the retail industry in Ghana. Thus, the information collected will give vivid 

understanding of the importance and effectiveness of developing multiple distribution channels. This will assist 

in the formulation and implementation of appropriate marketing policies which will improve the design and 

effectiveness of distribution networks in the retail industry. Furthermore, this study will help retail products 

marketers identify and consider the most reliable and more consumer-friendly ways of marketing their products 

to increase customer patronage. The findings of this study will also add to the body of knowledge on the effective 

distribution and sale of FMCGs and how this impact an organization’s operations and profits margin as well as 

customer satisfaction.  

This study is limited to only fast-moving consumer goods manufactured and distributed by Unilever 

Ghana Limited and wholesalers and retailers in the Upper East region. The choice of Unilever Ghana Limited 

products is due to the following reasons: First, it is considered Ghana’s leading manufacturer of fast-moving 

consumer goods. Secondly, Unilever as a FMCGs distribution and marketing company adopts modern trade, 

horsecars and traditional distribution channels that reached the remotest parts of Ghana with very efficient 

national distribution through various network of branches and clients. The study will only consider the activities 

of Unilever in the Upper East region and the choice of this study area is for easy and convenience sampling of 

respondent by the researcher.   
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LITERATURE REVIEW 

Theoretical Base of the Study 

           The emergence of successful distribution strategies in the current keenly competitive business and 

marketing environment cannot be over emphasized. The phenomenon of market deregulation and globalization 

has caused a rise in competitiveness which has prompted manufacturers and other industry players to relook into 

the channels of distribution strategies and critically evaluate the strategies being used as well as their inability to 

solve the current opportunities and challenges (Stern & Sturdivant, 2006). This study was anchored on two 

relevant theories namely Economic distribution theory and marketing theory.  

Economic Distribution Channel Theory 

             The Economic Distribution Channel theory posits that the most suitable distribution system is one that is 

established through exploration of that which the customer wants in relation to service outputs from distribution 

channels, the amount of money they are willing to pay for a certain level of service, the way the provision of 

services will be done as well as the cost of alternative channels of distribution (Stern et al., 2006). Considering 

this, it is argued that the distribution system that meets the wants of the customer in the most efficient way can 

be established. The distribution channel strategy that the company adopts must take the customer's view and 

analyze the output from the commercial part of the varying distribution channels and associates it to the costs 

and benefits of the customer from the varying service output levels which distribution channels available offer 

(Cohen et al., 2003). 

           According to this theory, the distribution system that meets the wants of the customer in the most efficient 

manner must be established. Therefore, an economic distribution channel model places the customer's view first, 

it does an analysis of the output from the commercial perspective of different distribution networks and associates 

it to the benefits and costs of the consumer from the varying service output levels that the distribution channels 

available offer (Leroy, 2017). 

Marketing Theory 

               The relationship marketing theory is a type of marketing created from marketing campaigns that involve 

direct response and which emphasize on customer retention and satisfaction instead of dominantly focusing on 

sales transactions (Ojwang, 2014). Relationship marketing as a practice is different from the other types of 

marketing because it does recognize the long-term customer relationships' value and it does extend 

communication past advertising that is intrusive as well as sales promotional messages (Leroy, 2017). Relationship 



47 
 

marketing keeps on evolving and moving forward because of growth of mobile platforms and the internet, this 

technology brings about communication channels that are more collaborative and social (Mulky, 2017). 

Relationship marketing principle that is key is the customers retention by different means as well as practices to 

ensure trade that is repeated from pre-existing customers through ensuring satisfaction of requirements beyond 

those of firms in competition with by an association in which the benefits are mutual (Otieno, 2018). 

             Many classic marketing theories centre on the means of distribution channels aimed to attract customers 

and creating transactions. Profitability increase that comes about because of customer retention efforts is 

experienced due to the many factors which take place the moment a relationship with a customer has been 

created (Porter, 2011). 

Empirical Studies and Knowledge Gaps 

Best distribution strategies for the effective sales of products and services 

            According to the studies were carried out to explore different distributive and marketing strategies. 

Saxena (2011) focused the study on marketing innovation in FMCG sector through different models which 

provide suggestion to bring innovativeness in marketing. Bressoud (2013) carried studies on innovation in FMCG 

by testing it in experimental versus real store and found virtual store testing is not successful which is a new 

method in comparison to real store. Khare and Ali (2015) focused his studies on marketing innovation in FMCG 

sector. Moss and Scuiling, (2004) define what branding is; describe the advantages of developing brands in the 

pharmaceutical industry and highlight the key differences between brands in the FMCG and pharmaceutical 

industry. 

           Some studies have also discussed the appropriateness of different branding strategies for the FMCG 

sectors (Mann & Kaur, 2013). Individual brand type is advocated to be the most appropriate for FMCG companies 

(Kotler & Armstrong, 1997). However, Laforet and Saunders (2005) find that in actual practice, FMCG companies 

are using individual brand type in combination with corporate or house brand type. Saunders and Guoqun (1996) 

empirically demonstrate that consumers prefer corporate and individual brand types together for an FMCG 

product than either brand type used alone. In contrast, Laforet (2011) reports that corporate brand does not add 

any value to products in the FMCG sector. For the services sector, corporate brand type is recommended as the 

best option (Berry, 2000; McDonald et al., 2001). On the contrary, Rahman and Areni (2009) argue that service 

companies should also develop individual brands and should use them in combination with their corporate 

brands. For durables, corporate brand type is opined to be the most appropriate choice (Anisimova, 2007). 
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           Some of the major strategies adopted by FMCG companies for making their brands outstanding compared 

to competitions are as follows: I. Multi-brand Strategy II. Product Flanking III. Brand Extensions IV. Building Product 

Lines V. New Product Development VI. Product Life Cycle Strategy VII. *Taking advantage of wide distribution 

network. 

Multi-brand Strategy 

           A company often nurtures several brands in the same category. There are various motives for doing this. 

The main rationale behind this strategy is to capture as much of the market share as possible by trying to cover 

as many segments as possible, as it is not possible for one brand to cater to the entire market. This also enables 

the company to lock up more distributer shelf space. 

Product Flanking 

            Product flanking refers to the introduction of different combinations of products at different prices, to 

cover as many market segments as possible. It is basically offering the same product in different sizes and price 

combinations to tap diverse market opportunities. The idea behind this concept is to flank the core product by 

offering different variations of size and price so that the consumer finds some brand to choose from. Cornflakes 

in small sachets and premium detergents in small pouches are examples of this strategy. Refers to the introduction 

of different combinations of products at different prices, to cover as many market segments as possible. It is 

basically offering the same product in different sizes and price combinations to tap diverse market opportunities. 

Brand Extensions 

             FMCG firms make brand extensions in the hope that the extensions will be able to ride on the equity of 

successful brands, and that the new brand will stand in its own right in the course of time. A well-respected 

brand name gives the new product instant recognition and easier acceptance. It enables the company to enter 

new product categories more easily. Companies make brand extensions in the hope that the extensions will be 

able to ride on the equity of the successful brands. 

Building Product Lines 

           Some companies producing FMCG add related new product lines to give the consumer all the products 

he/she would like to buy below one umbrella. 

New Product Development 

            A company can add new products through the acquisition of other companies or by devoting one’s own 

efforts on new product development. With the help of new products, a company can enter a growing market 
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for the first time and supplement its existing product lines. For instance, Proctor and Gamble is leading company 

in the world as reputed for new products development. Companies that fail to develop new products would 

expose themselves to great risk and might face stagnation in future. The existing products are vulnerable to 

changing consumer needs and tastes, new technologies, shortened product life cycles and increased domestic 

and foreign competition. A company can develop new products either through R&D in-house or by acquiring 

other company or both. It is seen that a lot of products being brought into the market day in and day out. Some 

companies which have thrived in the market due to innovative product development are FMCG companies. 

However, new product development is not an easy ball game. There are many aspects which the company must 

take into consideration before even thinking of new product development. 

Product Life Cycle Strategy 

             Economic conditions change, competitors launch new assaults, and the products encounters new types 

of buyers and new requirements are situations in which a FMCG company try to extend the Product Life Cycle. 

In the mature stage of the Product Life Cycle, some companies abandon their weaker products. They prefer to 

concentrate their resources on their more profitable products and quickly develop new products. An FMCG has 

short life cycle whereas an industrial product has long Product Life Cycle. According to Product Life Cycle, 

companies plan to develop new products after abandoning the old product which has experienced the decline 

stage of product life cycle curve. FMCG products are those products which have short life span which are used 

for short time and are replaced within days, week and month or within a year. Since FMCG products are replaced 

rapidly so they are having high market demand. They operate at a lower margin. Some of the FMCG products 

are such as packaged foodstuff, household accessories, soaps, detergents, shampoos, toothpaste, shaving 

products and shoe polish, etc. Therefore, marketers continually try to introduce new brands to offer something 

new and meet the changing requirements of customer. It is prudent for a marketer to innovate from time to time 

both by technological expertise as well as from the consumer’s or dealer’s feedback.  

*Wide Distribution Network 

            Modern companies’ distribution network has a great impact on the success of any business. In the FMCG 

segment, the role of an excellent distribution channel becomes even more crucial because the delivery of FMCG 

product is confined to day to day basis. Therefore, to survive and thrive in a highly competitive market you must 

have a distribution channel which has no problem at any point of the distribution channel. An extensive 

distribution system can be developed over time, or the company may acquire another company which has an 

extensive distribution network. Some of the values of FMCG industry, which made this industry as a potential 
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one, are low operational cost, strong distribution networks, presence of renowned FMCG companies. Some of 

the well-known FMCG companies are Nestlé, Unilever, Procter & Gamble, Coca-Cola, Pepsi. 

            Coca-Cola and PepsiCo’s or Nestle and Danone’s wide distribution network systems have made them 

market leaders. A company usually expands the market for its brand in two ways, either to increase the number 

of customers or by encouraging more consumption per intake. The usage rate of the consumers can be increased 

in 3 ways: 1) It may try to educate or persuade customers to use the product more frequently. 2) The company 

can try to induce users to consume more of the product on each occasion. 3) The company can try to discover 

new product uses and convince customers to use the product in more varied ways. 

Factors promoting effective distribution channels of products and services. 

            A descriptive survey by Brown and Dant (2014) examined the factors which influence distribution of fast-

moving consumer goods using 120 distributors specializing in Eveready East Africa brands in Kenya. The findings 

depict skewed competition, pricing, brand promotions and demand forecasting are critical drivers of distribution 

channels. Though existence of skewed competition attributed to cheap imports was seen as distressful to the 

market forces its actual impact on the distribution channels and retailer’s decision for stocking were not fully 

examined. 

           Empirical evidence indicates that most on indirect channels and retail restocking decision has centred on 

the restocking cost element. Ultimately restocking is subject to storage quality easiness to accessibility. These 

factors wield significant influence on the unit cost that retailer assign to products with intent to accrue maximum 

margins. However, literature analysed from past studies has does not offers a clear connection between indirect 

distribution channels and restocking decisions amongst retailers. 

        The study by Anđelkovićet et al. (2017) offers a comprehensive insight into the scope of distribution channels 

towards optimization of retail efficiencies and offering consumer’s convenience and value. The study however 

fails to offer any connection between efficient distribution channels, whether direct or indirect and restocking 

decisions by retailers in cosmetics industry. Al Badi (2018) in a study that focused on marketing mix role towards 

boosting competitive advantage, confirmed the effect of marketing mix factors including product, place, price 

and promotions having significant moderating association on the small medium enterprises (SME) competitive 

advantage. The study however failed to demonstrate the connection between marketing mix elements as 

moderators of indirect channels towards restocking decisions made by SME retailers. Additionally, the study fails 

to capture the hair product segment of SME and retail operational choices on product restocking. The study by 

Tih et al. (2008) submitted evidence on the relevance of indirect distribution channels towards in retailer 
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operations, with quality factor cited as critical influence of retailer stocking decisions. The study however focused 

exclusively on tropical fruits distribution channels, thus limited in explaining whether similar trends can be 

observed for the cosmetics industry. 

             The study by Van Baal (2014) found associative effect across channels both positive and negative 

attributed to retailer distribution channel activities. The study showed corresponding outcome in results across 

parallel distribution channels. This however fails to answer whether indirect channels exert an influence on the 

retailer restocking decisions. Cao and Li (2014) demonstrated the positive returns in embracing distribution 

channels integration in boosting sales growth but failed to demonstrate how such integration can be realized 

amongst retailers in hair product industry. The study by Rambocas et al. (2015) focuses on international 

distribution networks for crane services presenting a divergent view on direct and indirect channels on general 

business performance. The study fails to demonstrate how indirect networks influence operational decisions by 

retailer regarding restocking and further it centres on crane export services which cannot effectively explain the 

dynamics in hair product sector. 

Factors influencing consumer choice of FMCG. 

             In today’s highly competitive market, the FMCGs consumers are enjoying the benefits of making their 

purchase decision from several brands which differ in price, quality, attributes etc. Consumers’ preferences and 

attitudes towards certain brands also vary due to their affordability, product availability, brand awareness, lifestyle 

etc. As a result, the rural marketers of FMCG products must differentiate themselves on designing strategies 

targeting the rural consumers (Hundal, 2008). FMCG sectors received researchers’ attention to help companies 

regarding consumer behaviour, brand awareness, customer preference, customer loyalty, purchase behaviour, 

decision making and satisfaction. Customer preference and purchasing decisions are the important elements for 

gaining the customer, increasing sale and profit margins. 

          A study by Somashekar and Kaboor (2016) found factors that influenced consumer choice of FMCG. These 

factors are categorised into five groups namely quality aspects, promotional aspects, preferential aspects, image 

aspects and retailer’s influence. Items such as Quality, fragrance, long lasting freshness and ingredients are 

grouped as factor 1 and are named as quality aspects. Price, free offers, eye-catching display, and easy availability 

are grouped as factor 2 and named as promotional aspects. Advertisement, attractive package and availability of 

variants are grouped as factor 3 and named as preferential aspects. Brand image and corporate image are 

grouped as factor 4 and named as image aspects. Retailers’ influence and recommendations from friends and 

relatives are grouped as factor 5 and named as external influence. 
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               According to Kumar and Malini (2015), buying decision of rural customer varies from urban customer. 

Rural customer demands quality product with low price and they prefer branded product as quality product. Rural 

customers are less aware with brand, they only focus on quality. Companies can promote product based on 

quality because a rural customer measures brand in terms of quality. They highly consider customer 

recommendation while buying the product. Customers usually recognize the product by their shape, color and 

logo. Bahal and Sahay (2015) in their study on rural consumers found that awareness is increasing due to 

increasing income and change in educational status customers are moving towards branded products, they also 

prefer quality products. Ali et.al (2012) analyzed the factors influencing the purchase of FMCG products by rural 

consumer in South India and found that marketers should use low price strategy and focus on quality. Chovanova 

et al., (2015) studied the impact of brand on consumers and revealed that they mostly consider quality factor 

while buying the product. Consumers associate brand with products information which they utilize while making 

purchase decision. 

           Narayana and Mathew (2015) stated that price and quality are the most preferred factors, influencing 

purchase behaviour of rural customer. Male and female customer have different attitude towards selection of 

brand which also varies with age. Painoli (2017) argued that economic value of the detergent cake and powder 

emerged as the most accepted factor for customer preference. Retailer advice has importance for customer in 

making purchase decision. Social image and promotional activities affect purchase behaviour of customers. Abbas 

(2013) revealed from the study regarding brand awareness and customer preference of rural consumer that price 

is not matter of concern they prefer quality product irrespective of price. According to Meera et.al (2017), majority 

of customer take their own decision while purchasing FMCG products and they believe in the availability of 

preferred brands in the shop. Television is the most effective source of information for the products. Customer 

generally switches to another brand due to unavailability of product in the shop and recommend products to 

others, when satisfied with the product. Brand name is considered as a measure of quality, packaging, small 

sachet are the factors which influences purchase behaviour of customer regarding FMCG. 

           Again, according to Singh and Singh (2014) price, quality, warranty, advertisement, brand, friends’ 

recommendations, family members’ recommendation and packaging were found to be influential while taking 

the FMCGs purchase decision by the rural consumers. In their study it was also found that factors effect on rural 

consumers vary according to the demographic factors like age and the income level. Sulekha and Mor (2013) in 

a study dealing with 22 variables loaded on six factors also concluded that the rural customers are not only price 

sensitive but also think about quality, performance, reliability, brand, packaging, lifestyle and other critical aspects 

while purchasing fast moving consumer goods. 
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Challenges associated with effective distribution and sale of FMCG. 

             One of the major challenges of marketing directors, and producers is how to transfer manufactured 

goods to the target markets. Decisions about the way of transfer of goods to the place of purchase or consumer 

is such major decisions of marketing managers. These decisions will determine what part of the duties related to 

the sale of goods shall be transferred to the intermediaries and distributors and manufacturer how lost part of 

surveillance and control over their products. This allows manufacturers to save money and time to fund their main 

job and gain more revenue (Sarkis, 2003). Competition involves rivalry between businesses competing to sell 

similar products in the same target market. Many businesses entities adopt various strategies to counter the threat 

of competition from business rivals (Porter, 2008). Existence of many FMCGs distributors from different 

companies creates an intense competition in the market and this makes it difficult for most of the FMCGs 

companies to distribute a large volume of products in the target market. 

              Challenges of poor distribution channels and underdeveloped transportation and other infrastructure 

were reported as affecting FMCGs firms servicing consumer market (Adesoga & James, 2019). Liwali (2013) 

identified some of the factors that constrained the effective implementation of channel strategies in Nigeria to 

include cost, crime, culture and language, technology, infrastructure, interconnectivity, trade rules and laws, taxes 

and other monetary issues, lack of professional staff. In addition, Sule et al. (2013) noted that non-availability of 

adequate and reliable market information on the taste, demand pattern of the consumers, improvement trends 

in quality and company’s operational performance in relation to other competitors and inadequate infrastructural 

facilities that should facilitate an efficient channel system are challenges faced by firms while implementing 

channels strategies for consumer goods in the country. All these resulted in ineffective products availability to the 

final consumers and poor marketing performance within the FMCGs sector in the country. 

            Other challenges that FMCG companies in India face in tackling sale and distribution of products and 

services especially in rural markets include geographically scattered nature of rural markets, their small size, 

remoteness, poor connectivity and tremendous heterogeneity. Low level of literacy, too many languages and 

dialects, cultural diversities, inadequate banking facilities, spurious products, low per capita disposable incomes, 

acute dependence on the monsoon seasonal demand, and media darkness (Sathyanarayana, 2011). Distribution 

costs and non-availability of retail outlets are the major problems faced by the marketers. The unique consumption 

patterns, tastes, and needs of the rural consumers should be analyzed at the product planning stage so that they 

match the needs of the rural people. Therefore, marketers need to understand the social dynamics and attitude 
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variations within each village though nationally it follows a consistent pattern, and each group exerts influence 

on the behaviour of people in remote and hard to reach areas. 

RESEARCH METHODS 

Research Design       

           The study employed an explanatory quantitative approach to examine the link between distribution 

strategies and customer (wholesalers and retailers) choice in FMCGs by Unilever Company Limited in operating 

in the Upper East region of Ghana. This approach helps in understanding the effective sales and distribution 

network for FMCGs and services. There are three main research strategies: qualitative, quantitative, and mixed 

approach that can be adopted for a study. The decision to use any strategy depends on the nature of work, the 

objectives of the study, the level and nature of the research questions and the practical considerations related to 

the research environment among others (Shih,1998). While quantitative is hard, objective and standardized, 

qualitative is soft, rich and deep (Hopkins, 2000). The mixed approach combines the two approaches together in 

a study (Hesse-biber 2010). The study adopted a quantitative methodological approach because quantitative 

method allows explanation of a phenomenon by collecting numerical data that are analysed using mathematically 

based method, particularly statistics (Muijs, 2004). The researcher used cross-sectional survey technique for data 

collection. Cross-sectional survey allows information to be collected from sampled respondents from a larger 

population which is prohibitively expensive to study (Swanson & Holton, 2005). To gather data for the study, the 

researcher employed the use of questionnaire survey as the research design.  

Population  

 

             The population of the study consist of the staffs and customers (mainly wholesalers and retailers) of 

Unilever Ghana Limited operating in the Upper East region of Ghana. The management level comprises the 

manager and staffs consist of the Sales Team in the region. Customers include wholesalers and retailers of 

Unilever for at least a year.  

Sample and Sampling Technique 

 

            Out of the staff population of Unilever Ghana Limited in Upper East region, a sample frame of working 

staffs who have worked with the organisation for a considerable period of two years will be chosen at random 

to provide data. The sample frame will comprise of Unilever staff and retail consumers in the Upper East Region. 

This sample will include both males and females who will be selected by simple random sampling technique. This 

sampling technique will give the respondents equal chance to be selected for the study. In all, a sample size of 
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110 respondents (10 Unilever staff and 40 wholesalers and 60 retailers of Unilever products) was chosen for data 

collection. This sample size can provide a good representation of the subject matter at Unilever Ghana Limited. 

The sampling techniques employed are purposive and simple random sampling. Purposive sampling technique 

was used to select the respondent at the management level. Purposive sampling will be chosen because of the 

following reasons (i) Based on the researcher’s judgement about where respondents were appropriate, have the 

requisite knowledge and technical know-how on the subject under study (Babbie, 2007). (ii) The purposive 

sampling procedure of selecting respondents is the appropriate means of getting respondents who are 

knowledgeable and well abreast with the subject of interest (Sarantakos, 2006). Simple random sampling was 

used to select customers comprising both wholesalers and retailers at random to complete questionnaire.  

Data Collection Instruments  

 

           According to Creswell (2002), the choice of research technique must be determined by the research 

questions. Bearing in mind the nature of research design as well as objectives or research question to be 

examined, data for this study will be collected by means of one main instrument that is, self-administered 

questionnaire. A self-administered questionnaire was used in quantitative data collection to get the unbiased 

opinion of respondents. The questionnaire-covered issues that focused on the socio-demographic and economic 

characteristics, kinds of distribution network/channels, effective sales strategies, and distribution challenges. This 

collection instrument made it very convenient for the respondents to provide the data needed for the analysis.  

        The data collection instrument was self-administered questionnaire which had both close- and open-ended 

questions. The close-ended questionnaire is employed to provide greater uniformity of responses to ensure the 

validity and the reliability of the research. 

Data Collection Procedures 

 

           Quantitative data was collected from managers, staff and Customers of Unilever Ghana Limited for a 

period of 21 days by the research with the assistant from trained field data collectors.  This happened after a 

formal permission and consent is sought from the senior management of the organisation. The respondents were 

interviewed one after the other considering their busy working schedules. Again, to avoid interviewing the same 

respondent more than once, serial numbers were given to the respondents which were also attached to their 

respective questionnaire. 

Data Processing and Analysis 
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           The answered questionnaires were reviewed to ensure that all the questionnaires are correctly and 

appropriately answered to minimise potential errors. The quantitative data collected was entered into analytical 

software called Statistical Package for Social Sciences (SPSS) version 20.0. The study used frequency distribution 

tables and statistical diagrams like bar charts and pie charts.  The quantitative data was presented by some of 

these statistical tools and discussed. The presentation of the data on these statistical tools made the analysis very 

convenient and easy. The statistical tools were used to convey the meaning of the figures captured and as such 

made the analysis straight forward.  Inferential statistics was used to assess the impact of policies on the successful 

implementation of performance appraisal systems. Bivariate analysis (Chi-square test) will be used to establish an 

association between the variables of interest. 

Validity and Reliability 

        The reliability of the instrument was determined using Cronbach’s alpha coefficient to measure the internal 

consistency of the variables. Hence a pre-test of the questionnaire was performed to validate the research 

instrument within the targeted context since its validity may not have been persistent across different technologies 

and user groups (Straub, Boudreau & Gefen, 2004). 

Ethical consideration 

           The researcher first and foremost officially requested permission from the ethical clearance committee of 

the University of Cape Coast. Again, participants that will be involved in the completion of questionnaires will be 

allowed to freely withdraw from the research without any obligation.  The respondents will also be assured of 

confidentiality and anonymity by the researcher. This is to ensure that completed questionnaires and data files 

was only be used by the researcher for academic purposes. The respondents were not subjected to any mental 

or physical stress. Moreover, demeaning questions were not asked in the research. The questionnaires did not 

take respondents names or other personal information that will be not necessary to the research.  

RESULTS AND DISCUSSION 

Introduction 

          As discussed previously, this study purposed to examine the effective use of distribution channels and 

networks by FMCGs, by Unilever Ghana Limited in operating in the Upper East region of Ghana. For this objective 

to be achieved, the study used quantitative methodology and descriptive as well as inferential analytical 

techniques.  The focus of this segment is on data analysis and discussion of the study results that will allow the 
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researcher to draw logical conclusions. The study used sample size of 110 respondents who answered 

questionnaires. 

Socio-Demographic Characteristics of Respondents 

          This study involved a total of 110 respondents. The respondents were divided into three groups; the first 

group comprised of 10 Unilever staff, the second group comprised of 40 wholesalers of Unilever products and 

the third group consist of 60 retailers of Unilever products. As depicted in Table 1, most of the Unilever staff in 

this study were male (60%) while the remainder were females (40%). Also, the wholesalers in this study were 

dominated by males with a proportion of 62.5% while a proportion of 37.5% were females. With regards to 

retailers of Unilever products, 7 out of 10 were females compared to 21.7% who were males.  

          The findings from Unilever staff category showed that 50% had a bachelor’s degree, 30% had a bachelor’s 

degree while 20% had diploma. However, in the wholesaler’s category, the findings revealed that 50% had 

attained secondary education, this is closely followed by those with primary education, 17.5% had attained 

diploma education with the least (12.5%) with no educational level. The respondents (retailers) in this study were 

asked to disclose their level of education, 35% had attained primary education, 25% had no formal education, 

and 21.7 % had a secondary education, 15% had diploma while 3.3 % had a bachelor’s degree certificate. This 

result shows that the respondents in the Unilever staff category were more educated and professionally qualified 

compared to respondents in the wholesale and retail categories. 

        The descriptive analysis of the distribution of respondents by age showed that 40% of the respondents in 

Unilever staff category were between 25 and 35 years old, 30% of the respondents were above 55 years, 20% 

of the respondents were between 36 and 55 years while 10% were between 18 and 24 years. On the other 

hand, most of the wholesalers (30%) and retailers (50%) of Unilever products were aged between 36 to 55 years 

(35%) while the least were above age 55 years. Majority of the respondents were adults with the capability to 

make effective strategic decisions. 

          In terms of ethnic background, most (60 %) of the Unilever staff belong to the Akan ethnic group; this 

was followed by Unilever staff who belong to Mole-Dagbani ethnic group with a proportion of 40%.  On the 

other hand, majority of the wholesalers (55%) and retailers (55%) belong to the Mole-Dagbani ethnic group, 

while wholesalers and retailers who belong to the Ga/Dangme ethnic constitute the least proportion of 7.5% 

and 8.3 % respectively. 
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         With regard to religion, Christianity is the most practised religion among Unilever staff which constitutes 

70% of the respondents. The rest 20% and 10% belong to the Islamic and traditional religion respectively. 

Regarding Unilever wholesalers (45%) and retailers (58.4%), higher proportion belong to the Islamic religion 

compared to the other categories.  

          Further, the findings from the distribution of respondents in the Unilever staff category showed that 40% 

(highest proportion) had been working in the company between 6 to 10 years, this was closely followed by 30 

% had been in the working company be-tween 1 to 5 years, 20% had been in the company less than a year 

while 10% had been in the company for more than 10 years. On the other hand, the findings in the wholesaling 

and retailing category showed that 40% and 36.7% had been selling of more than 10 years respectively, 25% 

of wholesalers and 28.3% of retailers have been selling Unilever products between 1 to 5 years. The result also 

shows that 15% of wholesalers and 20 % had work experience between 6 to 10 years while 20% of wholesalers 

and 15% had work experience of less than 12 months. 

Table 1: Background characteristics of Respondents 

Factors Unilever Staff (N=10) Wholesalers (N=40) Retailers (N=60) 

Sex n %       n  % n        % 

Male 6 60.0 25 62.5 13 21.7 

Female 4 40.0 15 37.5 47 78.3 
Educational Level 

No Education   5 12.5 15 25.0 

Primary   8 20.0 21 35.0 

Secondary   20 50.0 13 21.7 
Diploma 2 20.0 7 17.5 9 15.0 

Bachelor’s Degree 5 50.0   2 3.3 

Master’s Degree 3 30.0     
Age 

18-24 years 1 10.0 11 27.5 14 23.3 

25-35 years 4 40.0 9 22.5 10 16.7 

36-55 years 2 20.0 12 30.0 30 50.0 
Above 55 years 3 30.0 8 20.0 6 10.0 

Ethnicity 

Akan  6 60.0 9 22.5 14 23.3 
Ewe 1 10.0 6 15.0 8 13.4 

Ga/Dangme 1 10.0 3 7.5 5 8.3 

Mole-Dagbani 4 40.0 22 55.0 33 55.0 

Religion 

No religion 1 10.0 5 12.5 3 5.0 

Christian 7 70.0 11 27.5 20 33.3 

Muslim  2 20.0 18 45.0 35 58.4 
Traditionalist 1 10.0 6 15.0 2 3.3 

Years of working experience 

Less than 12 months 2 20.0 8 20.0 9 15.0 

1-5 years 3 30.0 10 25.0 17 28.3 
6-10 years 4 40.0 6 15.0 12 20.0 

11 years and above 1 10.0 16 40.0 22 36.7 

Source: Fieldwork, 2021 
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Distribution strategies for the effective sales of products and service that meet customer satisfaction 

           This section discusses the distribution strategies employed by Unilever Ghana Limited that ensures effective 

sales of products and services that meets customer satisfaction.  The respondents (Unilever staff) were asked to 

state whether they ‘Strongly Disagree’, ‘Disagree’, ‘Neither Agree nor Disagree’ (Neutral), ‘Agree’ and ‘Strongly 

Agree’ to some statement describing the various distribution strategies adopted. From Table 2, results show that 

35% of respondent neither agree nor disagree (neutral) with the statement that “The existence of fewer 

intermediaries in one-level distribution channel incurs lower operational costs thus making it cheaper”. However, 

8% and 21% strongly disagreed and strongly agreed with the statement respectively. This indicates that most 

intermediaries in the channels of distribution results in lower and cheaper cost of operation.  

           Also, 48% of Unilever staff strongly agreed with the statement that one-level distribution channel enables 

faster movement of goods from the factory floor to the consumers. Again, 46% of Unilever staff strongly agreed 

with the statement that “Shorter distribution channels have fewer operational processes incurring few 

bureaucratic phases thus making it simpler and easier”. Also 29% were neutral in their response to the statement. 

Another important statement that had 52 % of Unilever staff strongly agreeing to was that minimal inspection 

during movement of good guarantees good quality products. When it comes to existence of more intermediaries 

in two-level distribution channels, 38% agreed that, that channel increases likelihood of value addition for the 

products at each level due to desire for more margins amongst the intermediaries. Interestingly, 36% strongly 

disagreed to the statement that “Two level distribution channels require higher operational spread to enable 

faster movement of goods/products from the factory to consumers”. 

            Further, 65% agreed that the two-level distribution channel undertakes bulk-breaking at different levels 

which increases convenience for retailers and consumers in purchasing goods/products in small portions. 

However, 55% disagreed that this two-level channel of distribution attracts price differentiation among the 

intermediaries which results in boosting business competitiveness and diversity for retailers and consumers.  

            Regarding their responses to statements on three- level channels of distribution, 70% of Unilever staff 

strongly agreed to the statement that “Intermediaries in a three-level distribution channel means more options 

for retailer which gives retailers more power in selecting better quality products from a variety of intermediaries”. 

Similarly, 65% agreed that three level channels of distribution are often commonly used to cover larger market 

that has retailers and consumers spread across.  
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           The general observation from the table indicates that relatively higher proportion of Unilever staff either 

“strongly agree” or “agree” with most statement relating to distribution strategies used by Unilever Ghana 

Limited in ensuring effective sales of its products and services to meet customer satisfaction.  

 
Table 2: Distribution strategies for effective sales of Unilever products and services  

Statements SA  

 

A  N D  SD 

 (%) (%) (%) (%) (%) 

The existence of fewer intermediaries in one-level 

distribution channel incurs lower operational costs 

thus making it cheaper 

 21.0  19.0 35.0 17.0  8.0 

One-level distribution channel enables faster 
movement of goods from the factory floor to the 

consumers 

 48.0  31.0 10.0  9.0 2.0 

Shorter distribution channels have fewer 

operational processes incurring few bureaucratic 
phases thus making it simpler and easier 

15.0 46.0 29.0 7.0 3.0 

Minimal inspection during movement of goods 

guarantees good quality products 

 52.0 29.0 11.0 6.0 2.0 

Existence of more intermediaries in two-level 
distribution channel increases likelihood of value 

addition for the products at each level due to desire 

for more margins amongst the intermediaries 

 16.0  31.0 41.0 11.0 1.0 

Two level distribution channels require higher 
operational spread to enable faster movement of 

goods/products from the factory to consumers 

 4.0  38.0  16.0  21.0 21.0 

Two-level distribution channel undertakes bulk-
breaking at different levels which increases 

convenience for retailers and consumers in 

purchasing goods/products in small portions 

2.0 16.0 19.0 27.0 36 

Two-level distribution channel attracts price 
differentiation among the intermediaries which 

results in boosting business competitiveness and 

diversity for retailers and consumers. 

3.0 5.0 13.0 55.0 24.0 

Intermediaries in a three-level distribution channel 
means more options for retailer which gives 

retailers more power in selecting better quality 

products from a variety of intermediaries. 

70.0 20.0 5.0 4.0 1.0 

Three level distribution channels is commonly used 

to cover larger market that has retailers and 

consumers spread across. 

20.0 65.0 7.0 6.0 2.0 

 

Factors promoting effective distribution channels of products and services in the retail industry 

         This section discusses the factors promoting effective distribution channels of products and services in retail 

industry. These factors are divided into three categories namely product related factors, consumer/market related 

factors and producer related factors.  

Product-related factors 

         Respondents gave their responses towards some statements that measures the products-related factors 

promoting effective distribution channels of Unilever products and services. Further details are provided in Table 
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3. From the table, the results show that 62 % of Unilever staff strongly agreed with the statement that “price of 

products” is a strong determining factor in promoting distribution of Unilever products. Similar responses were 

also given to factors such perishability of products (71%) and size and weight of products (64%) as very strong 

determining product related factors promoting distribution of products and services in the retail industry.  

However, most respondents strongly disagreed to “technical nature of products” (55%) and “after sales service” 

(67%) as product related factors promoting the distribution of products and services in the retail industry. In sum, 

product-related factors such as price of products, perishability of products, size and weight of products were 

identified as strong factors promoting the distribution of Unilever products and services in the retail industry in 

Ghana.  

Table 3: Factors promoting effective distribution channels of products and services in the retail 

industry 

Factors SA A N D SD 

Product Related Factors % % % % % 

Price of products 62.0 25.0 4.0 6.0 3.0 

Perishability of products 71.0 19.0 2.0 4.0 4.0 

Size and weight of products 64.0 20.0 6.0 7.0 3.0 

Technical nature of products 5.0 8.0 15.0 17.0 55.0 

After sales service 8.0 6.0 4.0 15.0 67.0 

Consumer/Market Related Factors      

Number of customers 66.0 11.0 9.0 7.0 7.0 

Expansion of consumers 73.0 14.0 2.0 5.0 6.0 

Size of order 50.0 27.0 12.0 7.0 4.0 

Objective of purchase 47.0 20.0 15.0 10.0 8.0 

Producer Related Factors      

Level of production 77.0 10.0 2.0 8.0 3.0 

Financial resources 83.0 10.0 1.0 4.0 2.0 

Managerial competence and experience 73.0 8.0 9.0 6.0 4.0 

 

Consumer/Market-Related Factors 

              Respondents gave some responses to factors that measures consumer/market-related determining 

factors that promote distribution of Unilever products and services in the retail industry. Majority of the 
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respondents strongly agreed that factors such as “number of customers” (66%) and “expansion of consumers” 

(73%) as very strong factors promoting effective distribution channels of products and services. On the other 

hand, most of the respondents disagreed to factors such as size of order (50%) and objective of purchase (47%) 

as consumer/market-related factors promoting effective distribution channels. Thus, from the perspective of 

Unilever staff, the study identified number of customers and expansion of consumers as the two important market 

related factors promoting effective distribution channels for Unilever products and services in the Ghanaian retail 

industry.  

Producer-Related Factors 

            In this section, majority of the Unilever staff strongly agreed that level of production (77%), financial 

resources (83%) and managerial competence and experience (73%) were the producer-related factors that 

promote effective distribution of Unilever products and services in the retail industry. 

Challenges associated with effective distribution and sale of fast-moving consumer goods in the 

retail industry. 

          This section discusses the challenges associated with effective distribution and sale of fast-moving 

consumer goods in the retail industry. Results from Table 4 show that 68% of Unilever staff strongly agreed that 

lack of support from management as a major challenge associated with the effective distribution and sale of fast-

moving consumer goods. Also, 47% of the respondents disagreed with “high implementation cost” as a 

challenging fact negatively affecting effective distribution of goods and services. Other challenges that were 

strongly agreed with by Unilever staff were lack of adequate funds (82%), lack of proper communication channels 

(74%), complexity of consumer needs (65%), poor road networks (80%) and existence of counterfeits goods in 

the retail market (69%).  

Table 4: Challenges negatively affecting effective sales and distribution of FMCG. 

Challenges SA A N D SD 

 % % % % % 

Lack of management support 68.0 25.0 1.0 4.0 2.0 

High implementation cost 6.0 15.0 12.0 47.0 20.0 

Lack of adequate funds 82.0 8.0 2.0 4.0 4.0 

Lack of skilled employees to implement the strategy 2.0 4.0 2.0 20.0 72.0 

Lack of proper communication channels 74.0 18.0 1.0 3.0 4.0 

Complexity of customer needs 65.0 21.0 10.0 2.0 2.0 

Lack of policies, processes and procedure to support 

implementation of strategy 

3.0 3.0 8.0 54.0 23.0 

Poor road networks 80.0 14.0 1.0 2.0 3.0 

Presence of counterfeits goods in the retail market 69.0 12.0 9.0 4.0 5.0 

Limited Branding visibility 8.0 7.0 15.0 24.0 46.0 



63 
 

 Factors influencing customer choice of Fast-Moving Consumer Goods in the retail industry 

 

        This section examines the factors influencing customer choice of Fast-Moving Consumer Goods in the retail 

of Unilever products and services.  Result from Table 5 show the coefficients of factors that are likely to influence 

customer choice of FMCG in the retail industry.  The factors examine were incentives, recognition programs, 

feedback appraisal and communication. 

         The coefficients of incentives and feedback appraisal were significant at 5% level. This shows the strong 

effect of incentives such as awards, certificates, cash and special quotas to retailers and wholesalers of Unilever 

on their choice of FMCG. Again, receiving feedback on knowledge of what is expected of a distributor, 

performance based on sales and encouragements from the manufacturers to achieve sales objectives were 

significant in predicting customer choice of FMCG in the retail industry.  

Table 5: Regression model for factors influencing customer choice of FMCG  

Model Unstandardized 

Coefficient  

 Std. Coefficient Sig. 

 B Std. Error Beta  

(Constant) 0.376 0.142   

Incentives 1.836 0.615 6. 271 0.003 

Recognition programs 0.662 0.436 1.938 0.824 

Feedback Appraisal 1.761 0.607 5.816 0.004 

Communication 0.409 0.397 1.506 0.303 

R Square Adjusted R Square Std. Error of the 
Estimate 

 Durbin 
Watson 

0.296 0.170 952.468  0.658 

Source: Field data, 2021 

CONCLUSION AND RECOMMENDATIONS 

           The main objective of this study is to examine the effective use of distribution channels and networks by 

FMCGs in the Upper East region of Ghana. In all, a total of 110 responses were analysed. For the purposes of 

clarity of presentation, the findings are summarised under the study objectives.  

Distribution strategies for the effective sales of products and services  

 

          The result indicate that Unilever staff identified with the following as best distribution strategies for the 

effective sales of products and services. These strategies are one-level distribution channel, shorter distribution 

channels, two-level distribution channel and three-level distribution channels. The advantages of one level 

distribution channel enables faster movement of goods from the factory floor to the consumer. It also has fewer 

operational processes incurring few bureaucratic phases thus making it simpler and easier. One level distribution 
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further leads to minimum inspection during movement of goods which guarantees good quality products. One 

of the merits of two-level distribution channels is that it undertakes bulk-breaking at different level which 

increases convenience for retailers and consumers in purchasing goods/products in small portion. Again, three 

level distribution channels are often commonly used to cover large market and it also involves more options for 

retailer which gives retailers more power on selecting better quality products from a variety of intermediaries.  

Factors promoting effective distribution channels of products and services. 

         This objective was to identify the factors that promote effective distribution channels of products and 

services in the retail industry.  The findings clearly reveal that products related factors such as price of products, 

perishability of products, size and weight of products promotes the effective distribution of Unilever goods and 

services. Consumer/market related factors such as number of customers and increase consumer base were factors 

identified as promoting effective distribution channels. Further, the level of production, financial resources and 

managerial competence and experiences.  

Challenges associated with effective distribution and sale of fast-moving consumer goods. 

 

          The results revealed the following challenges associated with the effective distribution and sale of fast-

moving goods in the retail industry. These are lack of support from management, inadequate funds, lack of 

proper channels of communication, complexity of consumer goods, poor road networks and existence of 

counterfeit goods.  

Factors influencing customer choice of Fast-Moving Consumer Goods 

 

        The study found that customer choice of Fast-Moving Consumer Goods was positively influenced by 

incentives such as awards, certificate, cash and special quotas to retailers and wholesalers of Unilever products. 

Again, receiving feedback on knowledge of what is expected of a distributor and performance based on sales 

and encouragement from the manufacturers to achieve sales objectives. 

Conclusion 

  

         The study clearly illustrates the best distribution strategies that promote effective sales of products and 

services in the retail industry. The study vividly shows that products-related factors, consumer/market-related, and 

production-related factors promote the effective distribution of Unilever goods and services. The study, however, 

identified some challenges associated with the effective distribution and sale of fast-moving consumer goods and 

services. The study also established a positive influence of factors, such as incentives, receiving feedback on 
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knowledge of what is expected of a distributor and performance based on sales based on customer choice of 

fast-moving consumer goods (FMCG) and services. 

Recommendations 

           The results show a positive impact of incentives such as awards schemes, certificates, cash and special 

quotas to retailers and wholesalers of Unilever on the choice of FMCG.  Managers and produces of FMCGs should 

implement more reward and incentive programmes and policies to boost the sale and distribution of FMCG and 

services in the retail industry in Ghana. 

            Furthermore, managers, producers and distributors of FMCG and service should endeavour to develop 

mechanism that will create the avenue to receive feedback from customers (retailers and wholesalers) and final 

consumers of their products and services. This feedback mechanism will help improve manufacturing, processing, 

distribution and sale of fast-moving consumer goods and services. This is essential because the result vividly show 

that feedback mechanism has positive influence on consumer choice of FMCG. Again, managers and producers 

of FMCGs should pay much attention to the price of their products, their perishability, size and weight of products 

because it influences their effective distribution. This is important because these factors were identified as critical 

in ensuring effective distribution channels of FMCGs. 

          Future studies should include qualitative methodology such as focus group discussions, in-depth interviews 

among various stakeholders in the manufacturing and retail industry. This methodological approach will give 

details of the issues and challenges that confront effective distribution of consumer goods and services.   
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Abstract 

While 14 % of the world's working-age population currently lives in sub-Saharan Africa (SSA), this figure will 

predictably be higher than the rest of the world combined by 2036. If this demographic group finds meaningful 

employment, Africa experiences an economic and social upswing. To tap this potential, the paper intends to 

answer the research question, "What are the prerequisites and how are they defined for the successful 

implementation of sustainable business model ideas in SSA?", by developing a top ten ranking consisting of 

previously identified sustainable business model ideas best suited for productive use. This achieves a novel 

approach to implementing future-oriented business models and contributes to current research on sustainable 

models. Since the geographical scope of SSA is pervasive, this paper focuses on Namibia, Rwanda, Senegal, and 

Uganda. An extensive literature review on these countries was conducted to gain a broader understanding of the 

situation in SSA. Additionally, research was carried out on the agricultural, energy, and information and 

communications technology (ICT) sectors to identify the most promising ideas. To contribute to current 

knowledge, experts were interviewed, and panel discussions were analyzed. Furthermore, the Business Model 

Canvas (BMC) was combined with the circular economy concept, which served as a framework for the business 

model ideas. Experts evaluated these ideas, which were subsequently ranked using fuzzy logic with artificial 

intelligence, based on the system for exploring country risks (CRISK-Explorer). The paper shows that skipping 

individual development processes opens up promising opportunities, such as the ICT-based business model e-

crowd logistics or the renewable energy-based model e-Boda-Boda. Seven prerequisites for the successful 

implementation of these ideas were identified and defined: value delivery, promising customers, sufficient capital, 

presence of key resources, possibility to perform the key activities, sustainability, and profitability. The paper 

concludes by identifying limitations and suggesting avenues for future research. 
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Introduction 

Over the past two decades, sub-Saharan Africa (SSA) has witnessed relatively strong economic growth (Shimeles 

et al., 2018). In the process, Africa is leapfrogging – the absence of retail chains could, for instance, lead to a 

surge in e-commerce (Bogner & Hertzberg, 2021). Nevertheless, this hitherto economic growth has predominantly 

been jobless and characterized by inequality and poverty. More than half of the population in SSA is still engaged 

in the low-productivity agricultural sector. Although women constitute about half of the agricultural labor force 

(47 %), there is great inequality. It has been found that if women had access to the same resources as men, 

agricultural yields would increase by up to 30 %, and at the same time, the number of hungry people would 

decrease by 100 to 150 million worldwide (Shimeles et al., 2018). 

The extreme speed at which the continent is catching up decades and developing is related to other significant 

increases. In addition to substantial population growth and urbanization, there is a notable surge in energy 

demand. Between 2000 and 2012, energy demand in SSA grew by about 45 %, with a continuing upward trend 

(Shimeles et al., 2018). West Africa alone is forecast to see a 100 % rise in regional electricity consumption by 

2030. Though, this would be accompanied by an estimated 102 % increase in carbon emissions (The World Bank 

Group, 2021d). Moreover, the young and working-age populations are forecast to expand (The World Bank 

Group, 2022). While currently, 14 % of the world's working-age population lives in SSA, this figure will 

predictably be higher than the rest of the world combined by 2036 (Bogner & Hertzberg, 2021). Hence, African 

challenges must be addressed, and the untapped potential and opportunities in SSA exploited to increase 

economic growth for the benefit of the population. One way to do this is by developing and implementing 

sustainable business model ideas. Therefore, the paper addresses the question of the prerequisites and how they 

are defined for the successful implementation of sustainable business model ideas in SSA by creating and 

discussing a top ten ranking of sustainable business model ideas best suited for productive use. Since SSA is 

geographically vast, this paper focuses on the countries Namibia, Rwanda, Senegal, and Uganda. 

The paper is organized as follows. Section 2 presents the concept of this paper and the methodological choices. 

Section 3 shows a conceptualization of an extended framework for sustainable business models – the Business 

Model Canvas (BMC) with an integrated aspect of the circular economy. This section is followed by a review of 

recent literature on current challenges in SSA and promising business ideas best suited for productive use (section 
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4 and 5). Section 6 presents the results in the context of a top ten ranking, followed by a discussion of the results 

(section 7). Section 8 provides the conclusion, including limitations and suggestions for further research. 

Methodology 

An extensive literature review was conducted on the countries Namibia, Rwanda, Senegal, and Uganda, as well 

as on the agricultural, energy, and ICT sectors to identify the most promising business ideas best suited for 

productive use. By combining the underlying Business Model Canvas (BMC) with circular economy aspects, a 

framework for the ideas was designed. Moreover, professionals with various backgrounds were interviewed 

during webinars, as well as panel discussions analyzed, supplemented by subsequent exchanges, to obtain further 

information on the business model ideas. Including grey literature was essential to the topic, allowing practical 

examples to be demonstrated.  

Experts eventually evaluated the business model ideas based on thirteen criteria
1
. The ranking of the ideas was 

performed using fuzzy logic (see "Fuzzy-Logik: Einführung in die algebraischen und logischen Grundlagen" 

(Böhme, 1993)) with artificial intelligence, based on the system for exploring country risks (CRISK-Explorer) for 

larger and smaller emerging market countries proposed by Steurer (2000) in "Quantitative Country Risk 

Assessment". 

Framework 

The development of sustainable business models is becoming increasingly essential to improve resource efficiency 

and efforts to counteract climate change (Münger, 2021). Sustainable business models potentially lead to new 

green jobs, stable GDP growth, a reduction of resource extractions, and environmental impacts (Colombo et al., 

2021). Therefore, the within this paper identified sustainable business model ideas based on the BMC by 

Osterwalder & Pigneur (2009), integrate a circular economy aspect, as proposed by Münger (2021). Figure 1 

represents the extended framework of these business model ideas. The questions in italics are from the traditional 

BMC, while the remaining questions relate to the circular economy.  

 
1 1) Access (difficulty and limitations) to required resources, 2) Amount of capital required, 3) Benefit for economy, 4) Benefit for end consumers, 5) Benefit for 
environment, 6) Benefit for society, 7) Complexity of technology, 8) Coverage of circular economy aspects, 9) External restrictions (e.g. legal), 10) Necessity of 
the business idea for the market, 11) Need for know-how, 12) Profitability, 13) Use of energy from renewable resources. 
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Figure 1 Circular Business Model Canvas (own illustration, based on Osterwalder & Pigneur (2009) and Münger 

(2021)) 

 (PHL). In SSA, PHL accounts for 30 % to 50 % of production and thus strongly influences productivity. Often, a 

lack of refrigeration on the way from farmer to market is to blame for crops spoiling (World Economic Forum, 

2021). In recent years, warming in Namibia has been higher than the global average (The World Bank Group, 

2021a). High temperatures with an increasing trend pose a major threat to perishable foods and other items in 

need of refrigeration.  

In fact, the volume of food losses over ten years exceeded the value of total food aid received (World Economic 

Forum, 2021). Lastly, farmers in SSA are mostly not integrated into regional and global value chains (Shimeles et 

al., 2018), hence receive only a little economic return. Around 70 % of the world's harvested coffee is exported 

to industrialized countries for further processing, as coffee-producing countries such as Rwanda and Uganda 

often lack processing and logistics facilities (Majeed et al., 2022).  
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 Energy 

Access to electricity is a common problem in SSA. Over 80 % of the population relies on plant/animal residues or 

wood to meet their energy needs (World Economic Forum, 2021). Namibia's existing resources do not achieve 

one-third of its energy needs. More than 50 % of its electricity is imported from neighboring countries and the 

Southern African Power Pool. Yet, only slightly more than half of its population had access to electricity in 2019, 

with the rural population estimated to account for less than 10 %. However, Namibia has great potential to 

generate its own electricity from solar energy (Hoeck et al., 2021; The World Bank Group, 2021a). One of the 

lowest electricity consumption rates per capita in the central-east African region is found in Rwanda. Only 37.8 % 

of the population had access to electricity in 2019 (The World Bank Group, 2021b). Senegal also struggles with 

a lack of energy. Almost 60 % of the rural population still has no access to the national power grid. However, 

similar to Namibia, Senegal has a high potential for solar power (KfW, n.d.). Ultimately, the AVSI Foundation's 

Productive Use of Electricity program in Uganda found that for 77 % of micro, small and medium enterprises, 

access to electricity is the most frequently cited barrier to business growth (AVSI, 2019).  

 E-waste 

The amount of electronic waste (e-waste) is growing – both by imports of used electronics from the Global North 

and by domestically produced electronics used by the growing African population (World Economic Forum, 2021; 

Maes & Preston-Whyte, 2022). As increasing access to energy has enabled wider acceptance of essential electrical 

products (including solar energy products), the life cycle of these products is becoming shorter as producers use 

less durable and valuable components in order to make the products more affordable (Leacock, 2021). In Uganda, 

an estimated 17,000 tons of e-waste was produced in 2018 (Bodawerk, n.d.).  

 Transport infrastructure 

Nowhere is the transport of goods as expensive as in Africa. Transport costs account for 6 % to 7 % of the price 

of goods in Europe and the USA, compared with up to 70 % in Africa, caused by poor infrastructure, closed 

borders, congestion, lack of credit, poor organization, corruption, theft, and the climate (Bogner & Hertzberg, 

2022b). The continent has the world's worst road network (Bogner & Hertzberg, 2021). Such inefficient African 

logistics make the goods produced more expensive, so they cannot compete globally (Bogner & Hertzberg, 

2022b). Delivery is, however, the core success factor of online retailing (Heinemann, 2022). As e-commerce 

grows, so does the demand for delivery services. However, these services are often executed by small vehicles 

such as motorcycles that transport less (Boateng et al., 2022). Furthermore, errors often occur in the last mile 

(Heinemann, 2022) due to incomplete addresses of still unnamed rural roads. This challenge leads to delays, 

inefficiencies, increased communication costs, and reverse logistics in urban and rural areas (Alharbi et al., 2022). 
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In Rwanda, motorcycles make up more than half of all vehicles on the roads, while in East Africa alone, they carry 

about 100 million people daily. However, in addition to the emissions they cause, they are not cheap to buy, and 

the fuel they require is expensive (Ampersand, n.d.b). The transport sector is the main contributor to urban air 

pollution in Rwanda and is insufficient to meet peak demand (SSATP, 2018). Senegal is also struggling with such 

problems, as many businesspeople commute daily to Dakar. Due to outdated public transportation and poor road 

conditions, travel time to work is often unnecessarily long (The World Bank Group, 2016), and the delivery of 

goods is hindered by heavy traffic congestion. According to estimates, the prevailing poor infrastructure costs 

Senegal about 4.6 % of its annual GDP (International Finance Corporation, n.d.). Lastly, people in SSA who must 

travel more than two hours to use emergency public medical facilities account for 29 % of the population, with 

28 % being women of childbearing age (Boisson et al., 2022). In medical transportation, cold chains must not 

be interrupted, but distances in SSA are often long and lack electricity access (Buitendach et al., 2019). 

 Health 

Chronic viral hepatitis B (HBV) affects over 60 million people in SSA. An infant has a 70 % to 90 % chance of 

developing chronic HBV if infected at birth. Around 20 % of sub-Saharan countries (including Namibia and 

Senegal) have included the birth dose of HBV vaccine in their immunization schedule, with an increasing trend. 

The birth dose is the most effective (95 %) prevention measure against mother-to-child transmission when 

administered within one day after birth. However, reaching infants born outside health facilities is an everyday 

challenge. Ensuring the continuity of the cold chain is another major obstacle, as stated above (Boisson et al., 

2022). Although mass immunization has been carried out in SSA for over five decades, the cold chain is still poorly 

developed and highly vulnerable to unforeseen disruptions (Buitendach et al., 2019). Furthermore, the vaccine 

documentation is suboptimal across Africa, while, contrary to many assumptions, the vaccine cost is not an issue 

(Boisson et al., 2022). In addition to chronic HBV, the continent also struggles with other diseases. In Namibia, 

HIV/AIDS, malaria, tuberculosis, diarrhea, and pneumonia are the top five causes of inpatient deaths for all age 

groups. Moreover, the continents (rural) population is increasingly threatened by vector-borne and waterborne 

diseases such as lymphatic filariasis, cholera, and yellow and dengue fever due to climate change (The World 

Bank Group, 2021a).  

Promising business ideas for overcoming mentioned challenges. 

1.1  Solar-powered walk-in cooling stations 

The PHL challenge (see chapter 4.1) can be significantly reduced by using solar-powered cold storage. Such a 

room provided by the Nigerian company ColdHubs contains 120-mm-thick insulating panels. It needs an inverter 

and high-power batteries to keep energy from the roof-mounted solar cells (ColdHubs, n.d.). As the cost of solar 
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technology has declined recently, the potential of reaching economic viability for such solutions in poor, primarily 

rural areas rise (Takeshima et al., 2021) and brings social benefits. Introducing solar-powered appliances in off-

grid areas significantly reduces the disparity between urban and rural areas (Global Ice Tec AG, n.d.). ColdHubs 

offers stationary solar refrigeration of perishable food, and with it allows shelf life to be extended from two to 

21 days, resulting in an 80 % reduction in PHL. Additionally, farmers can increase their annual income by 25 % 

by being able to sell more of their harvest. To use the hub, they pay a flat daily fee for each crate stored based 

on a pay-as-you-store subscription model (ColdHubs, n.d.). However, the lack of experience of insurance 

companies with these business models can be seen as a hurdle, as it is challenging to obtain insurance coverage 

(World Economic Forum, 2021). 

 Aquaponics 

Aquaponics, an integrated closed loop system that combines hydroponics with aquaculture, is one of the most 

efficient ways to address challenges in SSA sustainably (Obirikorang et al., 2021; Tyson et al., 2011). Accordingly, 

both plants (specifically leafy vegetables (Goddek et al., 2019)) and fish are produced from one water source 

(Tyson et al., 2011) through the usage of fish waste as a fertilizer. Solely fish feed and supplements are added to 

the system (Goddek et al., 2019). Solar energy can additionally be used to pump water into the system and for 

temperature control (World Economic Forum, 2021).  

Aquaponic systems are vital in SSA, not least because of vegetables but also because fish is critical to improving 

malnutrition and, eventually, the export business (Obirikorang et al., 2021). In fact, Namibia is one of the world's 

most productive fishing areas (The World Bank Group, 2021a), and in Senegal, fishing is the second largest source 

of income and employer (The World Bank Group, 2011). Uganda's fish farming represents the second largest 

export earner (The World Bank Group, 2021c). The demand for fish continues to increase, making aquaculture 

the fastest-growing global food production sector (Goddek et al., 2019).  

However, fishing is increasingly threatened by climate change and burdened by increasing fishing efforts, which 

puts severe pressure on capture fisheries, leading to fish shortages and destructive fishing techniques (The World 

Bank Group, 2021c). 

Although aquaponics systems have high startup costs, their potential to become economically viable when 

operated with local materials is high. After deducting operating expenses, profits are about 30 times higher than 

in traditional agriculture due to more efficient land use, fish income, and year-round cultivation. Furthermore, a 

Kenyan market study found that African customers are willing to pay more for aquaponics products because they 

are healthier, fresher, and pesticide-free (Obirikorang et al., 2021). Being a soil-less system, aquaponics is 

moreover independent of location and soil availability, thus can be used in urban areas or on unused or 
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underutilized land. From a sustainable perspective, the water footprint of aquaponics systems is significantly 

better than traditional agricultures. Regions suffering from water scarcity will particularly benefit from aquaponics 

technology being operated in a commercial setting (Goddek et al., 2019).  

 E-Boda-Boda 

Motorcycles, called Boda-Bodas in East Africa (W.L Ntshinga et al., 2012), can serve as a sustainable solution to 

the existing traffic problem described in chapter 4.4. Ampersand is already a leading company offering an energy 

solution for electric Boda-Bodas (e-Boda-Bodas) and transportation (Ampersand, n.d.a). Its business model 

provides both a service and a product since customers can buy or lease an e-Boda-Boda, with both options 

managed via the pay-as-you-drive method. According to this method, payment is made for the energy consumed 

(Ampersand, n.d.c).  

The usage of e-Boda-Bodas is indeed relatively sustainable as they emit 75 % fewer greenhouse emissions during 

their lifecycle than petrol motorcycles using grid power. Using renewable energy to recharge batteries makes 

transportation even more sustainable. If all Boda-Bodas in Kigali (about 300,000) were electrified, one could save 

157,000 tons of CO2 emissions per year. Furthermore, e-Boda-Bodas are economically beneficial for the driver 

since being less expensive to purchase, maintain and operate than a fuel vehicle. An Ampersand driver spends 

3.51 USD on energy per day, whereas a petrol driver spends 4.68 USD on fuel per day. This, in turn, leads to 

higher revenue for the e-Boda-Boda driver at the end of the day (Ampersand, n.d.b). Ultimately, the ultra-high 

lifecycle lithium batteries have a range of 60 km to 90 km and must be replaced less frequently than drivers 

typically refuel (Ampersand, n.d.c). 

 E-waste energy storage 

91 % of micro, small and medium enterprise respondents to the Productive Use of Electricity program in Uganda 

already use solar energy and own the panels (AVSI, 2019), showing that photovoltaic (PV) is becoming increasingly 

important for energy supply in rural SSA (Charles et al., 2019). Battery-powered energy storage systems based 

on lithium-ion technology can be used to enable households and enterprises that already have solar systems to 

use the power they generate, further improving access to electricity. 

For these systems, the cost of batteries accounts for 81 % to 93 % of the total storage system costs (Charles et 

al., 2019). Therefore, the effect of cost-efficient e-waste battery cells becomes advantageous. On average, the 

overnight energy usage of a sub-Saharan household in a remote area is about 1.42 kWh (Charles et al., 2019). A 

suitable battery pack for this household should offer a capacity of about 2,000 Wh.  

A commonly found lithium-ion cell is the Panasonic NCR18650B-3, which has a measured capacity of 11.33 Wh 

(Muenzel et al., 2015). Assuming a degradation of 20 % of its capacity through prior use results in a remaining 
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capacity of 9.064 
𝑊ℎ

𝑐𝑒𝑙𝑙
.  Using this type of battery, the needed number of e-waste cells are 

2,000 𝑊ℎ

9.064 𝑊ℎ/𝑐𝑒𝑙𝑙
=

220.65 𝑐𝑒𝑙𝑙𝑠 → 221 𝑐𝑒𝑙𝑙𝑠, resulting in assumed costs of 221 𝑐𝑒𝑙𝑙𝑠 ∗ 1.50
𝐸𝑈𝑅

𝑐𝑒𝑙𝑙
= 331.50 𝐸𝑈𝑅.  

Considering additional given costs of 127.84 EUR for a charge controller and assumed costs of 100 EUR for the 

housing, cables, production and packaging, the total production costs could be as low as 559.34 EUR (Charles et 

al., 2019). 

 Hemp 

The African hemp industry is growing faster than any other industry. Ten times more legal cannabis was exported 

in 2021 than 2020 (over 15 tons), mainly from South Africa, Uganda, and Lesotho (Schlindwein, 2022b). It is 

estimated that at least 38,000 tons of African cannabis are produced annually (Prohibition Partners, 2019). The 

increase may be because cannabis is relatively easy to cultivate in some African countries, for example, in 

mountainous regions with rich, fertile soil with harvesting seasons every three to four months (Prohibition 

Partners, 2019). The advantage of growing on the equator is that less energy is needed, leading to fewer costs, 

which makes the end product cheaper (Schlindwein, 2022c). Moreover, hemp is generally more lucrative than 

traditional crops (e.g., sugar cane, corn). In Congo, for example, 100 kilograms of cannabis can sell for between 

96 USD and 128 USD, while the exact weight of corn fetches only 54 USD (Prohibition Partners, 2019). However, 

import regulations to Europe are costly (Schlindwein, 2022a). In Uganda, an export license costs 5 million USD 

(Schlindwein, 2022c). From a sustainable perspective, hemp farming is advantageous. One hectare of hemp can 

absorb more carbon dioxide from the atmosphere than regular greenery (Deutschlandfunk, 2022). And one 

kilogram of hemp grown indoors consumes up to five tons of CO2 (Schlindwein, 2022b).  

The market for hemp fiber is relatively large as it can be used for 22,000 industrial purposes (Deutschlandfunk, 

2022). Due to its high wet strength, it serves as a raw material for ropes, cordage, and textiles. Hemp can also 

be used for paper production, building material (insulating fleece or fiber cement), stable bedding, seeds as food 

(muesli ingredient), fish bait, bird feed, fuel, whole plants for heat energy production, as well as for oil production 

(Diepenbrock et al., 2012). Thus, attention would have to be paid to keep the value chain in Africa (Schlindwein, 

2022b). 

 RE-Commerce 

To exploit the potential of e-commerce in Africa, business ideas are needed. As e-commerce is prevalent among 

Generation Z (Heinemann, 2022), such business models would indeed benefit from Africa's young, digitalized 

generation. E-commerce could account for 10 % of total retail sales in Africa's largest economies by 2025, 

equivalent to 75 USD billion in online sales per year (Odonkor, 2020). Since 2014, the number of African online 

shoppers has been increasing by 6 % more than the average growth rate globally (United Nations, 2018). From 
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a social perspective, e-commerce could reduce inequalities by providing rural customers with the variety, 

convenience, and low prices that urban residents already enjoy (The World Bank Group, 2019). In many countries, 

such as Rwanda, e-commerce is not yet commonly used, providing a competitive advantage for companies who 

could potentially benefit from a forecasted Rwandan market volume of 728 million USD in 2025 (Bogner & 

Hertzberg, 2022c).  

To further strengthen the sustainable aspect of the business model idea of e-commerce, one could consider 

establishing a second-hand platform for SSA. A business model under the umbrella term of RE-commerce (short 

for re-use), which is attested to be promising by experts. This would enable price advantages for a more extensive 

customer base and halt further resource extraction (Heinemann, 2022). In fact, considering second-hand fashion, 

Africa is already at the forefront of establishing a circular fashion industry (World Economic Forum, 2021). 

 E-waste solar power banks and flashlights 

African countries are pioneering efforts to reduce e-waste by adopting policies, regulations, and laws (including 

extended producer responsibility) (Lebbie et al., 2021). In addition to preventing damage to health through proper 

recycling, the recovery of expensive and scarce materials from e-waste through collection and recycling represents 

a promising economic opportunity. The value of raw materials in Africa's e-waste is about 3.2 billion USD (World 

Economic Forum, 2021). Bodawerk International Ltd. (Uganda) already manages African waste. The company 

uses old lithium-ion cells from broken power tools, laptops, and other devices to produce and sell flashlights and 

power banks with an integrated flashlight (Bodawerk, n.d.). In addition to the sales model, the social enterprise 

WeTu (Kenya) offers a leasing model, which leases solar lights to fishers in the shore areas of Lake Victoria (Global 

LEAP Awards, 2021). The production costs of an e-waste solar power bank with an integrated flashlight with a 

capacity of 20,000 mAh can be calculated using the widespread 18650 battery format used worldwide in laptop 

batteries and power tools (Muenzel et al., 2015). Using the same Panasonic NCR18650B-3 as in chapter 5.4, the 

remaining capacity of the cell after a 20 % degradation through prior use is 9.064 
𝑊ℎ

𝑐𝑒𝑙𝑙
. The amount of energy 

stored in a 20,000 mAh power bank is 20 𝐴ℎ ∗ 3.6 𝑉 = 72 𝑊ℎ. Therefore, the number of cells needed for one 

power bank are 
72 𝑊ℎ

9.064 𝑊ℎ/𝑐𝑒𝑙𝑙
= 7.94 𝑐𝑒𝑙𝑙𝑠 → 8 𝑐𝑒𝑙𝑙𝑠. Assuming the price for one e-waste cell after testing and 

sorting is 1.50 EUR/cell, the total cost for battery cells for one power bank is 8 𝑐𝑒𝑙𝑙𝑠 ∗ 1.50
𝐸𝑈𝑅

𝑐𝑒𝑙𝑙
= 12 𝐸𝑈𝑅 (not 

including housing, charging electronics, LED, production, and packaging). This business idea not only addresses 

the problem of e-waste, but also provides affordable access to power and light. 

 E-crowd logistics 

In addition to existing e-logistics platforms in SSA, crowd-logistics services for last-mile deliveries and city 

distribution are a promising concept (Buldeo Rai et al., 2017) with a huge market potential (Agyemang, 2022). 
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Crowd logistics allows commuters who use public transportation to transport packages on their way (Buldeo Rai 

et al., 2017) or to give a lift to other people (Alharbi et al., 2022). Whether transporting passengers or packages, 

this service brings social, economic, and environmental benefits. The reduction of traffic, emissions, and resources 

count for ecological benefits. In contrast, the linkage of rural communities to a broader range of products and 

overall logistic efficiency, including the reduction of last-mile errors, are social and economic advantages (Buldeo 

Rai et al., 2017). In terms of enterprises, benefits include a large area, a flexible workforce, and no investment in 

employees or a vehicle fleet (Buldeo Rai et al., 2017). Conversely, the crowd is motivated by supplementary 

earning opportunities that are adaptable and individualized to their lifestyle (Buldeo Rai et al., 2017). A study in 

Ghana found that people are indeed willing to accept the concept of crowd logistics and participate in its 

implementation (Zalia et al., 2021), and the population density in cities secures the availability of a critical mass 

required for crowd logistics platforms (City Logistics, 2018). Despite the supporting factors, the concept also 

encounters barriers in the form of theft, loss, damage, and privacy concerns. To counteract this, feedback and 

secure online payment systems need to be included (Buldeo Rai et al., 2017). Moreover, an African logistics 

entrepreneur came up with the idea to solely run his company by women after discovering that it is mainly men 

who steal products (Bogner & Hertzberg, 2022a). To implement the concept, a technological infrastructure in the 

form of an accessible platform is needed to coordinate logistics services' supply and demand (Buldeo Rai et al., 

2017). Fortunately, Africa's ICT infrastructure is steadily growing, with a current Internet penetration of 32.4 % 

(Agyemang, 2022). Senegal is increasingly positioning itself as a leading provider of ICT and teleservices in SSA 

(Ndiaye, 2020). Also, Rwanda is a pioneer of digitalization (Bogner & Hertzberg, 2021), and Namibia's 

telecommunications service was ranked as the best in Africa (Namibian Government Portal, n.d.).  

 Solar coffee roasting  

African coffee-producing countries lack processing facilities to generate value within the country. A relatively 

cheap (concerning production costs) and sustainable solution is using a solar-based oven to process harvested 

beans. Apart from coffee beans, a group of reflectors, a roasting drum, and a control unit are required for such 

a system. No external energy is needed, as the mirror is autonomous and powered directly by sunlight, leading 

to high system reliability (PuroSole, 2021a).  

The Italian startup PuroSole has already recognized and seized this opportunity. It produces up to 300 kilos of 

roasted coffee on a sunny day without emissions and conventional energy consumption. Mirrors focus the sun's 

rays on reaching temperatures of 200 °C to 300 °C. This process is beneficial as the beans are not burned as 

much by the shorter roasting and can retain their ingredients better (PuroSole, 2021b). For every 1,000 kg of 

coffee roasted with the sun compared to the processes using gas, the production, and release of over 400 kg 
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CO2 into the atmosphere is avoided (PuroSole, 2021b). Furthermore, using solar energy can enable an annual 

saving of about 60,000 kWh for producing 30,000 kg of coffee (PuroSole, 2021a). 

However, the roasting process requires constant illumination, limiting the process to days with clear skies. Each 

coffee bean must be directly illuminated cyclically and simultaneously from a different angle (PuroSole, 2021b). 

Advantageously, the potential of solar thermal energy is vast in SSA. The roasting of coffee beans and other 

agricultural products is promising since the daily average direct normal irradiance ranges from 5.5 to 7.5 kWh/m
2 

with annual sunshine of more than 300 days (Majeed et al., 2022). In comparison, in Germany, it is between 

about 2.3 and 3.2 kWh/m
2 
(Solargis, n.d.).  

 Last-mile agile cold-chain transportation service platform for vaccinations using portable cool boxes. 

The global market for cold transportation solutions is increasing, with managing transportation alone is worth 

over 13 billion USD in 2017, while growing 5 % to 6 % p.a. (Ogwengo, 2020). In that regard, Boisson et al. 

(2022) suggests focusing on community-level interventions, especially in rural areas to eventually overcome 

vaccination transportation issues. Buitendach et al. (2019) present a suitable PV-based cooling box for vaccine 

cooling and storage. The box holds ten liters and can store up to 250 vials of vaccines at a temperature of 2 °C 

to 8 °C. As the cooler is sturdy and user-friendly, maintenance costs are minimal (Buitendach et al., 2019). 

Moreover, the Kenyan company Twiga Foods offers a business-to-business (B2B) e-commerce food supply 

platform (World Economic Forum, 2021), which could also be put in use to the vaccination problem. This business 

model idea could be applied to the vaccination problem and offer a last-mile agile cold-chain transportation 

service platform that brings together health facilities on the one hand and those in need as well as health 

community workers and vetted individuals on the other. Health community workers and vetted individuals serve 

as intermediaries to deliver the medical goods or vaccines using solar-powered portable cool boxes. In addition 

to platform maintenance and customer support, such platform operators communicate the importance of 

vaccinations and educate people accordingly.  

Results 

Table 1 summarizes the business model ideas to address the challenges named above. The ranking was performed 

using fuzzy logic with artificial intelligence, based on the system for exploring country risks proposed by Steurer 

(2000). Ranked first was the solar-powered walk-in cooling stations, followed by Aquaponics (rank 2), e-Boda-

Boda (rank 3), e-waste energy storage (rank 4), hemp (rank 5), RE-Commerce (rank 6), e-waste solar power banks 

and flashlights (rank 7), e-crowd logistics (rank 8) and solar coffee roasting (rank 9). The last ranked business 

model idea was the last-mile agile cold-chain transportation service platform (rank 10). These ten business model 

ideas can be categorized into three overarching areas: sustainable agriculture, renewable energy, and ICT. The 
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results demonstrate that the easier (i.e., the higher the value; highlighted in green) the access to required 

resources, the better the business model idea was perceived. This also applies to the evaluation criteria amount 

of capital required: the lower the capital requirement, the higher ranked was the idea (high value; highlighted 

green). Additionally, a major benefit (for the economy, end consumers, environment, and society) and high 

degree of circularity (high value; highlighted green) earned a better rank. Moreover, ideas based on the usage of 

renewable energy performed better. It is also noted that the business model ideas that are generally more in 

demand for the African market were better valued. The low complexity of the technology required to implement 

the business model idea corresponded to a high value (highlighted green) and thus a better rank. The same 

applied to the evaluation criteria external restrictions and need for know-how. Since this paper was based on a 

qualitative literature review, the criterion profitability was evaluated just on a qualitatively basis. The more 

profitable an idea was evaluated, the better it ranked.  

 

--- Table 1 --- 

 

Discussion 

Based on the results, the defined research question can be answered. Since experts evaluated ideas more 

positively if they greatly benefit the economy, end consumers, the environment, and society, the first prerequisite 

for successful implementation of the business model ideas is value delivery. Accordingly, a major advantage 

implies an excellent value delivery. The second prerequisite is promising customers, which is defined by the 

degree of necessity of the business model idea for the African market. The more the product/service is needed, 

the more promising the customers. This suggests that business models addressing health issues such as chronic 

HBV tend to have more customers. The third prerequisite is sufficient capital, defined by the amount of required 

capital. Since economic growth in SSA has been mostly jobless and characterized by poverty over the past two 

decades, business model ideas with low capital requirements are more beneficial and promising. The fourth 

prerequisite is the presence of key resources, defined by the access (difficulty and limitation) to the resources 

required. Ease of access represents a more secure presence of critical resources, thus a more promising and 

suitable business model idea for productive use. For instance, solar energy, as a crucial resource, can be associated 

with unlimited access. As evidenced by the literature review, energy access is an important issue, and demand is 

increasing while the potential for solar energy in SSA countries such as Senegal and Namibia is high. Additionally, 

the possibility of performing the key activities can be derived from the results as a further (fifth) prerequisite. 

This dimension can be defined on the one hand by the degree of complexity of the technology and, on the other 
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hand, by the required know-how, and the external restrictions that can influence the implementation of a 

sustainable business model idea in SSA. A low degree of technological complexity, fewer external restrictions 

(e.g., legal), and less required knowledge represent an easy way to carry out key activities. Since this paper focuses 

on implementing sustainable business model ideas, sustainability is the sixth prerequisite defined by the degree 

of circularity and the usage of renewable energy. The more the concept of circular economy and energy from 

renewable sources is used, the more sustainable the business model ideas become. Profitability, defined by 

qualitative reasoning, can be identified as the seventh prerequisite.  

Moreover, the canvas building blocks key partners, customer segments and relationships, channels, cost structure, 

or revenue streams influence the identified prerequisites. For instance, key partners committed to the 

environment can positively affect fulfilling sustainability. 

However, not all prerequisites and business model ideas are equally easy to fulfill and equally promising for 

productive use in SSA. For example, the business model of solar coffee roasting is better suited for coffee-

producing countries such as Rwanda and Uganda. These businesses would require non-coffee producing 

countries to source coffee beans from abroad, negatively impacting the sustainability prerequisite and the 

presence of key resources prerequisite due to logistical challenges.  

The analysis also identified business model ideas for which the prerequisites are equally easy to fulfill and equally 

promising in all countries, which, for example, includes aquaponics. As reflected in the literature review, more 

than half of the population in SSA is employed in the agricultural sector. Therefore, promoting ideas for the 

primary industry and increasing its productivity is essential. Due to the overall population increase in SSA, demand 

and thus the customer base for agricultural products is steadily growing. However, climate change more and 

more stresses the work of farmers. Here, aquaponics can offer excellent benefit as a sustainable solution for the 

agricultural sector, as outlined in chapter 5.2.  The concept also reduces logistics costs, as food can be cultivated 

directly in urban areas rather than being confined to rural areas. Thus, this factor positively impacts the 

precondition of sufficient capital, profitability, and sustainability. Since aquaponics can be operated independently 

of location, the prerequisite possibility to perform key activities is equally easy to fulfill in SSA.  

Finally, it bears noting that women in Africa, as described at the outset, play a critical role in boosting the 

economy, reducing poverty, and improving living standards. Therefore, the role of women must be firmly taken 

into account when realizing described business ideas. 

Conclusion and limitations  

The overall purpose of this paper was to identify and define prerequisites for the successful implementation of 

sustainable business model ideas in SSA by developing ten ranked business model ideas that are best suited for 
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productive use in SSA, thereby increasing economic growth and reducing poverty and inequality. Five current 

challenges in SSA were considered: agriculture, energy, e-waste, transport infrastructure and health. Agriculture, 

renewable energy, and ICT were found to be the most promising sectors for the ten sustainable business model 

ideas. Moreover, seven prerequisites for the successful implementation of these ideas were identified and defined: 

value delivery, promising customers, sufficient capital, presence of key resources, possibility to perform the key 

activities, sustainability, and profitability. It has also become apparent that not for all business model ideas the 

prerequisites are equally easy to fulfill in all countries and the ideas are not equally promising in SSA. However, 

this should not be seen as an obstacle given that the potential of SSA, with its natural resources and large 

working-age population, is vast and should be tapped. After all, if this demographic group finds meaningful 

employment, Africa could experience an upswing; if not, they will most likely migrate out of the continent.  

This paper was based on a comprehensive literature review that implies two major limitations. First, the 

categorization of the information is necessarily affected by researcher bias. The second limitation relates to the 

lack of on-site interviews. Thus, an individual assessment by those who face challenges in SSA daily is lacking. 

Therefore, as a continuation of the present study, future research could empirically assess the applicability of the 

proposed business model ideas and the prerequisites derived from them by focusing on local surveys.  
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Table 1 Ranked business model ideas (own illustration)
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Access (difficulty & limitation) to required resources 60,5 50,0 78,8 50,0 39,5 74,9 60,5 81,6 60,5 68,3

Amount of capital required (less/a lot) 39,5 35,6 64,4 39,5 50,0 50,0 50,0 71,1 35,6 50,0

Benefit for economy 78,8 78,8 78,8 89,4 89,4 89,4 60,5 85,5 71,1 93,2

Benefit for end consumers 89,4 89,4 93,2 78,8 89,4 64,4 93,2 78,8 78,8 89,4

Benefit for environment 93,2 93,2 89,4 89,4 89,4 78,8 81,6 74,9 89,4 93,2

Benefit for society 93,2 93,2 89,4 89,4 78,8 78,8 78,8 68,3 71,1 89,4

Complexity of technology 46,1 39,5 50,0 28,9 39,5 85,5 28,9 60,5 25,1 71,1

Coverage of circular economy aspects 93,2 71,1 74,9 93,2 93,2 60,5 50,0 85,5 60,5 78,8

External restrictions (e.g. legal) 85,5 64,4 53,9 74,9 74,9 14,5 28,9 39,5 85,5 93,2

Necessity of the business idea for the market 89,4 89,4 60,5 89,4 71,1 60,5 64,4 71,1 60,5 89,4

Need for know-how 46,1 43,3 39,5 39,5 39,5 81,6 28,9 50,0 39,5 78,8

Profitability (qualitative reasoning) 89,4 74,9 53,9 74,9 50,0 89,4 71,1 71,1 71,1 89,4

Use of energy from renewable sources 74,9 93,2 46,1 78,8 74,9 74,9 89,4 50,0 93,2 93,2

Total 75,3 70,5 67,1 70,5 67,7 69,5 60,5 68,3 64,8 82,9

Rank 2 3 8 4 7 5 10 6 9 1
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Abstract 

As a developing economy, Rwanda has been exploring transitioning to being a technologically driven and sustainable 

economy. Moreover, research on economic growth have focused on the need to improve human capacity potential 

within increasing demands of climate change activists but there remains a theoretic and practical lacuna in including 

renewable energy resources in economic growth and expansion of electricity access. Therefore, it is necessary to 

study the impact of competent skill acquisition and graduate employment market on the interaction mix between 

economic growth and the expansion of energy access in Rwanda, particularly finding out the problems advancing 

the non-inclusiveness of engineering graduates, which result to high rate of unemployment and diversions, especially 

for the graduates specializing in energy fields. As a result, the following open questions were raised with variations 

1; how did employees penetrate energy-sector labour market opportunity in Rwanda? 2; what influenced employee’s 

decision in pursuing a career in Rwanda’s labour market, 3; what were the specific employee competent skills that 

enabled smooth transition in energy-sector employment after graduation and the ones required to maintain their 

current positions? 4; what specific competent skills are required for inclusivity of today's engineering graduates in 

energy sector employment market? The study is qualitative and it uses the exploratory research design. It is based on 

the growth pole theory employing snowball/chain purposeful sampling technique, whereby key informants in 

Rwanda energy sector were located. Data was specifically collected from these primary sources through semi-

structured interviews and documentary method. Interview data and text from documents were inductively analysed. 

The study generally recommended institution or program for connecting learning institutions, industry and 

employment market in the distributed and renewable energy resources to promote competent skills acquisition, 
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competition and improve graduates’ inclusiveness in the expansion of electricity access, thereby leading to economic 

growth in Rwanda. 

Introduction 

Background to the Study 

The trends in the integration of distributed energy resources (DERs) and other forms of renewable energy resources 

(RER) into future electrical power grids have received almost a worldwide implementation in response to the 

campaign against climate change. Meanwhile, the large integration of these schemes as well as the reduction of the 

non-hydro conventional energy resources negatively affect the frequency dynamics and electromechanical stability 

of electricity grids (Nnoli and Kettemann 2021), inclusively Rwanda electricity grid which requires investment and 

labour attention. At the same time, climate change has placed demands for adaptive labour and market of African 

economies (Edeh, Leo-Nnoli and Eme 2014).  In response to this, the Rwandan national employment program 

through its five-year lifespan focused on three objectives which were creating enough jobs which are better, 

sustainable and with standard remuneration; equipping the labour force with needed attitude and skills for 

productivity through the private sector, and; developing a national coordinating framework for employment 

initiatives and activities. All these were programmed for faster-growth economic results and are internally supposed 

to improve skills that will transform the Rwandan economy in energy, transport, logistics, and manufacturing 

(Program for Results Information Document 2016).  

Rwanda is a landlocked country and located in Eastern Africa. Joining the East African Community in 2007, it 

increased its’ access to the regional market, social political and economic potentials. Rwanda is also a signatory to 

different agreements such as the common market protocol (CMP) signed in November 2009, which started 

operations in 2010. With this, cooperation among partner states increased, specifically in the area of free movement 

of goods, persons, and labour with the establishment of resident rights for movement of services and capital. 

Furthermore, “Article 10 of the CMP” with its free movement clause guaranteed citizens of member states right to 

employment and contracts within respective national laws of member states. It is on this note that Friedrich Ebert 

Stiftung initiated studies for effective implementation of the employment policy within the labour market of member 

states, by commissioning professionals from East African countries’ member states. In the same light, Workforce 

Development Authority, (WDA) was established on 27th March 2009 to promote, develop and upgrade skills and 



93 

 

competencies of labour force on ground, in order to improve their competitiveness and reduce unemployment 

through technical and vocational education and training (TVET) system (Usengumukiza and Barihuta, September 

2012). Meanwhile, corroborating the above, research in Kenya showed a statistically significant impact of educational 

facilities on training and skill acquisition for students in engineering courses in the Lake Victoria region. By way of 

influencing national development, technical institutions with the availability of teaching equipment and material 

resources could help in sustaining and consolidating industrial performance to bring out skill-oriented and 

comprehensive modules needed for the labour market as studied for Kenya. These may be relatable to Rwanda as 

an Eastern African country. Scholars argue that there is urgent need to update relevant skills for the labour market 

in engineering skill sets to close employment gap and bring up economic development in developing economies 

(Ojera, Simatwa and Ndolo 2021). 

Again, between the years 2002 and 2009, labour growth in formal sectors of Rwandan economy were in areas of 

agriculture, hunting, forestry and fishing; banking and insurance, real estate, financial services, construction and 

public works; industrial manufacturing; extracting industries; wholesale and retail trade, restaurants and hotels; 

transport, storage and communication; electricity, gas and water. Meanwhile, following the speech made by the 

minister of finance and economic planning in Rwanda, the government of Rwanda have focused on specific areas of 

investment for the years 2010 and 2011, which included the energy sector among others. (See Ministry of Public 

Service and Labour 2019) However, the statement was without specific attention on investments in labour of energy 

and renewable energy resources, which is fundamental for sustainable growth of Rwandan economy. It is crucial to 

look at the economic (i.e., market and industry) potentials when our attention is fully focused on energy expansion 

possibilities in Rwanda.  

Statement of the Problem 

As has been hinted so far, skill acquisition and graduate inclusiveness in Rwanda have connections with economic 

and climate adaptive challenges due to lack of inclusiveness of energy expansion to economic growth (Edeh, Leo-

Nnoli and Eme 2014; Program for Results Information Document 2016; Nnoli and Kettemann 2021). Still, all over 

the world, there is inadequacy of inclusiveness of first graduates in different degrees in their expected employment 

positions. Although Rwanda is comparatively not the worst case with reference to several other developing 

economies in Africa, there is need to harness and diversify investment through opportunities found in the 

marketability of the renewable energy resources sector, optimization of employment opportunities and diversification 
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of government economy from agricultural to a multisectoral economy, using local content and being amenable to 

new power projects, which is a need for many African countries (See Nnoli, Bolu and Obazenu 2016). 

Integration of new sectors and diversification of the labour market are very possible.  Although many other intricate 

challenges come up inside the skill acquisition industry and graduate labour force, aside from the historical and 

political factors. The labour market in Rwanda was reformed in the 2010s following conventions from the 

international labour organisation (ILO). Rwanda has been achieving great strides through business regulations and 

labour laws since 2018, which has expanded labour rights in the market especially regarding employer and 

employees’ rights. Notwithstanding the growth of informal economy which has created gap in the labour regulations, 

often due to lack of information, program or incentives, many workers in the Rwandan labour market have been 

moved to statutory remunerations in order to get a baseline and organisation for the labour market through policies 

and regulations. Also, there has been shift from one sector to another in the employment and labour markets and 

this is partly due to growth in productivity of certain economic sectors, such as agriculture and manufacturing. With 

this, micro small and medium enterprises (MSMEs) constitute about 98% of total businesses, while the same 

constitute 41% of private-sector employment. The challenge of micro small and medium enterprises in Rwanda still, 

were inadequate entrepreneurial training and limited innovation, poor competition and inadequate technical and 

administrative skills. There is also the challenge of assessing and using different pricing systems at local, regional and 

international levels, poor market information and insufficient knowledge about the labour market. The products of 

labour internationally, nationally or regionally also constitute challenge to the labour market profile of Rwanda 

(Danish Trade Union Development Agency, DTDA 2021). 

At the moment, extenuating the current unemployment in Rwanda has been explained as either minutely as skills 

mismatch or broadly as gap between industry and market, concerning the distributed energy resources, 

manufacturing, industry trade and commerce, agricultural industry and market. Thus, it becomes necessary to 

understand the nexus between economic growth through investment in skills and knowledge acquisition and 

graduate inclusiveness in Rwanda. The following questions would guide this study: 1; how did employees penetrate 

energy sector labour market opportunity in Rwanda? 2; what influenced employees’ decision in pursuing a career in 

energy sector in Rwanda’s labour market, 3; What were the specific employee competent skills that enabled smooth 

transition in energy sector employment after graduation? 4; what specific competent skills are required for inclusivity 

of today's engineering graduates in energy sector employment market? 
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Justification of the Study 

This research finds its relevance in qualitatively investigating the root cause of non-inclusiveness and diversion of 

engineering graduates from energy sector in Rwandan economy, especially with recent extensive global and local 

business opportunities and investments in the deployment and integration of RER into the existing power grids as 

well as its off-grid applications. By energy sector, we mean the economic sector responsible for electricity generation, 

transmission and distribution in Rwanda. From this research, we observe that the stakeholders of this sector may 

include experts from various fields of learning and may require certain varying skills depending on their specialization 

field of entry to energy sector.  Presently, this qualitative study tends to provide a strategy for unavoidable future 

expansions along with the sustainability agenda (i.e., graduates’ inclusiveness), especially in this era of energy 

transition in accordance to the world global warming resolutions at COP26 conference 2021 (United Nations 2021). 

The purpose of establishing these new strategies on the existing infrastructure is to continuously guarantee energy 

expansion and transitioning, thereby providing investment opportunities, sustaining competent skill transfer, 

providing informed direction and all serving as a catalyst for graduate inclusiveness and skill acquisition in Rwanda 

energy economy (with specific attention to the labour market and industry). The Rwanda electricity grid modelling 

as a later contribution will provide basis for the practical expansion strategies and improve knowledge of the Rwanda 

grid while pointing to possible future instability areas of the network. The rest of this paper is structured in sections 

as follows; literature review, theoretical background, methodology, discussions on findings and summary.  

Literature Review 

Skill acquisition goes a long way to facilitate industrial processes while graduate inclusiveness brings out the 

importance of formal education in the labour market where investments are made for economic growth. In skill 

acquisition, vocational educational training is used to update informal trainees through recognition of prior learning 

as done in Pakistan, where various skills existing in the market were standardized through certifications and 

accreditation with definite costs marked for outlined specialized programs (Janjua and Naveed 2009). 

Even within vocational educational training system for workforce development, it has been noted that skill sets were 

variegated. Skillsets between industrial training was quite different from skill sets developed by specific training 

organisations. Both required specific certifications and qualifications followed by regulation through licenses or 

prescriptions. These highlights the importance of stakeholders within the system to redefine the skill sets in Rwanda. 
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Poor individual definition by people in the industry as well as organisations and training institutions should not be 

overlooked but accommodated for sustainable economic growth and labour market in the renewable energy 

resources inclusiveness (Mills, Bowman, Crean and Ranshaw 2012). 

On the same note, competency-based approach is very crucial for technical training and vocational education in 

Africa due to its impact. The implementation process of this competency-based approach have been able to link 

government and the private sector using curricular data available in the private sector as efficient instruments in the 

labour market. This could go a long way to improve the employability requirements at the levels. In the same way, 

micro small and medium enterprises, which have been excluded, would be integrated for the growth of the economy 

following the renewable energy resources program. (Institut de la Francophone pour l'education... 2020). 

Comparatively, in India, higher education skill development requires the introduction of skill development 

programme with collaborations and partnerships as well as incentives (Brar 2015). Shifting from built-on to built-in 

curriculum for students in the electricity and RER, and ensuring sustainable and economic development, Rwanda also 

shifted from theory-based curriculum to competency-based curriculum in 2015. Since then, there has been needed 

to improve on the teaching clarity, mastery, participation, motivation, innovation, learning materials, and laboratory 

equipment in the educational institutions by involving stakeholders in the industry. This has proved that a 

competency-based curriculum is expected to bring in a dynamic learning structure to accommodate future energy 

and employment needs of Rwanda as part of the global political economy (Nsengimana 2021). 

In the same vein, technical and vocational education and training (TVET) rally opportunities for the collaboration 

between industries and universities that lead to skills in the labour market. Sustainability through renewable energy 

resources courses built within the existing vocational education and training and university curricula would also 

present a competency-based training and employability status of Rwanda graduates for economic expansion. In this 

manner, problem-solving skills required by TVET could also be possessed by youth graduates, thereby improving their 

employability status, entrepreneurial knowledge, business development skills and growth of enterprises. A qualitative 

study of TVET in graduate employability in Rwanda Ngororero district, with about 250 respondents, showed that 

those training in vocational education and training schools that used competency-based training programs had high 

level of technical training opportunities following a unique experience based on industries occupation standards. The 

students who underwent the competent based trainings performed better at workplace than students who did not 

(Dukuzumuremyi and Dushimimana 2021). 
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Given the existing competitiveness, 70% of leading businesspeople in a survey agreed that higher education should 

engage in one area of TVET or the other with business organisations. This could exist in form of collaboration and 

competition between the universities and business providers whereby universities and other higher education 

providers improve commercially, especially in areas of marketing and sales organisation. When such happens, the 

market improves especially for first job readiness of young graduates and apprenticeships. (Puckett, Pagano, Heny, 

Krause, Hilal, Trainito and Frost 2020). 

In the same way, market demand in the area of business, collaboration between industry and higher education 

collaboration was looked into to ascertain solutions through a professional work ready graduate scheme. It was 

noted that there is need in preparing qualified graduates with employable skills to meet with the market demand of 

expanding labour, as platform for encouraging competitiveness and economic growth internationally. One of the 

notable challenges facing the duality of industry and education is in the area of creating balance between demand 

and supply of graduates’ skills. (Umar, Bakar and Rashid 2015) 

Ascertaining employment prospects in skill acquisition through apprenticeship by focusing on training workers in 

Germany, it was argued that when apprenticeship is based on voluntary participation by firms, it improves specific 

skills. Such apprenticeship system could also serve as an opportunity whereby marketable skills are improved upon. 

There are possibilities of coexistence of mixed qualities in the apprenticeship system while high and low-quality come 

together as well as young mix with older workers in the labour market.  It also accommodates diverse nature of 

prospective employees and provide a well-balanced labour market with employment security. It also accommodates 

impute of national planning for organisational motivation and deployment where such are needed. The German 

apprenticeship system suggests that firm-specific apprenticeship help young graduates of diverse kinds to acquire 

soft skills with a retention of about 30% of these graduates after 5 years (Winklemann 1996). 

In India skill development initiative has taken the route of public-private partnership to increase the employment 

space. It highlighted the importance of government intervention to encourage short-term, long-term and vocational 

courses. They showed that problem of skill mismatch and employment gap require a multi-sectoral approach to 

improve the economy. The arguement emphasize the need for modification of office assistant courses as well as 

employability attributes in a centrally organised and incentivized or nationally orchestrated scheme or programme 

(Gupta and Agarwal 2018). Likewise, skills employability and entrepreneurship program are needed in the Rwandan 
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labour market to reduce skills mismatch between demand and supply of labour and bring up innovation in the labour 

market (African Development Fund, March 2013). 

Knowledge in the modern world is very crucial for economic growth through the building of human capital. Its’ 

techniques, sharing and usage could directly influence market through the management of knowledge maps (K-

maps). This set of knowledge system helps organisational knowledge to be felt by employees. It also helps to bring 

professional help to beginners and encourage communication for professionals to access crucial knowledge related 

to problem solving for their clients. These are needed mostly in academic institutions management. It also improves 

university and other training institutions’ marketability of theoretical and practical knowledge for the needed skills in 

the labour market. Of course, this portends good benefits for the growth and expansion of Rwandan economy 

through the inherent knowledge in the renewable energy resources skill sets (Mohajan 2016). 

Compared to the case study on economic transformation in Rwanda, there is a relationship between knowledge 

gained through information and communications technology and business outsourcing. This research acknowledge 

that the government had interest in attracting investors in information and communication technology (ICT) because 

ICT development had more opportunities for business development in different sectors, particularly in business 

development services. This supports entrepreneurship information exchange and opportunities created with potential 

market and products. This report showed that majority of growth was achieved not through new products but 

through expansion of international market. The problem with this was that the export market in Rwanda was 

monocultural. To overcome this barrier to market, Rwanda needs to improve its competitiveness (Malunda and 

Musana 2012). 

Undergraduate students’ entry level needs transformative system of educational development, which would integrate 

them into market needs and opportunities. In doing this, issues such as relevance, satisfaction, enjoyment, as well as 

content or information would help to bridge skill gaps in education. These are very important for undergraduate 

education and also need to be incorporated into graduates and postgraduate educational system, and technical and 

vocational education system to promote soft skill sets designs (Raina 2013). Although, this study is focused on 

graduates and/or youth employability, the importance of satisfaction and fulfilment, which are crucial for innovation 

and transformation in today’s skill acquisitions, cannot be overemphasized. 

Theoretical Background 



99 

 

Elaboration on the Theoretic Context of the Study  

This study is based on the growth pole theory proposed by a French economist, Francois Perroux in 1955. The theory 

posits that concentration of innovative and technically advanced industries has to be linked with businesses and 

industries in order to engender economic growth or development. Certain characteristics are needed for growth 

pole. These characteristics include that the market should be large, accommodate innovation, have fast growing 

sector that prioritizes intense and have quantitative interrelations with other sectors. In its industry, the growth pole 

has the aim of a sustainable economy through high level of technology and managerial enterprise, high-income 

demand for its products, interdisciplinary linkage, and ability to get local multiplier effect (Gavrila-Paven and Bele 

2017). 

Justification of the Gap  

The justification for this theory is that it relates to peculiarities of skill acquisition, innovation and graduate 

employment in Rwanda. In search for a meeting point between the renewable energy resources industry and the 

existing theory and practices on distributed energy resources in Rwanda for labour market expansion, there is need 

for provision of ICT and industry focused program, multi-sectoral, incentive-sparked, specialized, certified, export 

oriented, market and competitive driven program. In this case, the renewable energy resource knowledge and 

training infrastructure (which can be infrastructural or institutional) is noted to have the capacity to accommodate 

immediate utility and futuristic inputs, with the use of incentives, peer-to-peer recommended, specialized, 

collaborations, and ‘build-in’ innovations in industry and market demands. The growth pole theory supports the 

character found in the interactions of these variables in the expansion of energy access through investment, skill 

acquisition and graduate inclusiveness in Rwanda (See Figure 1 below). 

Methodology 

Research design and sample  

The research design used for the study is the exploratory research method. It equips the researcher with the baseline 

information to understand the subject matter. It works well with purposeful sampling and the combination of 

instruments of qualitative data collection and analysis. It is often employed in studies as a first step in  a  multipart  

or  extensive  research  project,  that helps  the researcher to gain greater understanding  and to identify variables  
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and how related they are. This explains why it is sometimes seen as pilot study method (Biereenu-Nnabugwu 2018 

p.9).  

Sampling and Data Collection  

The sampling method used was the chain purposeful sampling technique, where information-rich key stakeholders 

of Rwanda’s energy sector were located. The chain of these recommended interviewees typically diverged initially 

but converged as key patterns became repeated over and over (Peters and Waterman 1982; Patton 2002). Data was 

collected from the primary and secondary sources. The primary source was specifically in form of interviews, which 

were personal communications with six interviewees. The sampling involved six information-rich key energy/electricity 

experts from Rwanda energy groups and other independent/private power producers and contractors. The 

background fields of the interviewees ranged from Electrical engineering, Mechanical engineering, Energy 

Economics, Finance, Business Management, Architecture, Biology and Chemistry. Here, presupposition lead-in 

questions enabled interviewees the freedom to give deep responses. To be able to reach these information-rick key 

interviewees, the researchers applied directly for interview appointments and observed research ethics in gathering 

data. The researchers also informed the participants of the expected use of the interview results, and they granted 

informed consent for the purpose of this research. The question form was a semi-structured interview ranging from 

opening questions; introductory questions, transition questions, key questions and closing remarks (See Patton 2002 

p.367). The secondary sources were mainly documents from online sources comprising texts, journals, official 

documents, conference papers and dissertation on the study's subject matter. 

Analytic approach  

In the analysis of data, analytic induction of interview responses with reference to textual analysis of documents 

through open coding, under specific concepts to support or build general ideas or themes, as derived from the 

primary and secondary sources of data. 

Discussion on Findings 

Q.1. How did employees penetrate the energy-sector labour market in Rwanda?  

…I had internships at companies from my second year at university, joined NGO for climate environment 

initiative, received UNDP funding for environment, developed pipelines for geothermal…I rechanneled my 

study focus to geothermal energy development and won prizes in competitions abroad…I am the director 
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of the main Rwanda power company… I had eight months of private company consultancy and then joined 

energy group as an energy planner. I coordinated regional products in energy, also designed programs for 

electrification, energy access, power generation for transmission negotiation, handled financing 

contracts…doing product management and policy formulation... I would move on to global impact projects. 

(T, Personal communication, 2021). 

Responding to the question, ‘what skills and/ education enabled you to get your first job?’ The third interviewee as 

above, answered that his industry/impact focused study and experience specifically helped in bringing him into his 

first and current employment. For this question, this study generally found that background information of 

respondents showed that, there were people with a background on university programmes that target energy sector 

employment but feel that the university studies did not actually help them in getting their first jobs and others who 

accessed energy sector employment without an educational background related to the energy sector. 

 

I spoke English and French at the same time, communication skills… good interaction with friends and 

investors… I am the chief executive officer (CEO) of two energy companies… character driven development, 

here in Rwanda, people do business with people and not with institutions beliefs… you need to show 

confidence and trustworthy exhibition, understanding that European business is different from African 

business in context and practice… and that the universities are too academic (G, Personal communication, 

2021). 

…project design and management, GIZ and EPD (Energy private developers) Association trainings on 

feasibility studies, solar photovoltaic (PV) and hydropower generation… I am the CEO and manager of my 

company…I took more training in feasibility studies and mini grid project management, trainings on asset 

management and its application to hydro power, training in business and finance management…trainings 

in decentralized renewable energy (E, Personal communication, 2021). 

From the second interviewee’s position, we argue that skills-set mismatch was the challenge at entry level, particularly 

for employees in the engineering and energy sector. The opportunities were either peer-to-peer recommended or 

based on the industrial readiness or competitiveness of the workers to meet industrial demand and not on 

institutional certification and practice of employees. Breaking this down, the study noted that some interviewees did 
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not have engineering backgrounds; some disclosed that their entry into the energy sector was due to 

recommendations and for some others; their skill met the industrial demands. Thus, it was not due to their energy 

related certifications or education.  The fourth and fifth respondents also admitted that their present position in the 

job was not connected to their previous training. It was the job demands that brought them their specific roles in 

their present jobs. These show that there is little opportunity for innovation in the energy sector with reduced growth 

speed and less quantitative interrelations with other sectors. (See Gavrila-Paven and Bele 2017; Gupta and Agarwal 

2018). These also deepen the skill set mismatch and gap within the energy industry and market in Rwanda. The 

respondents also answered as follows; 

…computer skills like in Accounting like QuickBooks and Sage software, MS Access, and SPSS for statistics. 

Communication skills, driving and language skills (I speak[s] English, French and Swahili) … I am the Business 

development manager in this company, electricity is the business… I prepare[s] winning bids, tenders for 

big projects, maintain contacts with our production factories in Europe and China… I now give engineering 

advice to engineers, develop projects from scratch to commissioning… I have more on job experience in 

electricity, water and medical equipment businesses. (C, Personal communication, 2021). 

…ability to handle the business financial outsource and project management. We did some financial 

modules in the university, which helped me… ability to coordinate projects, with management skills. 

Operation and management using SCADA systems, use of MS excel and management tools… I had a good 

industrial attachment experience. Theories from my university studies helped to understand the basics but 

no understanding of the real world practice from the university days….I am the project manager in this 

company but I worked as a banker for two years before joining the energy sector…I went to conferences 

and seminars, home and abroad. I had a lot of interactions during events… due diligence, internships and 

success in project investments helped me… (A, Personal communication, 2021). 

…. I am presently the Chief Technical Engineer of one of the first [private] Rwanda power companies… I 

had technical know-how from internships, some skills in financial negotiations… reporting skills, operations 

and maintenance of power plants and transmission systems… every breakdown in power system gives new 

knowledge- mindset growth, efficient communication with manufacturers, mini grid designs and 

development… (P, Personal communications, 2021). 
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There may be implications to these assertions. On one hand, it implies that the learning institutions focusing on the 

electricity and energy markets may not have observed this undirected inflow of energy-untrained professionals in the 

energy market, most probably because of lack of definition of their requirements or standards for inclusiveness. 

Secondly, this inflow of initially untrained professionals into the energy market may continuously redefine competent 

skills and presumably reduce the chances of employment for the already trained graduates. More so, it may lead 

some energy graduates’ redirecting their career to other areas of the economy due to excessive competition and 

unprotected career field. These responses above emphasize the need to redefine skill sets in Rwanda, supporting that 

nationally defined skill sets were limited in form of a ‘building on’ package. In defining skill set, peer-to-peer 

recommendation as entry for those with specific skills is crucial for using existing structure. Skill sets need to be 

particularized and broken down to every needed role in the labour market in Rwanda while accommodating 

sustainability in the area of graduates’ inclusiveness (Mills, Bowman, Grean and Ranshaw 2012). This also supports 

the view that skill set mismatch could be tackled by the competent commercialization of technical and vocational 

education and training in partnership with certifying institutions for standardization of the Rwandan Labour. From 

this, one can see the importance of peers and colleagues in providing opportunities for fresh graduates to get job in 

the renewable energy sector (Puckett, Pagano, Heny, Krause, Hilal, Trainito and Frost 2020). It also highlights the 

essentiality of amendment of courses as well as employability aspects, which are organised, and incentivized (Gupta 

and Agarwal 2018). The African development fund programme projected that both entrepreneurial programme and 

skills that guarantee employment are requisite in the Rwandan labour market to lessen skills mismatch in the demand 

and supply of labour (African Development Fund, March 2013). 

Q2. In your present job position, what are the specific skills and/ education that are required to perform 

well in it? 

… ability to perform feasibility studies in solar and hydro mini grid projects, preparing fundable climate 

finance proposals and asset management application to hydropower generation (E, Personal 

communication, 2021). 

…use of financial software like QuickBooks (accounts), knowledge of project management, analysis…due 

diligence, exposure to technical knowhow in hydropower generation… communication skills to deal with 

stakeholders (RURA, REG, banks, Finance, Ministries) … ability to give reports to Rwanda development board 
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(RDB), RDB is a government institution that is responsible for investment. Then I need to give reports to 

ministry of infrastructure. Ability to write reports to stakeholders (C, Personal communication, 2021). 

…leadership skills, which include project management, human (Engineers) resource management for 

smooth operations… project development skills, public presentation skills, handling meetings with 

stakeholders (A, Personal communication, 2021). 

…technical knowhow like design of power plant, civil construction, installation, operation and maintenance 

of electrical equipment, ordering maintenance parts (good contact with manufacturers) (T, Personal 

communication, 2021). 

Responding to the question, ‘If you have changed working companies, careers, job positions or sustained one job 

after your education, what skills or education was required at this stage for this transition(s)? The study found that 

competitive based collaboration and marketable education systems or programs-challenges informed and helped the 

decisions of the workers in pursuing a career in energy sector. The first respondent gave certain skills in the energy 

sector as relevant area of consideration. This was collaborated by the fourth, fifth and sixth respondents as above. 

Meanwhile the second respondent pointed out the issue of management and collaboration as driving skills in the 

sector, but more particularly, is that the second respondent affirmed that management and collaboration were 

important aspects of the sector, saying the following: ‘…Management. Get yourself the right management in form 

of employees, business colleagues and creative personnel’ (G, Personal communication, 2021). The third respondent 

emphasized that creativity found in the sector kept his desire more afloat for the chosen career path. The possibilities 

within the sector go along with specific soft skills and ethics found within the sector. He was noted to say the 

following:  

…soft skills, basic knowledge in engineering, internships, commitment to work, focused mindset and being 

a principled person… timely delivery, innovative, honesty and hardworking… have a positive mindset that 

things will work, able to make presentations in financial and technical aspects of projects… (T, Personal 

communication, 2021). 

Puckett, Pagano, Heny, Krause, Hilal, Trainito and Frost, 2020 also highlighted that collaboration and networking, 

apart from helping to land a job entry position, could also help employees to finish specific task in the engineering 
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industry, and such is shown in the renewable energy sector mix within Rwanda. This of course extrapolated to 

collaboration with other certifying institutions. One of the respondents clarified this stating as follows: 

…ability to establish trustworthy contacts and create relationships between stakeholders- customers, clients, 

financial institutions, factories… communication and useful information acquisition, ability to run-around 

clients and investors creating connections and doing business for the company (C, Personal communication, 

2021). 

The need to shift from one sector to another also aid and drives career path and as well the labour market. It also 

increases innovation and transfer of ethics and knowledge as has been substantiated by the labour market profile of 

Rwanda (Danish Trade Union Development Agency, DTDA 2021). Sustainability and expansion of the economy 

through energy resource market needs to be integrated with collaboration with the universities as has been done in 

Chile. Mainstreaming RER market in the Rwandan energy market will grow the employment sector through 

collaboration and in-built process in technical, vocational education and training industry (See Dukuzumuremyi and 

Dushimimana 2021; Umar, Bakar and Rashid 2015). 

Q3. Based on your vast industrial experience, are there specific and essential skills and education that 

your company or labour market at large require from graduates of (electrical) engineering for easier 

transition and faster inclusiveness? 

…useful skills in design and software… skills in power operation and maintenance… I use Homer Pro for 

the solar systems, I also use PV manager software, AutoCAD and ArchiCAD…. open and business 

mindedness, graduates cannot be too specialized, they must be able to multitask and try new tasks… take 

up challenges in other domains…(E, Personal communication, 2021).  

…constant research and learning, commitment to learning… hard skills in plant operation and maintenance, 

knowledge of plant dynamics for repair, knowledge of basic engineering Instruments, construction of 

transmission lines, application of safety and health requirements… soft skills in system simulations, impact 

finding using test benches, ETAP simulations for impact studies, communication skills like proposal writing 

and presentation with adequate technical and financial implication knowledge... (T, Personal 

communication, 2021). 
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…communication skills, software skills used in energy sector and for project management, more practice-

oriented training… (C, Personal communication, 2021). 

…commitment to work, proof of technical knowhow, good project and time management, improvise (i.e., 

innovative) … commitment to constant leaning, smartness… some soft skills like use of MS office, power 

system software tools, use of internet to find solutions, communication skills,  understanding of some basic 

technical terminologies… (A, Personal communication, 2021). 

Responding to the question, ‘what were the specific employee competent skills that enabled smooth transition in 

energy sector employment after graduation? It was discovered that software and industry specific programs averred 

the workers with specific competent skills, which enabled their transitioning to the energy sector, as well as needing 

multi-sectoral export-oriented skills after graduation. Affirming Mohajan (2016), when it stated that knowledge is 

the intersection loop between appropriate information (i.e., raw data), experience and skilled insight. ICT presents 

this loop, as an integrating link to practical work. Here, the employees narrated how their work is made easy by 

certain ICT products or programmes in the energy sector of the Rwandan economy. ICT gives a solid background for 

integrating future and new experiences and skills not minding their specificity. The ICT go along with other soft skills 

for the employees, alongside skills that may be needed in social protection and governance, investment, and transport 

which are crucial areas of the Rwandan economy (Ministry of Public Service and Labour 2019). See Table 1 for some 

interviewees’ excerpts on competent skills.  

Table 1: Some inductive competent skills mentioned by respondents 

Technical 

know-how  

Soft skills Others Interpersonal skills 

Plant maintenance ETAP Software Project management Commitment to work 

Plant automation GIS Software Public speaking Open-mindedness 

Feasibility studies PowerFactory Software Public presentation Ability to multitask 
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Basics of electrical 

engineering and 

Network analysis 

Homer Pro Software Bid/proposal writing  Innovativeness 

Transmission line 

construction 

QuickBook Account 

Software 

Stakeholder reporting Internship and 

constant practice 

Network planning ArchiCAD Software Financial analysis Due diligence 

Civil works in Plants SCADA Software Language and 

Communication  

Futuristic  

 

The above also suggests that there is a connection between ICT and other sectors, which may require help from 

outside the local market, leading to business outsourcing. The majority of growth in economy has been achieved 

through expansion of international market due to business outsourcing. They could help to improve the transition 

from the agriculturally based or mono-sectoral nature to multi-sectoral based market economy with competitive 

export-labour integration in Rwanda (Malunda and Musana 2012). The respondent confirmed this stating that: 

‘Graduates lack needed skills like project management skills, no knowledge of plant and site feasibility studies. 

Foreigners still do this job until now… no skills in machine and equipment installation, environmental and social 

impact assessment’… (C, Personal communication, 2021). 

Q4. What other recommendations or advice do you have for electrical engineering graduates to ease 

their market transition? 

…need of innovative graduates with different kind of thinking, universities are too theoretical… constant 

innovative mindset due to competitions… (G, Personal communication, 2021). 

…need to go for internships… good connection between universities and business companies, I recommend 

partly studying and partly working at the industries from the start to enhance problem solving mindset and 

employability… (P, Personal communication, 2021). 

Developing and upgrading skills and proficiencies of labour force in place, could reduce unemployment through 

introduction of multisectoral technical and vocational education and training (TVET) system (Usengumukiza and 
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Barihuta September 2012) employing the methodology used in Chile and Ngororero district to improve competence 

and future integration in a built-in process (See Dukuzumuremyi and Dushimimana 2021). Thus, there is need to 

have open mindset. 

Responding to the question, ‘what specific competent skills are required for inclusivity of today's engineering 

graduates in energy sector employment market? The information-rich interviewees proposed vocational education 

training which is relevant and futuristic for engineering students’ inclusiveness into Rwandan labour market in general 

and in particular, energy market. In closing the gap between theory and practice, equip young people with the skill 

and also get the graduates included in the economic growth, specific but practical engineering skill sets should be 

incorporated to the electricity and renewable energy programmes in the universities (Ojera, Simatwa and Ndolo 

2021). The sixth, first and fifth respondents noted as follows:  

…go for practical knowledge first, volunteer for internship, take advantage of academia-industry 

partnerships to undergo trainings… I recommend 2 years of study of theories and 2 years of industrial 

experience-a suggestion to the curriculum… government should invest in academia to enable internships 

and knowledge acquisition… (P, Personal communication, 2021). 

…practice more, training the students to widen their skill sets on the use of technology and software… (E, 

Personal communication, 2021).  

…there should be MOU between universities and REG Companies for training purpose, graduates need 

knowledge in Turbine installations, line construction, grid assessment… I recommend more visits to sites 

than studying only in the class… commitment to internship… (A, Personal communication, 2021)  

The second and fourth interviewees affirmed that insufficient knowledge about the labour market needs to be met 

through international, national or regional profiling of labour and skill set market in Rwanda (See Danish Trade Union 

Development Agency, DTDA, 2021). The third respondent spoke to the mind-set of the individual, to be daring and 

bold to handle new challenges in the labour market, with the punchline ‘see yourself as a product’, he remarked as 

follows:  

…see yourself as a product, differentiate yourself from others, [and] get knowledge in network planning 

and software for impact analysis and network simulation and control like PSSE/DigSILENT/GIS. Get 
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knowledge in power plant automation, load balancing, distance protection, and understand impact of 

system dynamics… (T, Personal communication, 2021). 

Moreover, further inclusive inductions from the qualitative interviews conducted were coded. Figure 1 below 

illustrates the realization of the growth-pole theory in Rwanda. Contributions to unemployment and non-

inclusiveness of engineering graduates in energy sector and labour market include their lack of or very limited 

knowledge in the influential and key point factors shown in Figure 1. An institutionalised approach focusing on 

compensating for these lacks would successfully transit Rwanda into skilful, intentional and electricity-sufficient and 

exporting economy in the near future as at when implementation takes place, especially in this era of massive energy 

transition. 

 

 

 

Figure 1: Inclusivity inductions of the growth-pole block from Rwanda Energy Stakeholders (Source: 
Researcher’s Fieldwork, December 2021). 

 

 
 

Summary 

We conclude based on the findings that the government has some sort of pre-designed templates for sectoral 

employment and their individualistic skills set development approach for employment opportunities, which still need 

to be intentionally redefined in the areas of specialization, especially in the energy sector for renewable energy 
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inclusion following built-in processes. The general recommendation is made for a collaborative institute for 

integration of renewable energy resources and distributed energy in Rwanda, which should be incentivized for 

engineering students, accommodating industry and labour market. The following specific recommendations follow 

suit: 

1.  The growth pole Rwanda acknowledged the gap in competent skill sets needed in the electricity or energy sector 

even in the face of large integration of renewable energy resources. Rwanda should act to sustain practical 

knowledge for effective and sustainable energy transition with its economic and employment benefits to Rwanda. 

2. The competent skill sets should be broken down to modules, which are marketable, attractive, competitive, 

collaborative and incentivized for the market and industry in both the existing energy infrastructure and renewable 

energy subsector. 

3. The skill-set market should be able to support ICT products focusing on electricity, renewable energy and other 

specific soft skills ranging from learning programme design in project management, feasibility study assessment and 

cost benefit analysis to implementation of renewable energy resources projects along the existing energy 

infrastructure. The modules of the program for renewable energy resources should be based on existing energy 

projects with great relevance to immediate utility and future innovations. 

4. The program station should be a multi-sectoral living room for exploring the vast areas of economic growth in the 

competence market. It should be born out of university education, technical and vocational training with strong 

industrial experience mix. Its potential of providing arrangements for electricity and renewable energy resources 

practical knowledge should be positioned for the international market. It should also accommodate the integration 

and transition from agricultural economy to a sustainable energy economy deliberate on exportation of Rwandan 

competent-skill labour market with impact on the local, regional, national and international economics. 
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Abstract 

Tourism in Rwanda is challenging. Since the country is small and hilly, it is difficult to tap the potential. As the country 

is blessed with diverse nature, the Rwandan government decided to combine ecotourism with high-end tourism, to 

exploit the full potential. This study aims to assess the extent to which these two types of tourism fit together, as 

well as if sustainability is a decisive argument in this upscale segment. In this context, ecotourism is characterized by 

its 3 core criteria: education, nature and sustainability. 

To evaluate the main question: to what extent can ecotourism projects help to promote the perception of Rwanda 

as a high-end tourist destination on the German market? As well as if sustainability is a decisive argument, interviews 

with stakeholder from the Rwandan tourism industry as well as German tour operators were conducted, to gain an 

understanding of both sites and then evaluate them according to the 3 ecotourism core criteria and the demands of 

high-end tourists. The results showed that there is a difference in the perception of the needs of high-end tourists. 

While the 3 core criteria seem to be too relevant while they are in booking decision with the tour operator. The high-

end lodges in Rwanda state an interest in these three criteria. 

It is evident from the results that there is a limited active demand for sustainable tourist products, while nature and 

education are more relevant, but not yet fully exploited. However, all interviewees indicated that ecotourism, and in 

particular sustainability, is experiencing an increase in demand and will continue to grow in importance in the future. 

Accordingly, the results suggest the driving markets approach is relevant to further drive demand in that segment. 

Rwanda as a high-end tourist destination on the German market? 

To what extent can ecotourism projects help to promote the 

perception of
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1 Introduction 

Rwanda, does not have a long history in terms of travel, yet it appears on lots of travel bucket lists as a top destination 

(Elliott, 2020). Luxury lodges run by global brands such as Singita, One&Only and Wilderness Safaris can be found 

around Rwanda's national parks and offer unique and nature-near experiences, with overnight rates exceeding USD 

15,000. These high-end lodges provide this expensive and lavish experience in conjunction with sustainability 

consciousness and philanthropic behavior. The objective of this study is to examine how ecotourism contributes to 

the high-end experience. 

1.1 Problem Definition 

Tourism in Rwanda is a challenge: The country is small and densely populated; this means capacities are limited. In 

order to become dependent on the tourism industry, the country must preserve the resources it has, so it can make 

use of them in the future. Conventional tourism or mass tourism concepts are therefore not suitable for the 

destination Rwanda, since these kinds of tourism often have negative impacts on the environment and local 

communities, as they are easily overburdened. Moreover, normal tourism often has the issue that local revenues do 

not stay local, and therefore, nothing remains except for the negative effects. 

Paul Kagame, the current president of Rwanda wants Rwanda to become the Singapore of central Africa (Africa’s 

Singapore?, n.d.). Although tourism was initially not a major part of Rwanda's strategy, the tourism industry has 

rapidly become one of the most important sources of foreign exchange income (Kabera, 2017, p. 20). The Rwandan 

government seems to understand the negative impact of conventional tourism, since they see the opportunity in the 

tourism industry to monetize and protect natural resources such as national parks, gorillas and other endangered 

animals. In the capital, the focus is on Meetings, Incentives, Conferences and Exhibitions (MICE) tourism, which is 

accountable for 42% of all tourist arrivals (RDB, 2021, p. 27). In the countryside, around the national parks, the 

country embarked on the way of high-end ecotourism, which can be subsumed below leisure traveling, which is just 

responsible for 7% of tourists’ arrivals (RDB, 2021, p. 27). 

When upscale tourists travel, they often spend a lot of money and want to demonstrate social status (Costa et al., 

2019). High-end tourism is often related to abundance, waste and materialistic things and seems to contradict the 

ecotourism idea, which is connected with values like sustainability, nature and education (Beaumont, 2011, p. 138 

et seq). It appears that these two ways of traveling are at odds with each other. In spite of this, lodges in Rwanda 

comprise both values. On the one side they position themselves as very luxurious.  

1.2 Objectives and research questions 

Due to the contrasts of ecotourism and high-end tourism, the author wants to elaborate how these two types of 

traveling fit together and to what extent ecotourism projects help to promote the perception of Rwanda as a high-

end destination on the German market. In order to answer these questions, we must first determine whether Rwanda 

is considered a global high-end destination and if the country meets the necessary requirements for that upscale 
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segment. The goal is to compare the needs of the typical high-end tourist with the supply in Rwanda on-site and to 

focus on the German segment and aims to find possible areas for improvement to attract more high-end travelers 

from the German source market. Additionally, the importance of sustainability as a decisive factor for a booking 

decisions will be examined to understand the relevance of sustainability in that high-end segment.  

In order to get an impression of the situation of tourism in Rwanda and, at the same time, to speak to locals and 

conduct interviews as well as visit the Singita Kwitonda Lodge. 

1.3 Structure 

This research is based on qualitative interviews with stakeholders in the tourism industry. To understand both sides 

better, the demand and supply, interviews were conducted with touristic players in Rwanda, like Singita, Wilderness 

Safaris and the Sabyinyo Community Livelihood Association (SACOLA) and Governors’ Camp cooperative and tour 

operators from Germany. Furthermore the author compared the demand of German high-end tourists with the actual 

supply by the Rwandan destination to evaluate the thesis based on the interview results. 

3 Methodology 

As part of this study, the author conducted semi-structured interviews in order to collect qualitative data and answer 

the main question: To what extent can eco-tourism projects help to promote the perception of Rwanda as a high-

end tourist destination on the German market? as well as the sub question: Is the sustainability factor a decisive 

argument for a booing decision? 

Several stakeholders from both sides were interviewed better to understand the supply in Rwanda on site as well as 

the demand on the German market. Rwanda's stakeholders were represented by a group of tourism providers from 

the high-end ecotourism segment, such as Singita, Bisate Lodge, and Governors Camp. They are the ones who 

maintain close contact with their customers, interact with them on a personal level, and determine their offers. As 

part of an effort to understand the government perspective, the RDB was interviewed, since they are the ones 

supporting the tourism industry and creating good conditions for tourists and investors. The interviews were 

conducted in October and November 2021. A few of them were done in person in Rwanda, others in writing or in 

calls via Microsoft Teams. The interviews consist of 9 main questions to understand the following topics.  

To understand the German target group  better, both sides had to define the German high-end ecotourist. To 

evaluate the environmental motivation and commitment of travelers, the second question aimed to conceive the role 

of sustainability within the booking decision for tourists as well for hotels. The third topic was to compare the emitted 

and perceived image of Rwanda. Another one aimed to understand the high travel expenses and compare Rwanda 

with their competitor Uganda in the north, which offers similar touristic products but is much cheaper. Next to the 

demand for tourism in Rwanda, which was discussed with all interviewees, the future development of their project 

and Rwanda as a high-end ecotourism destination was a topic, too. As well as the tourism strategy in general and 

how the hotels fit into it. To better understand the role of the government in the tourism strategy, the work of the 

RDB was thematized. 
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Due to the inductive approach, the author divided the coding into the following categories after the interviews based 

on the simplified transcripts. 

4 Results 

4.1 The Tourists’ Perspective 

4.1.1 The Typical High-End Tourists 

All three interviewees had difficulties defined that specific target group, as they all experienced that even within the 

high-end segment, the guests have individual preferences. For example, some guests prefer staying in camps, others 

like to explore cities and nightlife, to ascertain where and how locals are living, while others prefer to enjoy the 

nature (Appendix 6, p. X). High-end tourism is related to luxury, but there exists a wide range of understandings, 

because every individual has his/her own definition and requirements to call something luxury. (Appendix 5, p. X). 

Privacy and exclusivity, as well as unique or authentic experiences were described by almost all interviewees as 

something high-end tourists sought after. All three tour operators mentioned that a tourist who travels to Rwanda 

is mainly experienced in traveling to other countries in Africa or at least wildlife traveling and knows what animal 

experiences are about and wants to bring it to another level. Brunecker has described the high-end tourist it in more 

detail like this: 

So, the typical client is a couple, let’s say starting 40, up to any age, well educated, well-travelled. In most case, it’s 

very few clients going directly, without any previous travel or knowledge to Africa. And from that point on its totally 

individual. (Appendix 6, p. X) 

The last sentence of the quote underlines the statement about the individual understanding of luxury.  

Infrastructure is another important component for that kind of traveler (Appendix 7, p. X). Especially in Africa where 

proper streets are rare, guests of that segment are used to flying and tour operators generally recommend that rather 

than taking the bus or car. Many distances can be covered by air, whether by public plane or private helicopter, to 

avoid long distances on bad roads and maintain high standards (Appendix 6, p. X; Appendix 5, p. X). This is consistent 

with Hartmann's description of Africa tourists, whom she sees as sophisticated especially since they are a bit spoiled 

in terms of good infrastructure and high-quality lodges and she experienced demanding requirements in travel 

consulting (Appendix 7, p. X). However, Brunecker remarked that some tourists try to avoid the high helicopter fares 

and underestimate the importance of helicopter flights in the small country Rwanda. (Appendix 6, p. X). 

Pokorny contends that especially these high-end travelers tend to struggle with leaving their comfort zones. In some 

cases, this is caused by unforeseen, new situations or strenuous experiences that make the person feel 

uncomfortable. Some guests are looking for adventure excursions where they can learn from new experiences, but 

generally anything that makes them leave their comfort zone and sacrifice their luxury is usually not in their interest 

because they are used to their own standards (Appendix 5, p. X). 

Another important consideration for high-end tourists is the safety of a destination. The implementation of safety 

precautions often aggravates the conditions of travel. It is not surprising that Pokorny's answer to the question 
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regarding what the most important thing for high-end tourists is was swift and straight to the point: Safety and 

unique experiences (Appendix 5, p. X). 

According to all of the interviews, high costs do not pose a significant problem for these kinds of travelers. There are 

some tourists who are already aware of the special tourism in Rwanda, and they appreciate the reason for the high 

price strategy in regards to wildlife activities. While Pokorny described that their clientele has no problems with high 

costs for travelling between 30,000 to 100,000 USD (Appendix 5, p. X), Brunecker mentioned that there is still a 

percentage of 20% who are shocked and thereupon refuse the trip (Appendix 6, p. X).  

In the interviews the Rwandan tourist suppliers were asked what they thought about the high-end tourists from 

Germany, but they had even more difficulty answering this question than the German tour operators. They perceive 

European tourists as a whole and do not see any differences between them, but they said that they receive Germans 

on a regular basis.  

4.1.2 Purpose 

During the course of speaking with the interviewees about the behavior of high-end tourists, it is apparent that there 

is a shift in mentality within the high-end sector, and that classical materialistic values are growing less relevant. This 

type of change is characterized by Pokorny as the increasing importance of meaningfulness. The tourists are 

questioning the luxury to gain a better understanding of what really takes place on-site, which, according to Pokorny, 

is particularly prevalent among Germans (Appendix 5, p. X). In the booking process and while travel consulting, the 

tour operators felt that customers appreciated information about the projects of these lodges, and on site, they 

showed themselves interested in the practices and went backstage to learn more about the solar power and water 

purification plant or asked to visit schools and kindergartens, which are supported by the lodges. But it also goes 

beyond curiosity. Their questions reach further than asking about the projects; they want to know what they can do 

to assist and contribute. They enjoy being involved, in order better to understand the place where they are staying, 

as well as asking for philanthropic elements or giving back and are interested in seeing their positive contributions 

to local communities and the environment. This point is summed up by Nzayo as follows:  

Guests are choosing longer stays at one destination […] because they have a desire to immerse themselves in the 

place – learning about local culture, landscape and animals, and to become more involved, making travel more 

meaningful. (Appendix 2, p. X) 

In response to a question concerning the importance of sustainability for high-end tourists, it became apparent that 

there are still discrepancies. Baas and Brunecker saw an increasing awareness of sustainability, which mainly started 

within the last few years, which can be recognized by more offers and acceptance of carbon offsetting, which goes 

hand in hand with a greater awareness of the issue of climate change (Appendix 1, p. X; Appendix 6, p. X). Today, 

guests are increasingly concerned about their footprint and their impact on the environment, and they want to get 

informed about it (Appendix 5, p. X) and don’t mind paying more said Brunecker (Appendix 6, p. X). The opinions 

from Baas and Nzayo are confirming his statement, as they see those high-end travelers value conservation efforts 

of lodges as well if these luxury lodges keep it authentic and adapt the lodges to the surrounding environment 
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(Appendix 2, p. X; Appendix 1, p. X). Pokorny, however, described it as an awareness of preserving the earth for 

future generations and mentioned that this is not related to sustainability. Ecological and sustainable conscious 

behavior are out of place in his opinion, because if a person is traveling by airplane to Rwanda, they are everything, 

but not sustainable. According to Pokorny, high-end tourists' behavior is influenced more by their desire for 

meaningful experiences (Appendix 5, p. X), which can be attributed to their purpose for traveling. 

Even though the awareness of conservation and sustainable projects is described by almost all interviewees as an 

important part for high-end tourists, the customers do not have any special requirements in terms of sustainability, 

which they set as a condition, claimed Hartmann, while she shows herself surprised. This topic is, in her opinion, still 

irrelevant for the vast majority of customers (Appendix 7, p. X). Yet, said Pokorny. Pokorny stated that he could 

envision this happening in the future. From Pokorny's point of view, there is an awareness of the issue, but it does 

not appear to be top of minds of the majority of people. As a result, it is the responsibility of tour operators to 

communicate the sustainable efforts of lodges when they provide travel consultation (Appendix 7, p. X; Appendix 5, 

p. X). This is in line with Brunecker's assessment that acceptance of sustainability factors, which are associated with 

higher costs, is determined by the communication and explanation provided by travel consultants in the booking 

process. 

Hartmann urged tour operators to place a higher priority on sustainability, in particular given the fact that travel, as 

already noted by Pokorny, is anything but sustainable. This makes it even more important to improve the image of 

travel. But at the same time, Hartmann admits that they have to impose this on their customers, since the initial 

desire does not come from themselves, which she explained with an example of a flat-rate carbon offsetting payment, 

which is automatically added to each travel offer. 

The Rwandan tourism stakeholders came up with similar answers and perceive a rising interest in sustainability on-

site. Nzayo pointed out that “travelers are increasingly expecting responsible, ethical and sustainable destinations 

that do not compromise on luxury” (Appendix 2, p. X). 

4.1.3 The Experience 

Apart from the trend toward a more meaningful travel experience, it was evident that they all agreed that the most 

important part for high-end visitors is the experience. The quality of the experience played a central role in all 

interviews, regardless of the perspective of tour operators or on-site stakeholders of the Rwandan tourism industry. 

Baas said, “it’s all about your experience and the purpose of the travel and maybe less about how luxury the linen is 

that is on your bed” (Appendix 1, p. X) and Nzayo claims “luxury is not a unique selling proposition” (Appendix 2, 

p. X) in the high-end segment and the tourist experience comes first. Brunecker pointed out that for German travelers 

particularly, the experience is much more important than the accommodation (Appendix 6, p. X). 

What emerges from the interviews is that the experiences must be something special, but also refer entirely to the 

different expectations and images in the travelers’ minds (Appendix 6, p. X). Again, the on-site touristic providers 

were more concrete, using adjectives such as authentic and exclusive, which corresponds to their longing for privacy 
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(Appendix 1, p. X). Nzayo went even further, noting that: “The new luxury will be pristine nature, a light footprint, 

and holidays that make a difference, clean air, open spaces, and simplicity of design” (Appendix 2, p. X).  

As a summary, the following table (Table 3) comprises the most important areas of expectations for high-end tourists 

and briefly describes them. 

4.2 Rwanda’s Perspective 

4.2.1 Rwanda’s Image 

This emphasize on conservation is the result of Rwanda attaching importance to wildlife and seeing it as its duty to 

protect it, according to Baas (Appendix 1, p. X). Singita, as a global brand known for conservation, was even invited 

to Rwanda by Rwanda's president, Paul Kagame, further to drive conservation efforts and enhance Rwanda's tourism 

strategy by increasing high-end ecotourism offerings. In general, the targeted tourism strategy is to attract high-end 

tourists and prevent mass tourism or, as Nzayo described it, as “high-volume low-impact ecotourism” (Appendix 2, 

p. X). Taking this approach is vital to the conservation mission, since a large number of people would transform the 

gorilla experience into a zoo (Appendix 1, p. X; Appendix 5, p. X). This would disturb the wildlife and could result in 

the displacement of endangered mountain gorillas. 

When asked about the image of Rwanda as a destination, a point which was found in X of X interviews, was the 

safety aspect, which is compared to other African countries surprisingly well. The government is “raising the profile 

of destination Rwanda, into one of the safest, most sought-after bucket-list trips in Africa” (Appendix 3, p. X). They 

perceive Rwanda as a safe and well-organized country, with the aim of promoting tourism and attracting investors, 

which the government needs in order to achieve its ambitious development goals. It was evident from all interviews 

that Rwandans were satisfied with the government in general.  

Compared to Uganda, with whom they share the VNP and thus also the number one attraction, the mountain 

gorillas, Rwanda is also safer and further developed, which led Baas to say that tourists will have to come to Ruanda, 

if they are looking for “a very seamless experience” (2021, p. X). Especially when it comes to the high-end experience, 

the Rwandan industry is much more evolved in terms of luxury, stated Brunecker (Appendix 6, p. X). Even though all 

interviewees admitted that Uganda is a beautiful country, tourists face problems like corruption and stealing, noted 

Nkubana (Appendix 4, p. X). 

In regard to Rwanda's reputation as a country still associated with the genocide, the interviewees slightly differed in 

their opinions on the issue. Some noted that the tourists are preoccupied with concerns like safety issues. 

Nevertheless, they are agreeing that the situation is changing, and the image of Rwanda has improved. They all agree 

as well that the experience tourists have in Rwanda is completely different and does not confirm their preoccupation, 

which may have previously existed.  

4.2.2 Transportation 

Infrastructure is key for pleasant transport, but due to the hilly landscape and roads as the only way for transportation 

on the ground, trips in Rwanda usually take a lot of time. This forces tourists, who want to avoid that situation to 
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take helicopters for travelling longer distances in Rwanda (Appendix 6, p. X), since Rwanda is too small for domestic 

flights, and the few existing ones are often delayed or cancelled (Appendix 7, p. X). Those lodges offer the possibility 

to arrive by helicopter, and tour operators are taking this into account while planning the tour.  

4.2.3 The Lodges 

Nzayo observed that guests are craving open spaces and simplicity in design. During their vacation high-end tourists 

do not want to renounce luxury, when they travel to Rwanda and stay close to nature. These guests are looking for 

clean air and spending more time close to nature, the lodges are in close proximity to the National Park and designed 

in a nature way. The materials used for the construction are usually local and made of wood or volcanic stone, but 

at the same time, they match these criteria with high luxury standards and keep the focus on traditional interior and 

décor. To address the longing for open spaces, the lodges are often very spacious, and large glass fronts are used to 

let the guests feel they stay directly in nature.  

In Singita, there are 8 suites and one villa (Appendix 2.2, p. X) and Bisate only has 6 lodges for their guests (Appendix 

1, p. X). The bar and restaurant belonging to the premises are closed for external people, whether its locals or guests 

from other hotels. Nobody except the own guests is allowed to enter the properties and security people are at the 

entrance. Everything is behind a big wall of volcanoes stones, which limits the view from outside on the property, 

and the land is so wide that you do not feel cramped. That’s what the author experienced while visiting Singita. 

Hartmann outlined that the lodges in Rwanda invest a lot of money into sustainability projects and conservation, like 

reforestation. When asked about sustainability at Singita, Lydia gave a very detailed answer. Singita promotes 

themselves as a leader in conservation and luxury ecotourism, with a 100-year purpose to protect and preserve 

African wilderness for coming generations (Appendix 2, p. X). They focus on the combination of luxury aspects with 

conservation, which they consider in an “interdependent relationship between biodiversity, sustainability and 

community partnerships” and have the commitment to reduce their own and their customers’ ecological footprint 

(Appendix 2, p. X).  

Similar was the answer of Baas; she mentioned Wilderness Safaris sees itself not only as a hospitality organization, 

but also as a conservation organization, with a strong vision and mission. Wilderness Safaris already started in 1983 

with a focus on conservation and represents a pioneer in this area, which is known and respected by tourists, 

according to Baas (Appendix 1, p. X). The focus on luxury is there. “Everything should be 100%, very good and good 

quality, delicious foods, perfect service and all of that” (Appendix 1, p. X). The ecological part at Bisate is dominated 

by their reforestation program to expand the VNP like at Singita, with success to sighting more wildlife near the 

lodge, like gorillas, jackals, servals and golden monkeys. They remove invasive species like Eucalyptus to replace it 

with indigenous trees. But their contribution to the community and social aspects are also considered. Bisate has 

environmental clubs in primary schools around their lodges in Rwanda, where they teach pupils about conservation, 

nature and sustainability, to demonstrate benefits and to ensure more acceptance among the communities.  

4.2.4 Pricing 
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The addressed people for this kind of travelling are very affluent and, as Lydia said, high-profile people (Appendix 2, 

p. X), so pricing is mainly negligible. Rwanda is using the price as a method of limiting the number of tourists and at 

the same time maximizing the tourism revenues. Uwingeli mentioned the case that Rwanda increased the gorilla 

permit from 750 USD to 1500 USD and this didn’t lead to a decreasing number of visits, which makes him confident 

with the pricing strategy and decision they made (Appendix 3, p. X). Everyone agrees that Rwanda is forced to go 

this way, due to the limited space the country has and to be able to meet the needed standards in conservation. 

Other positive side effects highlighted by Baas are that it makes the experience even more exclusive and something 

special for guests (Appendix 1, p. X). 

When the tour operators were asked for feedback regarding the value of money the tourist experienced on-site, they 

all unanimously responded that the tourists they talked to after their Rwanda trip were overwhelmed and satisfied, 

to which especially the unique experiences like gorilla trekking contributed (Appendix 5, p.X). 

Prosper also mentioned the tourism revenue sharing program, which lead to increasing income for local communities, 

when the tourist revenues increase. The program comprises a kind of tax of 10% of the tourism revenues in order 

to support community development projects (Appendix 3, p. X). 

4.2.5 Activities 

The high-end lodges make an effort to provide an unforgettable experience for their guests, however some activities 

are not provided by high-end lodges, such as gorilla trekking. In this case, the lodges are expected to work closely 

with the RDB, who are responsible for the gorilla trekking and the experience the guests receive. Both parties, for 

example Lydia from Singita, and Uwingeli from RDB, praised their cooperation, and the RDB does take into account 

to maintain the service level, these high-end tourists get at the lodges and that these guests and also expect this 

from RDB (Appendix 3, p. X). 

The gorilla trekking experience is based on exclusivity too. The limitation to the maximum of 96 visitors per day 

(Appendix 2.1, p. X), makes the tour more private and exclusive for guests, as these close encounters are not 

comparable to any zoo. And it also makes you feel like you are not disturbing, interrupting or harassing these animals. 

(Appendix 1, p. X) 

As can be seen from this explanation of Baas, these smaller groups enhance the experience and make the situation 

even more remarkable. Besides being detrimental to wildlife conservation, this also undermines the high-end 

experience and special impressions during wildlife interactions.  

In the same manner, Hartmann pointed out that in the Akagera National Park there are relatively few lodges, and 

the park is not as commercialized as other wildlife national parks in Africa, so there are fewer visitors, and the park 

is less crowded. Hartmann noted that this further enhances the experience of the guests (Appendix 7, p. X). 

All the high-end lodges implemented nature-related activities into their tourist experience. At Singita, as well as in 

Bisate guests are invited to plant indigenous trees, to help with the expansion of VNP, the habitat of mountain gorillas 

(Appendix 1, p. X; Appendix 2, p. X).  
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At Singita, Lydia said, they “emphasize slowing down the entire experience creating the opportunity for guests to 

walk, learn, connect with nature, to sit quietly and meditate” (Appendix 2, p. X) and “awaken their senses” (p. X).  

The lodges give tourists an opportunity to engage themselves, like already mentioned with the contribution to the 

reforestation project. Baas described all these small projects as appreciated by guests: “they feel like their contribution 

is not just their visit to Rwanda, that it is a bit further reach into conservation, community and development” 

(Appendix 1, p. X). As well the involvement in local communities and getting to know the culture is part of the 

experience at these lodges. Baas said that guests are “welcomed into the lives of the people that live around Bisate 

Lodge” (p. X). Since the staff is mainly from the region (Appendix 1, p. X; Appendix 2, p. X), the guests have the 

possibility to talk to them and get involved (Appendix 1, p. X). Nkubana confirms this behavior with his experiences 

at Sabyinyo Lodge. Around the lodges are living mainly poor farmers, which the guests perceive and makes them 

help those people (Appendix 4, p. X). 

Nkubana provides an example of this behavior. The SACOLA organization offers tourists at the Sabyinyo Lodge the 

opportunity to donate a cow to a family in need in order to support local communities (Appendix 4, p. X). Pokorny 

knows of many customers who are committed to helping beyond their travel time and stay engaged (Appendix 5, p. 

X). 

In Table 4 the tourists’ requirements, as presented above, were categorized and compared with the existing offer of 

destination Rwanda. 

5 Discussion 

According to all interviewees, the typical German high-end tourist was difficult to describe, and this shows that there 

is no such thing as the typical German high-end tourist. In general, upscale tourists are seeking out destinations that 

provide a safe environment and a good infrastructure to facilitate their travels. Since most of the tourists in this group 

are affluent, money is not the primary determinant in the decision-making process, but the value for money shouldn't 

be underestimated, as they expect something in return for the amount of money they spend on vacation. Apparently, 

this is going hand in hand with their requirement for high levels of quality. It has been described that they are people 

who are deeply rooted within their comfort zone and do not seem to be interested in stepping out of it. The high-

end tourist market has acquired an understanding of luxury that is more purpose-driven than materialistic and there 

is a growing preference for experiences. The travelers want their traveling to have a meaning and have a growing 

concern for sustainability. For travelers of this kind, uniqueness, authenticity and exclusivity are of great importance 

to them while on a trip and they attach great importance to the experience during their trip. 

From the Rwandan perspective, high-end lodges in Rwanda already take this into consideration very well. In order to 

limit capacity and foster exclusivity, the properties tend to be large and have fewer rooms. Furthermore, sustainability 

is an important component, not just for Rwanda as a country, but also for the lodges. Numerous projects are 

undertaken to promote conservation and education of the local population. Gorilla trekking is a unique experience 

Rwanda can offer to tourists, and as a destination the country is safe, but has some infrastructure concerns. 
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Additionally, the study showed that Rwanda can be considered as an ecotourism destination according to Jones’s 

established criteria (2020, p. 14). All four of these national parks are known for their diverse biodiversity and are 

habitats for many endangered species. Based on the results of the study, Rwanda can also be considered to be a safe 

country, particularly in comparison with its neighbors, such as Uganda, which has a similar tourist offer but is far less 

developed and less secure, according to the interviewees. Furthermore, the government is very ambitious in providing 

stability and enhancing the economic environment for businesses and so, for private investors, with organs like the 

RDB and programs like the tourism revenue sharing in order to support communities, meet their needs and increase 

acceptance.   

Firstly, the author will discuss the sub question, whether sustainability plays a role in the high-end segment before 

discussing the overall contribution of ecotourism to the high-end experience on the basis of the identified factors: 

the experience, accommodation, purpose, pricing and destination in order to answer the main thesis of this research. 

5.1 Is the Sustainability Factor a Decisive Argument for a Booking Decision?  

When it comes to the comparison between the interviews of tour operators and lodges on-site, the results show, 

that both sides observed sustainability becoming more important for travelers. But there is a discrepancy noticeable, 

too. Tour operators said that guests don’t actively ask for sustainability efforts of lodges in the booking process. The 

tour operators are the ones who are pushing this topic into the traveler’s mind and bringing attention to it. While 

Hartmann perceived the high-end tourists as not too committed to sustainability, Brunecker and Pokorny noticed 

some interest, after the travel consultants had to explain the advantages and reasons for extra costs and awaken 

their sensibility for sustainable efforts. Their assessments show that sustainability is not top of mind among high-end 

tourists and lead to the assumption, that sustainability is a nice feature of a location which was presented to them, 

but it’s not too important to influence the final decision. This could be confirmed by the statement of Pokorny, 

regarding the hypocrisy when sustainably oriented tourists fly, since taking the plane is anything but sustainable in 

his opinion.  

In the conversation with Brunecker, he pointed out that after travel consultation and an explanation of all 

sustainability advantages, the majority preferred the option which was more environmentally friendly. Even if this is 

not an indication of a strong conviction for the topic of sustainability, an awareness of this subject is evident. In 

addition, Pokorny's perception of the desire to preserve nature for future generations may be interpreted as an 

understanding of sustainability, even if he did not explicitly mention it. 

From the lodge’s perspective in Rwanda, one can speak of agreement that high-end tourists care about sustainability. 

They report interested behaviour for their projects and efforts, as they actively ask about them and are willing to get 

taught about them. The high-end tourists are inclined to visit the projects, like kindergartens, schools and other 

community projects, which would not be necessary if sustainable values wouldn’t be important for them. Since they 

already booked a stay at a sustainable destination and their guilty conscience would have been calmed, there 

wouldn’t be any need to show any further interest in deep diving into the lodge’s projects. This shows that the 

awareness of a need for more sustainability exists, and people are concerned. 
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Additionally, sustainability is becoming more and more awareness, since topics like climate change and the related 

bad news are taking up more airtime in the media, which can be a driver for hightened concern.   

However, the research has shown as well that there is an unequal perception between tour operators and the tourism 

industry on the ground in Rwanda. The author sees three different reasons which could be responsible for that result. 

These lead to the following hypotheses: assuming that German high-end tourists care for sustainability, but they 

don’t tell the tour operator while travel consulting, it could be assumed that (1) the interest in sustainability awakens 

only on-site and is actively demanded by tourists, (2) the tourists really don’t care much about sustainability and the 

hotels are giving more relevance to sustainability as needed, to pursue the driving markets approach or (3) the 

German tourists are the ones who do not care much about sustainability, whereas tourists from other source markets 

indeed care about ecological and social aspects while travelling. These three hypotheses provide opportunities for 

further research in this area. 

The results show that sustainability is not top of mind by high-end tourists, but there is definitely a trend towards 

more relevance that is noticeable, and tourists start to care more, even if it is not directly considered initially by 

tourists and at the present time not yet very pronounced. Right now, it is up to the tour operators’ communication 

and outlining of the sustainability advantages and the lodges who must provide sustainable experiences, to further 

drive this demand.  

5.2 Is Ecotourism Contributing to the High-End Experience? 

To evaluate in which way ecotourism is contributing to the high-end experience on site, the definition of ecotourism, 

which relies on the core-criteria nature, education and sustainability, will be compared with the needs of typical high-

end tourists and offerings of the lodges on site.  

The results from the tour operators and the high-end lodges in Rwanda do not completely coincide under the 

consideration of nature as an important factor for traveling. From the interviews with the tour operators, it appears 

that nature is not a determining factor for the trip itself. But they are interested in nature conservation and 

preservation for the future, which can be interpreted as a certain interest in nature. In addition, it must be assumed 

that when choosing a destination such as Rwanda in conjunction with wildlife experiences, there should be some 

connection to nature. The high-end lodges in Rwanda embody nature in themselves. The lodges are not just built 

within nature, they are mainly constructed with natural resources and adapt well to the environment, to ensure a 

close to nature experience and totally address people with a longing for close to nature experience and clean air, as 

Nzayo described.  

The second core-criteria education shows way more overlaps between the tourist’s behaviour and the destinations' 

offering. All interviewees described their perception of a growing interest in what camps are doing and their 

contribution to the environment, wildlife and communities which is not just a topic in the booking process, when 

the travel specialist is describing the lodge. The guests continue to show their curiosity and interest as well on-site, 

when it comes to specific projects of the lodges. This shows that high-end tourists have a willingness to learn. On 

the Rwandan side, the high-end lodges address this demand, with short trips to communities, where travelers can 
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experience and apprehend the culture and local people. This demonstrates that this ecotourism core-criteria fits well 

in high-end tourism, as well as it is being perceived and integrated into the tourism experience in Rwanda by the 

high-end lodges. As well the RDB, who is responsible for the gorilla trekking in the VNP includes the learning 

component into the experience. Singita, for example, also contributes to the full gorillas’ experience, when they give 

their comprehensive gorilla briefing in the conservation room. Which additionally makes the experience even more 

unique. 

The third core-criteria comprises sustainability. As the answer to the first sub-questions showed, sustainability is not 

that relevant in the booking decision for high-end tourists at the moment, but it is becoming more awareness. 

Therefore, the author will just compare that demand to the offerings and ambitions of the destination Rwanda itself. 

As mentioned in the theoretical foundation, Rwanda itself attaches great importance to sustainable development. 

The lodges have high conservation standards and integrate sustainability into their high-end concepts. The results 

demonstrate that the lodges are delivering on their sustainability promise, as evidenced through successful projects 

such as the reforestation programs that are expanding wildlife habitats through an expansion of the national park.  

The findings on core criteria suggest that there are certain parallels between high-end tourism and ecotourism. 

Especially the education criteria seem to align the most of these three, while sustainability is getting more into focus 

for the high-end travellers, the full potential is not yet achieved.  

The efforts in the core criteria nature and sustainability seem to exceed the needs of high-end travellers. Especially 

with regard to sustainability, the results show that the demand from the tourists' point of view would not exist 

without the explanation and the pointing out of the travel experts and still the efforts in sustainable projects of the 

high-end ecolodges are definitely far more elaborated than initially demanded by the German target group.  

The results of the two questions, whether ecotourism is contributing to the high-end experience and the factor of 

sustainability within the booking decision is where Beaumont's driving markets approach can be considered 

(Beaumont, 2011, p. 138). High-end ecolodges need to drive sustainability education and implement sustainability 

into their communication and marketing. The integration into tourism activities can raise awareness for greater 

sustainability among these high-end travellers. In fact, they have a very good chance of doing so, as nowadays 

sustainability is becoming an increasingly important part in many people’s life. But as Hartmann mentioned, the tour 

operators have a stake in this evolution as well (Appendix 7, p. X). They are the ones who must make the tourist 

aware before they book a destination and delineate the advantages, so high-end tourists decide in favour of 

sustainable options. 

5.2.1 The Experience 

The increasing relevance of the experience itself and more meaningfulness in travel outlines that the luxurious part 

and materialistic values are getting less attention from the guests. The questioning of the materialistic values is 

according to Pokorny especially among Germans well developed, but as others haven’t confirmed this statement and 

a comparison with high-end travellers from other countries is missing, one cannot say that this is a special 

characteristic of German high-end travellers.  Luxury is becoming more a minimum standard for high-end lodges and 
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to convince customers a unique experience is needed. Under the consideration of the experience the destination 

Rwanda as well as the high-end lodges on-site presents itself very well. The results revealed that high-end tourists 

attach great importance to values such as exclusivity, privacy, authenticity and uniqueness. 

Another promising finding is that projects such as reforestation are not only beneficial for the wildlife in the national 

park itself, but it also brings them closer to the lodge and thus to the guests. A side effect and advantage are that 

these unexpected wildlife encounters contribute to an unforgettable and unique experience. 

A contradiction in the findings can be found in the statement that high-end tourists are deep in their comfort zone. 

This would indeed be a problem for a destination like Rwanda, since the options for transportation are limited and 

comfortable travelling is just possible by helicopter. It is especially problematic with safaris and monkey trekking. This 

requires a lot of willpower to move in the mud and to get very close to nature. But the cooperation between the 

high-end lodges and the RDB showed, that the staff of the RDB takes the high standards of the upscale tourist into 

account to maintain the service level. 

5.2.2 The Accommodation 

As already described in the theoretical foundation from Atwal & Williams, the results confirm that the materialistic 

component is getting less important for high-end tourists. For these guests the experience is much more important. 

But the survey of the interviewees also shows that luxury continues to have a high priority. Pure luxury can no longer 

be counted as a prerequisite for a booking decision, but not just because it is no longer important to tourists. Luxury 

is still important to them, and they see it more as a minimum requirement of an accommodation where they want 

to spend their vacation and it is therefore essential for ecotourism projects in this high-end segment to maintain a 

high standard in order to keep up with the demands of this sophisticated target group.  

The results show that the lodges themselves contribute a lot to creating authentic experiences. In the case of Bisate 

and Singita, the furnishings are very extravagant and distinctive. They pay attention to local traditions and design, 

which they incorporate into their luxurious standards and style of the lodges. This provides an authentic local 

experience for guests, which is fully focused on Rwanda and the nature experience.  

The limitation of rooms as well contributes to the high-end experience at the lodge, because less people mean more 

exclusives. As well this provides more privacy, which is ideal for high-profile tourists, since they are probably known 

and want to spend their vacation undisturbed.  

5.2.3 The Purpose 

Another promising finding, which at the same time confirms the result that there is a shift away from materialistic 

values, is that the purpose is a determinant argument for a travel decision in the high-end segment. Additionally, this 

is contributing to the assumption that sustainability is becoming more relevant. High-end travelers pay attention to 

what they spend their money on. The interviews showed that they actively question this on site and value 

philanthropic activities. Their goal is to give something back on vacation. Of course, this can be due to a guilty 

conscience, but in the end, it comes down to whether they take advantage of the opportunities for engagement. 
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And the results depict that they value these givebacks, but the anticipation in the booking process seems to be the 

same as with sustainability. This is not really surprising, since sustainability and philanthropic behavior both 

presuppose a certain renunciation of one's own needs. It can therefore be assumed that the demand for significant 

trips with positive effects for local populations will also increase in the future. On-site, according to the tourism 

providers, the acceptance of these activities and the will to help already exists. This finding is evidence that ecotourism 

projects can enhance the travel experience for high-end tourists. Above all, ecotourism, which is based on the three 

core criteria, includes the sustainability component, where the social component can be equated with this 

philanthropic manner, but also the will and understanding to preserve nature for future generations and to engage 

for that goal on-site, fits well with the ecological component of ecotourism. The lodges also integrate this very well 

and embed these social and environmental projects into their on-site experience to be able to satisfy the need of the 

high-end tourists to get involved, with projects where guests are invited to plant a tree at Singita or Bisate, as well 

as the one cow per family project from the Sabyinyo Silverback Lodge. 

5.2.4 The Pricing  

It turned out that pricing is a secondary and more irrelevant factor for high-end tourists, which is quite important for 

the high-end ecotourism segment. High-end lodges have by default, due to their high standard, prices at the upper 

edge, but with the combination of costly sustainability concepts for avoidance of air conditioning, recycling and 

waste reduction and use of local resources, which must be additionally considered in the construction of the lodges, 

lift the already expensive prices to another level. In addition, there are these projects, such as reforestation, school 

projects, as well as scholarships for students, which the high-end tourists have to finance indirectly through higher 

over-night prices. 

Nevertheless, wealthy tourists do not spend their money indiscriminately and pay attention to good value for money 

when choosing a destination. The results of the interviews with tour operators depict consensual, that the price-

performance ratio is balanced in the case of high-end destinations in Rwanda, which can be deduced from the fact 

that all guests express satisfaction, and no negative feedback comes back to tour operators while and as well after 

their tours.  

The results demonstrate that the high price strategy resulting from the limitation of gorilla permits per day in order 

to reduce the number of visitors is not just helpful in terms of conservation, since it provides more protection for the 

gorillas in their habitat, but at the same time it makes the experience even more exclusive and thus promotes high-

end tourism. From this it can also be deduced that ecotouristic activities contribute to high-end experience. 

5.2.5 The Destination 

While the results show that safety is one of the most important requirements for a high-end destination, it also gets 

confirmed by all interview partners that Rwanda is safe. Additionally, these high-end ecolodges have a certain status 

that stands for reliability, as Hartmann described. Rwanda as a destination benefits from their reputation, because 

high-end tourists know what to expect in terms of service and accommodations and at the same time project these 

values onto Rwanda. They therefore act as a seal of trust for this destination, as they radiate security, and it is fair to 
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say that these high-end ecolodges are making a big contribution to the perception of Rwanda as a safe destination. 

But on the other hand, which has to be admitted, is that this is probably not related to ecolodges in particular, since 

other globally known brands would probably have the same effect on high-end tourists, as long as they trust these 

brands.  

However, the results also show that Rwanda’s infrastructure is not crumbling. Streets are in good condition and can 

be used for car transportation. But the hilly landscape severely limits possible fast travel conditions, with Rwanda 

being just the size of Brandenburg, short distances can take a tremendous amount of time. The results showed that 

these high-end tourists are sophisticated and value comfortable travelling and especially Africa experienced tourists 

are experienced to fly everywhere. Compared with the existing infrastructure of long car distances and almost now 

domestic flights, there just remains the possibility to travel by helicopter, if it comes to convenient and fast travel, 

what makes traveling in Rwanda very costly. 

5.3 Limitations 

The practice of conducting interviews simultaneously on both the supply and demand sides proved to be unfavorable. 

These results from the demand side would have been helpful in structuring the interviews with stakeholders in 

Rwanda, which represent the perspective from the supply side. As a result, a more precise coordination of the 

questions could have been achieved. While these are special times through COVID, which impact the tourism industry 

in general, it has been difficult for both parties to schedule interviews. It is understandable that many in this industry 

had other concerns besides interviews, because many employees have been laid off, and many businesses are 

understaffed, while at the same time, demand has plummeted, resulting in lost sales. 

Considering the constraints of space, the discussion about the sustainability of high-end ecotourism has been lightly 

touched upon in this paper, which can be revisited to support further study. Furthermore, it would be interesting to 

evaluate whether local ecotourism products could satisfy the desire of these affluent guests to experience unique, 

authentic and exclusive experiences, without having to fly. 

To better understand the typical German high-end tourist, a study based on a comparison with high-end travelers 

from other countries could be helpful. This investigation could reveal differences between the characteristics of the 

travelers and make it possible to create a profile of a typical German high-end tourist. 

A further topic for future research could be the perspective of tourists, in order to assess the reasons for the unequal 

perception of the tourists' preferences when making a booking decision, and how they behave on site as described 

by the touristic service providers. To evaluate the changes in preferences that occur during the travel period, it would 

be appropriate to conduct a survey of tourists regarding their philanthropic and sustainable values before and after 

the trip. 

Since Rwanda is focusing on diversification of the tourism products and MICE tourism is responsible for 42% of all 

arrivals, the evaluation of the combination of MICE tourism with high-end ecotourism would be interesting and 

helpful for Rwanda in order to grant sustainable growth and diversification. Especially, the part Incentives from MICE 
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could be the intersection of both touristic segments, when bonuses or rewards are used as incentives from companies 

or at conferences. 

6 Conclusion 

The results indicate that there are no typical German high-end tourists. In general, the segment is extremely diverse 

and is dependent on the requirements and expectations of individual clients, which are difficult to reduce to an 

example that can be generalized. It can be concluded, however, that high-end tourists place a high value on 

experience - this is almost above anything else and is also a driving factor in the travel decisions of high-end tourists. 

Luxurious accommodations can be viewed as something mandatory, which must be met in order to be considered 

as a destination for this upscale tourist segment. Unsurprisingly, the price is secondary in this segment. Nevertheless, 

the high-end tourists expect great value for money, since the price they pay is not insignificant. Besides that, a 

destination needs good infrastructure, a safe environment and uncomplicated accessibility.  

On the basis of the results, it can be concluded that Rwanda as a destination fits well into the high-end segment. 

Rwanda has many aspects that are characteristic of a high-end destination, including first-class accommodations, 

unique experiences, and limited access. The country scores well in terms of general requirements, such as security 

and accessibility. It appears that its infrastructure poses the only minor difficulty. Despite the basic infrastructure 

being in place, the geographical conditions of the country restrict the possibilities and make travel routes long and 

time-consuming. Consequently, helicopter transportation is the only viable option for a fast and convenient travel 

experience. 

Since it is proven that Rwanda is a high-end destination, the purpose of this research was to elaborate on the extent 

of ecotourism contributing to this. From the accommodations perspective it can be said that these ecolodges do a 

great job in creating an authentic experience with great exclusivity in luxurious lodges and an escapist touch, which 

highly aligns with high-end touristic values. In this research, the definition of ecotourism based on the three core-

criteria education, nature and sustainability was used as a basis to assess the extent to which ecotourism contributes 

to the high-end experience in Rwanda. From the Rwandan perspective it can be said that the destination itself delivers 

on all three areas. The ecolodges are not just located in pristine nature, they all follow a very natural approach to 

deliver in terms of nature-near experiences. As well, the lodges and the RDB include activities for learning and options 

to go backstage in their program. The sustainability criterion is also very well fulfilled by Rwandan lodges. In fact, this 

can be seen as one of their focal points, at least at Wilderness Safari and Singita. Their sustainability concepts prove 

to be comprehensive and are deeply embedded in their practices. 

However, from the interviews with the tour operators it can be deduced that these three criteria are not demanded 

by high-end tourists initially. They report that tourists do not come up with suggestions or specific wishes in terms 

of sustainable destinations or educational activities while travel consulting. This proves that there is low initial interest 

in sustainability, but it is up to the way of communication. The tour operators are the ones who have to explain the 

advantages of sustainable travel options. If it’s done properly among some high-end tourists, the understanding of 

sustainability needs is noticeable. But sustainability is far from away from being the decisive argument, even though 

it is getting more into focus and at the moment it looks like it will be one in the future.  
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The results have shown that there is a great discrepancy between the standards and services offered on-site and the 

activities and accommodations demanded and desired by German high-end tourists. Due to this status quo, one 

cannot speak from a market driven approach, as it was described by Jones, rather this is where the use of the driving 

markets approach, like Beaumont outlined, can be helpful for the lodges or Rwanda in particular, to further drive 

the longing for sustainability, education and nature and to expand the demand. What supports the driving market 

approach is that all interviewees report a rising awareness of sustainability, which appeared in the recent years and 

is expected to increase. 

Finally, it can be deduced from the results that ecotourism certainly contributes to promoting the high-end experience 

on site. Even if this currently happens more indirectly, such as through contributing to unique, exclusive and authentic 

experiences, which are values high-end tourists are attracted to and not directly through the demand for sustainable 

travel offers or a longing for educational and natural experiences. What should be considered, however, is that this 

is reflected by the perspective of the tour operators, and it could be that although tourists are interested in this, they 

do not actively communicate it to their tour operators. However, this contradicts the findings of the tourism providers 

in Rwanda, who report sustainable behaviour and an interest in this topic and confirms a discrepancy between the 

perception of the behaviour of high-end tour operators and tourism stakeholder on-site. This provides opportunities 

for further research to interview high-end tourists before and after their trip on their attitudes towards ecotourism 

core-criteria. 
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Abstract 

Rapid and sustained innovation in developed markets triggers the generation of innovative start-ups, some with 

disruptive innovations. However, when their offering faces a saturated market with satisfactory and widely available 

established traditional solutions, many innovative start-ups from these markets may fail. The literature on some start-

ups that successfully brought their innovation to emerging markets shows how using leapfrogging traditional 

solutions to innovative solutions can offer survival and growth opportunities to these start-ups. However, a wide 

exploitation of leapfrogging processes in emerging markets for survival or business growth of innovative start-ups 

from developed markets is not yet theorized. To contribute to closing this gap, we propose a conceptual framework 

to assess the readiness of an emerging market to leapfrog to innovative solutions.  

The design of the conceptual framework uses a scenario-planning like approach with two key factors, namely Context 

Readiness and Value Network Integration. To test and refine the proposed framework and show its relevance for 

coming to an informed expansion decision making, we used PAR (Participatory Action Research). For the illustration 

of the application of the proposed conceptual framework, the case of telehealth in Morocco is used. 

 With this work, we contribute to both knowledge and business development for improving survivability of innovative 

start-ups or SMEs by proposing a conceptual framework: 

• to be used to sense and qualitatively assess the plausibility of leapfrogging opportunities in a given sector

in emerging market.

• that can effectively be used by innovative start-ups or SMEs in their process of identifying opportunities for

closing the gap between their innovative solution development and its adoption and implementation.

start-ups: A conceptual framework and a logistics case 

Leapfrog and reverse innovation for survival of innovative 
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Background  

Cbinsight  (cbinsights, 2022) found that 70% of start-ups tech companies fail, usually around twenty months after 

first raising financing. 35% of start-ups failure cases are related to failure to serve a market need, cited as the no. 2 

reason for failure (cbinsights, 2021). In his research on start-up failure, Eisenmann (Eisenmann, 2021)  stated that 

validating concepts with real customers in real-world is one of the key elements for start-ups to avoid a false start, 

one of the two especially common recurring patterns that doomed ventures. Rapid and sustained innovation in 

developed markets triggers the generation of innovative start-ups, some with disruptive innovations. However, 

when their offering faces a saturated market with satisfactory and widely available established traditional solutions, 

many innovative start-ups from these markets may find themselves in an arrested development status at home or 

even fail. Closing the gap between the development of innovative solutions and their adoption and 

implementation may not be straightforward.  

The aim of the work presented here is to contribute to the development of knowledge and processes for the 

increase of the rate of success of innovative start-ups struggling to launch break-out solution in their saturated 

home market. One of these processes is exploiting relevant leapfrogging of traditional solutions in emerging 

markets for test, adoption and even implementation of innovative solutions. The literature on some start-ups that 

successfully brought their innovation to emerging markets shows how leapfrogging traditional solutions  to 

innovative solutions can offer survival and growth opportunities to innovative start-ups. The absence of literature 

on “how” to confidently sense and assess leapfrogging opportunities in a given emerging market served as 

motivation for this study. The focus of this work is to answer the question “How to assess that a given sector in a 

given emerging market has relevant leapfrogging opportunities and offer validation, adoption and implementation 

opportunities to a given innovative solution?“. The objective is to propose a conceptual framework that could be 

used by start-ups to evaluate the plausibility of emergence of relevant leapfrogging opportunities in a given sector 

in a given emerging market or in a region in that emerging market. The conceptual framework is a tool to assess 

the readiness of an emerging market to leapfrog to innovative solutions in a given sector. This is to speed up the 

validation of the value proposition and adoption and implementation.  
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Keeping in mind the context dependent application of the proposed framework and the need to show its relevance 

for decision making the focus is on start-ups that: 

a) Are from a developed market. 

b) Have innovative “access to” delivery systems preferably combining devices, and digital platforms 

c) Face barriers for testing, validating, adopting and implementing their solution in their home market. 

d) Have specialised, customised and niche approach to the market.  

e) Are willing to be among first movers in an emerging market. 

To demonstrate the relevance of the framework and later its rigor, we use Participatory Action Research. For the 

illustration of the application of the proposed conceptual framework, the case of telehealth is used.  

Relevance of emerging market for innovative start-ups survival  

Emerging markets are countries that are in transition phase to become a developed countries both economically 

and structurally as their financial and regularly systems mature. Approximately 85% of the world population lives in 

an emerging market. Emerging markets account for 90% of the global population aged under 30. Because of their 

growing economy, they have growing consuming populations. However, the difficult access of a good share of 

these populations to some key services such as healthcare, education, energy and drinking water may slow their 

growth. The non-affordability of investments in infrastructure for governments, the centralised character of 

traditional delivery solutions, well established in developed markets, the shortage of required qualified staffing to 

operate them could trigger leapfrogging to more easily replicable emerging technologies in delivery systems. A 

well-documented example is the roll-out of mobile phones. This provided opportunities for many emerging 

countries to develop by skipping fixed-line telephone systems and associated infrastructure subjected to the 

decision making of governments as the main providers  (Amankwah-Amoah, 2015; Coster, 2011).  

How leapfrogging might help? 

Leapfrogging occurs when a nation bypasses traditional stages of development to either jump directly to the latest 

technologies (stage-skipping) or explore an alternative path of technological development involving emerging 

technologies with new benefits and new opportunities (path-creating) (Yayboke, 2020). Because of their 

convenience and potential time and cost effectiveness, new solutions for delivery of services or products to homes 

may positively affect emerging markets governments decisions for leapfrogging traditional solutions. The 

subsequent process to leapfrogging for start-ups could be reverse innovation. Reverse innovation is the process of 

http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.540.7018&rep=rep1&type=pdf
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innovating in an emerging market and then bringing back those tested, validated, adopted innovations and 

acquired knowledge to a developed market (Govindarajan & Trimble, 2012; Malodia et al., 2020). Several 

multinational companies (MNCs) such as GE and its low cost Electrocardiogram (ECG) device, Apple with its iPod 

Nano watch  and LG with its Low-cost Air Conditioners have used this process (Khan, 2021).   

Because of limited transportation infrastructure and limited number of distributors with logistics capabilities, 

emerging markets tend to have inadequate logistics. This results in long travel time and high travel expenses for 

customers that face difficulties with traditional kinds of transportations. The disadvantage of an imperfect 

infrastructure or the shortage of highly qualified staffing required for traditional delivery solutions in emerging 

market might turn into an advantage for an innovative start up to provide delivery services that fill the needs. Start-

ups offering affordable products or services, combined with innovative and easy to replicate delivery services may 

find growth opportunities in leapfrogging traditional delivery systems in emerging markets. The use of Unmanned 

Aerial Vehicles (UAV’s) or drones in delivery services in healthcare systems is one example for such start-ups. 

Despite their benefits, this type of service went seldom beyond pilots in developed countries (Fenwick et al., 2017). 

The focus of the regulator on the risks posed by drones instead of their potential benefits, the crowded airspace in 

developed markets were slowing factors that limited tests and validation of the drones value proposition. The use 

of drones in logistics in emerging markets may be part of the solution to some key transportation and logistics 

problems and then delivery issues. Their use in emergency scenarios where medical and relief supplies must be 

delivered quickly to remote area is a good example. For these reasons combined, the start-up Zipline  created in 

2016 left the US to Africa already in 2016 to explore drones as a new delivery system for medication and blood for 

diagnosis and treatment (Levy, 2022). Following a deal with the Rwandan government, Zipline, by couriering blood 

and drugs between a centralised laboratory and remote villages in Rwanda in 2016,  allowed the medicine to reach 

remote areas underserved by traditional logistics. Zipline has expanded its operations to Ghana in 2019. Another 

American company, Vayu, is also flying blood and laboratory materials from rural villages to a research station for 

testing in Madagascar (Knoblauch et al., 2019). The same was with Avy, a Dutch drones start-up created in 

Amsterdam in 2016 and raised in Africa (Avy, 2022).  Avy had activities in Botswana for example. 

Why Rwanda, Ghana, Botswana, Madagascar? Was that the result of trial and error or a well thought out choice?  

https://flyzipline.com/
https://www.theverge.com/2016/4/5/11367274/zipline-drone-delivery-rwanda-medicine-blood
https://www.theverge.com/2016/4/5/11367274/zipline-drone-delivery-rwanda-medicine-blood
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The question that a start-up manager or team could ask when sensing relevant leapfrogging opportunities in 

emerging market is:  

How to assess that a given sector in a given emerging market has relevant leapfrogging opportunities and offer 

validation, adoption and implementation opportunities to a given innovative solution?  

 

Our Approach 

Beyond operationalisations, the consulted literature does not offer any conceptual or empirical findings on how 

leapfrogging in emerging markets could offer survival and growth opportunities to innovative start-ups from 

developed markets. Figuring out approaches that help these start-ups to cost effectively and confidently assess and 

sense leapfrogging opportunities in emerging markets with a strong demand but inadequate “access to services or 

products” is very important for their survival and further development. The approach proposed is centred on the 

development of a conceptual framework asses and sense leapfrogging opportunities.  

Proposed Conceptual Framework 

Identifying needs for improving “access to” products and services in an emerging market is not the same as 

transforming these needs into a viable business opportunity. Adoption and implementation of innovative solutions 

that fill in these needs remain two driving forces of the success of their introduction even in a leapfrogging market. 

Innovation adoption is defined here as the process of potential users seeing value with it and deciding to work and 

establish a habit with it, deliver it as intended and continue to use it over a longer period of time (Durlak & DuPre, 

2008; Rogers, 2003; Zanaboni & Wootton, 2012). Implementation is defined here as  the activities that are 

undertaken to realize the adoption, dissemination and continuous use of a product or service in its intended 

context (van Gemert-Pijnen et al., 2018).  

When looking for adoption and implementation opportunities in a leapfrogging context, because of the time and 

resources constraints of start-ups, start-ups managers cannot afford to take into account the multitude of factors 

influencing this process. Using a scenario-planning like approach (Lindgren & Bandhold, 2009; Ringlad, 1998; van 

der Heijden, 1996; Wade, 2012), we identify and zoom in on the two most critical factors with high impact on the 
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adoption and implementation process: Context Readiness and Value Network Integration levels, both of which 

concepts are defined below. Considering the population to be served as well identified, our hypothesis is: 

Context Readiness and Value Network Integration are the two key necessary and sufficient factors to assess the 

readiness of a given emerging market to leapfrog, adopt and implement a new service or product in a given sector.  

1) Context Readiness   

We define Context readiness by two factors: Policy readiness and Payment readiness.  

Policy readiness  

Policy is defined here as decisions that are made at national or local level about what services to the public will 

be funded and about how (and by whom) they will be delivered(Greenhalgh et al., 2017). Policy making for 

the infrastructure and skills development, for payments modes and subvention for access to products or 

services are key for the adoption and implementation of innovative solutions. Policy making is part of the 

contextual environment as defined by Van der Heijden (van der Heijden, 1996), i.e. that part of the 

environment which has important repercussion for the organisation, here a start-up, but in which the 

organisation has limited influence. The lack of policies, regulations and their enforcement stimulate informal 

business generation in emerging markets, a context that start-ups from developed markets do not or seldom 

know or can manage. 

Payment readiness: 

Payers for services or products are often the customers themselves or organizations that set service rates, 

process claims, and pay providers claims. Payers could be private such as private healthcare insurance plans 

and employers or part of the public sector such as public organisation, subsidies or healthcare insurance 

scheme or non-governmental organisations. Availability of suitable and easy payment arrangements for 

providers and consumers are key for transactions and then for adoption and implementation of innovations. 

Many emerging markets have substantial numbers of unbanked people (Demirgüç-Kunt et al., 2022). 

Payments are then mainly made in person and in cash. This is also the rule for informal businesses. This limits 

payment ability for remotely accessible services to a small segment of population or to public or formal private 

organisations. It will have a high impact on the business models to be adopted when considering entering an 

emerging market.  

2) Value Network and integration  
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Building on the term value network introduced by Christensen and Rosenbloom in 1995 (Christensen & 

Rosenbloom, 1995), we  define it as: "the context within which a firm competes, solves customers’ problems  

and creates value for them and for itself ". The value network members here are those involved in value creation 

and value delivery, namely Providers of innovative solutions and Providers of services or products to customers. 

They are both part of  the transactional environment (van der Heijden, 1996), i.e. that part of the (contextual) 

environment in which they are significant players, influencing outcomes as much as being influenced by them. 

The definition of integration used here is that given by Stremersch & van Dyck (Stremersch & van Dyck, 2009) : 

“The extent to which a network of organizations or units within one organization provides or arranges to provide 

a coordinated continuum of services”. Interactions between members of the value network have the possibility 

to  provide a viable market and to benefit the members  and their target customers population. Figure 1 below 

gives an example  of patient centred interactions between the  value network members and the context readiness 

factors in telehealth.  

                                                              Policy  

 

 

 

 
                Payment                            Patients                     Solutions Providers 

 

 
 

 

 
                                                      

                                                            Care Providers           

 
 

 

Figure 1: Value Network and Context Interactions (Patient Centred) 

(Inspired by Stremersch & van Dyck (Stremersch & van Dyck, 2009)) 
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shopping activities in post-COVID is foreseen (Netcomm Suisse Observatory & UNCTAD, 2020). Covid-19 also 

triggered reverse innovations. As the drones require minimal human interaction, the first delivery for Zipline Inc. in 

the U.S. was in North Carolina in May 2020 when the COVID-19 pandemic struck. It was done in collaboration 

with Novant Health which runs fifteen hospitals and nearly 700 clinics for delivering medical supplies and personal 

protective equipment (de León, 2020).   

Conceptual framework design 

The conceptual framework is designed as a classic 2x2 matrix, scenario cross. It uses the interplay of the two key 

factors defined above, namely Context Readiness and the Value Network Integration levels, both of which can vary 

between high and low (Figure 2). The four quadrants of this framework define the four scenarios area to be used 

to evaluate the plausibility (Schmidt-Scheele, 2020) of leapfrogging potential of a given emerging market or a 

region in an emerging market for a given sector. Each quadrant is defined by whether Context Readiness level will 

be either “high” or “low”, and whether, at the same time, Value Network Integration level is either” high” or 

“low” (Wade, 2012). Starting from top-right and moving anti-clockwise on the matrix in Figure 2, one has the 

following four scenarios for a given country: 

1) The Context Readiness level is high, and the Value Network Integration level is high too.  This situation 

often occurs in a developed market and seldom in emerging markets. New technologies or solutions may 

be  developed there and co-exist with the old technologies or solutions before supplanting them. 

2) The Context Readiness is low while the Value Network Integration is high. This situation occurs in an 

emerging market or a region in an emerging market. The weakness of the Context Readiness could be 

related to the weakness of institutions. Leapfrogging may take place there but may not go beyond 

piloting projects. 

3) The Context Readiness level is low while the Value Network Integration level is low too. This situation 

often occurs in a developing market. Leapfrogging may be very limited or even not possible.  

4) The Context Readiness level is high while the Value Network Integration level is low. This situation often 

occurs in an emerging market or a region in an emerging market. The weakness of the integration of the 

value network could be related to weaknesses of infrastructure, of the efficiency of systems or the uneven 
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distribution of providers of services and providers of solutions. Nevertheless, leapfrogging may take place 

there as policy may be supportive and Value Network integration can be local.  

 

Figure 2. Conceptual framework: a 2x2 matrix, scenario cross for assessing leapfrogging traditional 

solutions opportunities in  an emerging market 

Our expectation is that leapfrog opportunities are to be found in quartiles 1, 2 and 4, whereas in quartile 3 

leapfrogging is not possible. 

To show the relevance and usability of the conceptual framework and to confirm or infirm the hypothesis above, 

namely that Context Readiness and Value Network integration levels are necessary and sufficient to have a reliable 

framework we use Participatory Action Research (PAR) approach (Baldwin, 2012), internationalisation (Cavusgil et 

al., 2013) and adoption and implementation (Greenhalgh, 2017) theories. PAR allows the involvement of start-ups 

and members of the value network, namely Providers of innovative solutions and Providers of services or products 

to customers, in codeveloping the framework and validating its relevance and usability in their emerging market 

context. This makes sure that involved start-ups and value network members interactively co-produce a framework 

that reflects their perspectives, priorities and concerns and use their personal opinion, expertise, and experience on 

adoption and implementations of innovations in their emerging market. In this paper we validate the relevance of 

the framework
2
 through application in healthcare sector.  

Application of the conceptual framework: telehealth example 

 
2 The ongoing PAR process required for the rigor part, i.e. to prove or disprove the hypothesis H1 is not included here. 

This means that  the ability of the proposed framework to reliably “predict” the possibility of a given emerging market or 

a region in an emerging market to offer leapfrogging opportunities worth seizing  to speed up adoption and 

implementation of innovative solutions is not fully included here.  
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According to the World Bank, due to weak healthcare systems in many countries some 400 million people lack 

access to essential healthcare services, mostly in Africa and South Asia. Physician per inhabitant ratio in the 

developing countries’ is less than one thirtieth of the level in high income countries (Schanz, 2019). The non-

affordability of investments in infrastructure, the centralised character, the shortage of required qualified staffing 

for traditional healthcare solutions slow their adoption or replication in emerging markets and could trigger 

leapfrogging to more easily replicable emerging healthcare delivery technologies. We consider here telehealth as it 

affects positively clinical practice of medicine, investments in infrastructures and equipment, the financing for 

services and regulations. In their paper, Almojaibel and al. report the following definition of telehealth (Almojaibel 

et al., 2020): Telehealth is the use of telecommunication technology and electronic devices to enable remote 

clinical health care and health-related education.  In other words, it is offering healthcare remotely to the patient’s 

home or neighbourhood (Greenhalgh et al., 2017).  It is a game changer in healthcare delivery. How to know, with 

a good degree of confidence, that this is going to happen in a given emerging market and be an early mover to 

take advantage of it as an innovative start-up? This is what the conceptual framework is designed for.  

 

Using the conceptual framework, the assessment of the plausibility of a leapfrogging scenario leading to the 

introduction of telehealth has to be done on the basis of context readiness and value network integration levels 

defined for telehealth. Keeping in mind that patients are central for adoption and implementation of telehealth, the 

elements to be evaluated for telehealth are: 

A) Patients Target Segment fitness 

It is important to make first sure that there is an expressed or latent need in the given emerging market for the 

start-up offer. It is important for patients’ segment selection to consider current logistics for patients from that 

segment, their mobility constraints, the needed frequency of healthcare visits, their total costs in time and money 

for access to care their direct or indirect digital literacy. Chronic, rural, elderly patients may come first. The 

business relevance of the chosen segment has to be regularly evaluated.  

B) Context Readiness 

The availability of adequate policies affecting telehealth introduction, such as for infrastructure, skills, and 

regulations for prescription and payments may affect early adoption and implementation of telehealth related 
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solutions. To evaluate the Context readiness for telehealth we have to evaluate its two elements given above, 

namely, Policy making and Payment.   

Policy making: Private care providers and solutions distributors may be hesitant to invest in telehealth where 

there is no or weak policies for telecommunication infrastructure, digital skills development, digital prescription 

and payment for remotely delivered care services. Whether and how policy concerns for telecommunication 

infrastructure,  digital skills development, payment for telehealth services, privacy and confidentiality are 

resolved can affect both the development of telehealth programs and their benefits and costs for both 

providers and patients  (Institute of Medicine (US) Committee on Evaluating Clinical Applications of 

Telemedicine, 1996). The availability of  forward looking policies in the form of investment in infrastructure, 

institutional mechanisms to transition towards a digital future, subsidies of demonstration projects to 

encourage telehealth and introduction of related technologies, policies to adapt skills development and 

payment modes  for that are a  must for context readiness for telehealth. Their availability and application have 

to be evaluated.  

Payment: Nearly two billion adults globally, one-third of the world’s adult population, remain unbanked. 

Nearly all of them live in emerging markets (Demirgüç-Kunt et al., 2022). Emerging markets also have 

substantial numbers of people not covered nor by public nor by  private health insurances. Many patients pay 

then the cost of healthcare out of pocket and in cash. In 2015, the share of out-of-pocket spending in total 

healthcare expenses had an average of 38% in low-income countries, 40% in lower middle-income countries 

and 31% in upper middle-income countries. The median share of private voluntary insurance in total 

healthcare expenditure is less than 2% (Schanz, 2019). In these circumstances, the payment for digital care 

services could be a real challenge for telehealth development in emerging markets. Policies for health coverage 

and for alternative payments methods to cash are determinant for context readiness for leapfrogging to 

telehealth and must be evaluated. 

C) Evaluation of Value Network Integration for telehealth  

For a chosen target segment of patients, the level of integration and the direct interaction between healthcare 

solution providers and care providers are key for the adoption, implementation and dissemination of  innovative 

care solutions (Durlak & DuPre, 2008; Greenhalgh, 2017; Greenhalgh et al., 2017). Healthcare solutions providers 

need care providers for adoption, dissemination, implementation of innovative solutions and vice versa. They are 
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then both key for the success of any leapfrogging process. The level of integration of value network members 

for telehealth can be evaluated by how, through interaction, both new healthcare solutions providers and care 

providers are working together to remotely connect and care for the target patients’ segment and be paid for 

their interventions. Who are they?   

1. Care Providers. In emerging markets, geographic distribution of healthcare facilities often shows their 

concentration in their major cities. This may affect the integration and direct interaction between healthcare 

professionals in the country. In general, specialties have the highest physician shortage there and they are 

mainly concentrated in major cities leading to having hospitals and specialties clinics overcrowded and 

overburdened. Telehealth may play a vital role for specialties clinics and hospitals to move to triage patients 

who really need face to face consultation with specialists and help specialists to consult and prescribe 

remotely for patients who do not need face to face consultations. Resulting avoidance of higher travel costs 

in time and money for patients far from major cities and avoidance of long waiting times for a face-to-face 

appointment without affecting quality can be drivers for leapfrogging to telehealth. In this paper, we focus 

on specialists as care providers as they can be considered as the core of the decision-making unit for adoption 

and implementation of innovation.  

2. Healthcare Solutions Providers. Healthcare solution providers here cover both innovative healthcare 

solutions producers, such as start-ups developing devices or healthcare platforms, professional users of these 

solutions for care needs such as clinical laboratories, and local distributers such as pharmacists or resellers 

of devices or equipment. Here also, in emerging markets, distributers of healthcare solutions are mainly 

concentrated in major cities. It is important to consider, in the value network integration evaluation their 

regional distribution in the considered country.  

We consider here the case of four B2B Dutch start-ups (cf. Table 1) active in healthcare . All four start-ups were 

facing slowness in their value proposition validation process at home or faced challenges in meeting sophisticated 

requirements of potential local early adopters. Their target customers in general and early adopters in particular use 

rival’s existing well established satisfactory solutions. The healthcare sector in Morocco was proposed as a 

possibility for closing the gap with validation, adoption and even implementation of their solutions. The four start-

ups were involved in a a Participatory Action Research (PAR). This is also done to iteratively refine the design of the 

proposed conceptual framework and to test it. 
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Table 1. Four Dutch Start-ups involved in PAR process 

Start-up Value Proposition Offer  

Tomas B.V.  
2016 

Waistband without any adhesives for stoma patients 
confronted with leaks, skin problems and the associated 

nuisance and pain 

Waistband for stoma patients  

Avy 

2016 
 

Last mile delivery  

transport of blood products and medicines between blood 
banks and hospitals  

 Long range drones  

for medical transport and 
firefighting services 

LIV 

2017 

Discriminate at home, atrial fibrillation (AF), a common 

arrhythmia, from normal cardiac rhythm. 

One lead ECG recorder;  

Cardiology Call Centre 

HICA 
2020 

Hand Controller and Virtual Reality gaming in rehabilitation 
of stroke upper limb and in Parkinson’s patients  

Hand Controller  and Virtual 
Reality gaming for stroke 

patients 

  

For a population of 36 million inhabitants, Morocco has a ratio of 7.1 doctors per 10,000 inhabitants, far from the 

standard of the World Health Organization (WHO) set at 15.3 doctors per 10,000 inhabitants (Zerrour, 2021). 63% 

of the Moroccan population has medical coverage (Ministère de La Santé, 2018).  Chronic diseases account for 75 

% of all deaths. Cardiovascular diseases, diabetes, and cancer are among the leading causes of death (57 %) 

(Chadli et al., 2018). In the public sector (resp. private sector), the size, composition and distribution of health 

workforce by region shows that medical health professionals are mainly concentrated in six out of twelve regions 

that Morocco has (resp. in 4 regions out of the six regions). Distributors of medical equipment and devices and 

major clinical  laboratories are also concentrated in the same regions around major cities. The regional disparities in 

care providers and healthcare solutions providers makes that many patients with cardiovascular, diabetes and 

cancer have difficulties to continuously and timely access the required care, mainly to the specialised care. Bank 

account ownership rate in 2021 was 44 % (Demirgüç-Kunt et al., 2022).  

For the use of the conceptual framework, criteria for context readiness and value network integration levels given 

in Table 2 were agreed between start-ups and involved local value network members. The conceptual framework 

was first used for assessing Morocco and Casablanca as the most advanced region in Morocco.  Given the results 

from the conceptual network (cf. Figure 3), it was agreed to focus first on Casablanca region with higher value 

network integration and higher context readiness, mainly due to payments. 
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Figure 3. Use of the conceptual framework for Morocco and Casablanca region 

For the test, refinement and application of the conceptual framework to the start-ups, next to the four start-ups, 

stakeholders from the value network in Casablanca region were involved in the PAR process. Throughout the 

planning, action, observation, and reflection stages of the PAR process, 5 cardiologists, 5 visceral surgeons, 3 

general practitioners, 7 medical equipment and devices distributors, 56 physiotherapists (survey), 5 pharmacies, one 

NGO and two universities, one Dutch and one Moroccan were involved. Table 3 summarizes the results obtained 

using the conceptual framework for the four start-ups. It gives the most plausible scenario for each start-up and 

the actions worth taking as a follow-up, as agreed by involved stakeholders. To illustrate how we came to these 

results, we give below some details on the cases for Tomas B.V., Avy and Liv.  

Tomas B.V.: The value proposition of Tomas B.V.  in the Netherlands is (Tomas, 2021): “A waistband without any 

adhesives for stoma patients confronted with leaks, skin problems and the associated nuisance and pain”. This 

value proposition is validated in the Netherlands but despite the demonstrated superior benefits of the waistband, 

its discriminator, short payback time and cost competitiveness, its introduction in the Dutch market faced fierce 

competition from well-established traditional pouches with adhesive supports. In Morocco, patients with stoma 

faced scarcity of pouches, their distribution issues and their relatively high out-of-pocket costs. The use of the 

framework for Tomas B.V. in Casablanca region led to the result given by Figure 4. The conclusion was that there is 

an opportunity for leapfrogging the use of both traditional pouches and adhesive supports. However, this requires 

a modified value proposition and the adaptation of the waistband to the local context. The adapted value 

proposition is: “A waistband without any adhesives for stoma patients confronted with high costs and difficult 

access to traditional pouches with adhesive supports, leaks, skin problems and the associated nuisance and pain”.  

For this, Tomas B.V.  had to review the waistband design to be able to use common bags commercially available 
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everywhere and much cheaper than traditional pouches. This creates a real opportunity for piloting and later 

reverse innovation. A pilot is designed for tests with professionals and stoma patients.  

 

Figure 4. Use of the conceptual framework for Tomas B.V. in Casablanca region 

Avy: Born in the Netherlands and raised in Africa (Avy, 2022), Avy’s early value proposition in the Netherlands was: 

“Ensure urgent logistics, speedy deliveries in time of  traffic jams and clogged roads”.  For Africa, this value 

proposition became “Last mile delivery transport of blood products and medicines between blood banks and 

hospitals”. After success of pilots in Sub-Saharan Africa for delivering medical supplies and commodities, Morocco 

was considered for replication. Hospital facilities in small cities and medical laboratories in Casablanca region were 

identified as value network members in need of fast logistics systems. The use of the conceptual framework led to 

the positioning of Avy on the scenario cross as given by Figure 5. While the value network members were positive 

and willing to use the drone services, its integration for the usage of drones was low and  the policy was a blocking 

as drones are banned in Morocco for commercial use. Skills were not readily available. All this was a showstopper.  

 

Figure 5. Use of the conceptual framework for Avy in Casablanca region 
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Liv: Liv developed a portable single lead electrocardiogram (ECG) device, a mobile app, and a call centre concept 

for atrial fibrillation management for stroke prevention. Its value proposition was:” Discriminate at home, atrial 

fibrillation (AF), a common arrhythmia, from normal cardiac rhythm.”. Opportunities to replicate tests and validate 

the value proposition and the business model were very limited in the Netherlands. Morocco was considered for 

alternative test and validation opportunities. Cardiologist and distributors of medical equipment were identified as 

customers and the value network members.  The use of the conceptual framework led to the positioning of Liv on 

the scenario cross as given by Figure 6. The value network, well integrated, and their patients were willing to test 

and validate both the value proposition and the business model. But the policy side was also here a showstopper: 

digital prescription did not exist and digital payment for care services was not allowed.  

 

 

Figure 6. Use of the conceptual framework for Liv in Casablanca Region  

Discussion 

The aim of the work presented here is to contribute to the development of knowledge and processes for the 

increase of the rate of success of innovative start-ups in developed, often saturated markets. The literature found 

on failures of start-ups is mainly focused on understanding or explaining “why” they fail. The literature on some 

innovative start-ups that successfully brought their solutions to emerging markets to survive gives examples of how 

leapfrogging traditional solutions to innovative solutions there can offer survival and growth opportunities to 

innovative start-ups. These examples are  not enough to stimulate the replicability of this process. At our 

knowledge, the process of sensing and using leapfrogging opportunities in a given emerging market for survival 

and growth of innovative start-ups is not theorised. The proposed conceptual framework has as an objective to 



151 

 

contribute to closing this gap. A successful expansion of a start-up in an emerging market may eventually lead it to 

bring its validated, improved, adopted and even implemented innovative solution back home.  

The design of the conceptual framework uses a scenario-planning like approach with two key factors, namely 

Context Readiness and Value Network integration. To test and refine the proposed framework and show its 

relevance for coming to an informed decision making, we used PAR (participatory action research). Dutch start-ups 

and stakeholders in Casablanca, Morocco, from healthcare sector were involved in the PAR. Using PAR, we could 

uncover that, for these cases, the use of Context Readiness and Value Network integration levels is necessary and 

sufficient for assessing the plausibility of emergence of leapfrogging opportunities and to decide on follow-ups. We 

learned that, the conceptual framework has to be used in two steps: a) at the given emerging market or a region in 

that market for a given sector, b) at the start-up level to assess the fitness of the leapfrogging opportunities for this 

start-up as policies and value networks integration may be different from case to case. 

 The proposed framework can be incorporated by start-ups managers and other practitioners and researchers into 

an internationalisation process design or in context-policy gaps analysis. As experienced in cases done so far, 

application of the framework, even at the level of the first cycles of a PAR  (Piña et al., 2015), enriches the work on 

start-ups development in general and on the efforts for helping start-ups in arrested development status to survive 

and then to thrive.  

While the relevance of the conceptual framework was demonstrated using start-ups in healthcare sector, it is 

designed to be robust enough to be used for different businesses from different sectors and in different contexts.  

We fully recognize the need for further work to refine the definition of the criteria used for the levels of Context 

Readiness and Value Network integration. It is to refine the accuracy of the prediction and the rigor of the 

framework. The PAR work is ongoing to achieve this.  

It is important to mention that, beyond identifying an attractive expansion opportunity into an emerging market, 

entering a given emerging market as a start-up requires entering a value network in this market and considering 

institutional and resources aspects there. A process for doing this successfully was proposed by Khalil (Khalil, 2021). 

Conclusion 

With this work, we contribute to both knowledge and business development by proposing a conceptual 

framework that: 
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• Is a tool to be used by innovative start-ups or SMEs to sense and qualitatively assess the readiness of a 

given emerging market or a region in an emerging market to leapfrog to an innovative solution in a given 

sector. It can be used when considering expanding into an emerging market or when considering 

replicating a successful expansion realized in one emerging market in another emerging market.  

• its two key factors, namely Context Readiness and Value Network Integration can be qualitatively 

considered as necessary and sufficient to come to an actionable result  

• Is shown to be relevant and applicable to make informed decision prior to considering expansion into a 

given emerging market. This is expected to  improve survivability of innovative start-ups or SMEs stuck in 

their own developed markets.  

More work is ongoing to refine the pragmatic validity and reliability of the framework.  

Table 2. Draft criteria used for the Context Readiness and Value Network Integration levels 

 Context Readiness Value Network Integration 

 Policy Payment 

High 

 

Infrastructure, skills required for 

telehealth, policies for remote 

payment available  

Healthcare coverage is widely 

available, and patients are  

able to pay for out of pocket 
care health costs 

The members of the value 

network work together to 

optimise patient care. Ex. 
Pharmacists and clinical 

laboratories  are integrated 

into the GP team.   

Low 
 

No policy related to or affecting 
Telehealth (Infrastructure, skills, 

payment)   

No payment by third parties 
or alternatives to payment by 

cash  

No direct interaction between 
Solutions providers , care 

providers , weak or no 

collaboration   

 

Table 3. Results of the use of the conceptual framework  for the four start-ups  

Start-up Patient Segment 

1P 

Context  

Readiness 

Value 

Network  

Integration 

Leapfrog 

Opportunity? 

 

Actions worth 

taking 

Policy Payment 

Tomas 
B.V. 

Colorectal cancer Medium Low  Yes Pilot, use early 
adopters 

Avy Rural, Mountainous and 

Remote: drug delivery, 

laboratory analysis 

Low Low Low to 

Medium - 

No None 

LIV Cardiology, Atrial 

Fibrillation  

Medium - Medium 

+ 

Medium + Yes, But Pilot 

HICA CVA, Parkinson  Medium - Medium Medium + Yes V.P. Validation 

 

CVA:  Cerebral Vascular Accident ; V.P.: Value Proposition 
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Abstract 

The differentiation of the higher education sector in Ethiopia has created a new sector of Higher Education 

Institutions: Universities of Applied Sciences (UAS). Its focus is on educating academically trained experts for regional 

industries. Close cooperation between industries and UAS is set as a key requirement. However, Ethiopian industries 

in many regions are not developed enough that those could be considered as active partners for UASs and able to 

accommodate interns or to provide expert teachers to UAS classes.  

European UAS structures serve as benchmarks for the Ethiopian Ministry of Education (MoE). Therefore, UAS curricula 

of study programmes in building-construction, electro-engineering and economic/business/tourism from different 

European countries build a common ground for Ethiopian UASs. But, due to the lack of industries in the regions, 

Ethiopian UAS are not able to mirror the European counterparts, where study programmes at bachelor level comprise 

70 credits out or 210 credits as practical works, internships and bachelor thesis. - The question is, how can Ethiopian 

UASs in the absence of companies offer practice-oriented education in their study programmes? 

This paper refers to the ongoing research, on how to integrate UAS (academic and non-academic) departments at 

UAS campuses to create internship placements for students in the absence of internship placements in the private 
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sector. Kotebe University of Education (KUE)  - as one of the newly founded UAS in Ethiopia - has agreed to act as 

subject of this try-out.  

 

Keywords: university of applied sciences, internships, in-campus internships 

 

Background 

The differentiation of the higher education sector in Ethiopia has created a new sector: the Universities of Applied 

Sciences (UAS). Its focus is on educating academically trained experts for regional industries. Close cooperation 

between industries and UAS is set as a key requirement. However, Ethiopian industries in many regions are not 

developed enough that those could be considered as active partners for UASs and able to accommodate interns or 

to provide expert teachers to UAS classes.  

European UAS structures serve the Ethiopian Ministry of Education (MoE) as benchmarks. Therefore, UAS curricula 

of study programmes in building-construction, electro-engineering and economic/business/tourism from different 

European countries build the common ground for Ethiopian UASs. However, the Ethiopian industries in the regions 

are not able to mirror European counterparts and to provide practical trainings and internships in the extend of 70 

credits out or 210or 240 credits.   

Insight to the macro-economic situation provides the Report on Large and Medium Scale Manufacturing and 

Electricity Industries Survey (Statistical Bulletin 2017, p. 57) where the distribution of large and medium scale 

manufacturing industries – both, public and private by regional state and industrial group are indicated. A total 

number of 3,596 large and medium scale manufacturing industries is reported in 2015/16 (2008 E.C.). About 37% 

of the manufacturing industries were located in Addis Ababa followed by Oromia with more than 27% of the 

industries. More than 23% of the manufacturing industries are aligned in the category of food products and 

beverages followed by non-metallic mineral products with about than 18% and the furniture industry with more 

than 12%.  
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The Ethiopian large and medium scale manufacturing and electricity industries as well as the hospitality industries 

face the request of 251,000 students (student number in 2020/21 at from year 1 to year 4 at universities 

differentiated as UAS and reported by the Ethiopian Ministry of Education), who are looking for internships.  

The question is, how can Ethiopian UASs in the absence of companies offer internships - practice-oriented education 

- in their study programmes? 

This research will work on the macro-economic structure of Ethiopia and considerations, on how to provide a 

practice-oriented education, while companies are not available in the number to accommodate students for a one-

semester internship. 

Literature 

a. Definitions of Internships 

According to the National Association of Colleges and Employers (NACE), “an internship is a form of experiential 

learning that integrates knowledge and theory learned in the classroom with practical application and skills 

development in a professional setting. Internships give students the opportunity to gain valuable applied experience 

and make connections in professional fields they are considering for career paths; and give employers the opportunity 

to guide and evaluate talent.“  

The Bellevue College adds that “it [the internship] is structured and supervised professional experience, within an 

approved agency, for which a student earns academic credit. It is guided by learning goals and supervised by both 

academic and agency personnel.“ In contrary to the internships outside of the college there is the Academic 

Internship Program at Bellevue College (BC), which is described as follows: “that [the internship] allows students to 

earn course credit while working and learning in a professional environment. Students are able to apply the 

knowledge they have gained in the classroom in a work setting, thus enriching their learning experience.” 

The Edgewood College refers to an internship as “a form of experiential learning that integrates knowledge and 

theory learned in the classroom with practical application and skills development in a professional or community 

setting. Internships provide resources, equipment, and facilities that enable students to gain experience in a 

professional work environment and provide students with skills or knowledge that are transferable to other settings. 
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Internships with defined learning objectives, professional supervision and opportunities for reflection offer valuable 

enriched learning experiences.” 

Internship Definition at the Edgewood College Career Development “is a form of experiential learning that integrates 

knowledge and theory learned in the classroom with practical application and skills development in a professional or 

community setting. Internships provide resources, equipment, and facilities that enable students to gain experience 

in a professional work environment and provide students with skills or knowledge that are transferable to other 

settings. Internships with defined learning objectives, professional supervision and opportunities for reflection offer 

valuable enriched learning experiences.”  

American Association of Colleges and Universities defines internships as “an increasingly common form of 

experiential learning. The idea is to provide students with direct experience in a work setting—usually related to their 

career interests—and to give them the benefit of supervision and coaching from professionals in the field. If the 

internship is taken for course credit, students complete a project or paper that is approved by a faculty member.”  

In Great Britain WikiJob presents the internship understanding in the following: “an internship is an opportunity 

offered by an employer to potential employees, called interns, to work at a firm for a fixed period of time. Interns 

are usually undergraduates or students, and most internships last between a month and three months. Internships 

are usually part-time if offered during a university semester and full-time if offered during the vacation periods. 

Summer internships usually last for eight weeks. Some internships may include periods spent abroad, on secondment, 

or in more than one office. An internship should give [interns]  practical skills, experience and greater knowledge of 

an industry, in exchange for the employer benefiting from your labour. With the emphasis firmly on training, 

internships give students real-life experience of the workplace and field they hope to break into.“  

National Institute for Learning Outcomes Assessment (2017) structures internships into three models:  

- the “apprenticeship” model: learning to perform the practiced activity is itself the intended outcome, and 

the activity is conceived as something that can only be learned fully and adequately by doing. 

- the “application” model: work–based learning as an application of a body of knowledge or a discipline that 

should be learned first in an academic environment. 

- the “service-based” model, internships intersect importantly with the objectives of public service, civic 

engagement and service-learning.  

https://www.wikijob.co.uk/internships/advice/what-secondment
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The University of Bremen in Germany states that “the term internship usually refers to a temporary employment 

which students complete as part of their curriculum in order to gain practical experience. “ 

The CBS International Business School advocates internships by indicating that „for many students, internships are 

both mandatory and valuable. They [the internship] show you what the professional world is like and what you can 

expect later. Here you can already gain your first work experience during your studies and also make useful contacts 

in professional life.”  

b. Impact of Internships  

b.1 Students 

The NACE (2018) Student Survey shows that “Students feel that their experiential education assignments have a 

positive impact on their career readiness competencies “.  

Galbraith and Mondal (2020) refer to the 7 NACE criteria which need to be considered for internships. These criteria 

demonstrate the benefits for the students to apply for internships: 

- The experience must be an extension of the classroom: a learning experience that provides for applying the 

knowledge gained in the classroom. It must not be simply to advance the operations of the employer or be 

the work that a regular employee would routinely perform.  

- The skills or knowledge learned must be transferable to other employment settings.  

- The experience has a defined beginning and end, and a job description with desired qualifications.  

- There are clearly defined learning objectives/goals related to the professional goals of the student’s academic 

coursework.  

- There is supervision by a professional with expertise and educational and/or professional background in the 

field of the experience.  

- There is routine feedback by the experienced supervisor.  

- There are resources, equipment, and facilities provided by the host employer that support learning 

objectives/goals.  

b.2 Organisations 

The benefits for the hosts of interns the Greater Baltimore Committee (GBC) lists as the following: 
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- Interns can complete project work and increase organization’s productivity.  

- Begin training the organization’s future workforce.  

- Internship programs are cost effective.  

- The presence of interns provides an opportunity for mid‐level staff to learn to manage since they are typically 

responsible for day‐to‐day direction of interns.  

- Interns can bring the newest technology from the classroom into your company or organization.  

- Interns can be another source for the recruitment of diverse employees into your company or organization.  

Methodology 

This research is based on the results of a 1
st
 survey at the Kotebe University of Education and focues on whether in-

campus internships is an idea that should be explored in a wider extend for Ethiopian UAS.  

Macro-economic data applied in this research derives from internet research. Interviews with 7 heads of department 

who see potentials to offer internship placements were conducted face-to-face at the Kotebe University of Education, 

Addis Ababa/Ethiopia. The interviews followed a structured questionnaire that allowed more than one answer and 

included questions such as: 

- What is your understanding of the Internship Programmes? 

- What kind of activities your unit could undertake to implement/Initiate this program   

- Will your department be able to take in interns? 

- What tracking methodology are you applying to monitor the quality of implementing assigned work?   

- How can you improve what are you doing within the internship programme?   

- What and how does the unit contribute to the development and growth of the institution?   

 

Results and Implications 

a. Survey Answers 

The following is an overview of answers collected and edited to the given questions.  

What is your understanding of the Internship Programmes? 

Figure 1:  



163 

 

  
Source: Survey Data on In-Campus Internships, 2022 

 
 

What kind of activities your unit could undertake to implement/Initiate this programme?   

Note: Some Departments at KUE have experience from incoming students doing an internship from other colleges. 

So far, KUE students are not applying for in-campus internships. 

 

Figure 2: 

 
Source: Survey Data on In-Campus Internships, 2022 
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Will your department be able to take in interns? 

All department heads are welcoming the possibility to accommodate interns. 

 

What tracking methodology are you applying to monitor the quality of implementing assigned work?   

- Incorporate the interns in the weekly and monthly reports which are shared with the sending colleges.  

- Mentors are assigned for the interns.  

- Weekly meetings with the interns to reflect on their learning and experiences. 

 

How can you improve what are you doing within the internship programme?   

 

Figure 3:  

 
Source: Survey Data on In-Campus Internships, 2022 

 

 

What and how does the unit contribute to the development and growth of the institution? 

- Bringing the best talents to the university. 

- Contributing to the development of the institution by laying-out how “we” can deliver quality education 

 

b. Implications (theoretical and practical/managerial implications) 

The interviewees are seeing the idea of organising internships for students as very beneficial and are prepared to 

cooperate in such an endeavour. However, guidance and structure are requested. Additionally, there is the 
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suggestion that the internships will be conducted during the academic year that students could use the campus 

facilities. 

Overall, the UAS curriculum foresees 30 credit hours for practical (experiential) “learning/teaching”. This time budget 

is formally set. On the other side there is the situation that currently Ethiopia has not enough industries able to 

accommodate interns for “experiential learning”. Due to the fact that Ethiopian industry structure counts 115,200 

micro- and small-sized enterprises in 2020/2021 (New Business Ethiopia, 2022) with an average of 5.08 people as 

well as 3.596 large and medium-sized enterprises with in average 76.88 people on their payrolls - there are not 

enough “quality” internship placements available in companies. In the academic year 2013 Ethiopian Calendar (2020 

Gregorian Calendar) 53,533 students have started in the 1
st
 year in one of the 15 UAS. Taking this number and 

assuming that some study programmes foresee the internship in semester 5 and others in semester 6, overall, 26,000 

(some students might drop-out) internship placements are requested per semester. In this calculation there is no 

consideration about the different kind of disciplines. This paper is focusing primarily on the numbers of placements 

needed for UAS students, while students from research and comprehensive universities are also competing for the 

same internship placements. In a next step the research will focus on internship placements for the different economic 

sectors. - If in-campus internships at UAS are possible, this would ease the situation and take-off the stress from the 

shoulders of the university-industry-linkage managers.   

With reference to the general understanding of “internships” as “experiential” learning interns are learners and 

should not take over the responsibilities of employees. Micro- and small-sized enterprises might not have the expertise 

working with interns and would need guidance in how to accommodate “learners”. While the large and medium-

sized enterprises might have already a certain experience in working with interns and screening interns as potential 

labor force in the future.  

UAS departments might step in as alternative partners of the private sector for “experiential learning” and mirror the 

private sector on the campus. However, this implicates that UAS department heads need to start thinking like 

managers from the private sector. International Universities are reporting that university managers started with 

projects for the department that interns from different cohorts and disciplines have designed, implemented and 

eventually managed. In general, interns are conducting desirable work, for which the employed staff never has time.  
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Managerial-wise the UAS should work on the benefits for the organization when working with interns. Like many 

USA universities and internship promoters such as the Greater Baltimore Committee (GBC) have elaborated a 

handbook and published that on the Townson University website under the title “Developing an Internship 

Programme – Step-by-Step customized approach”. The presented GBC internship process can be structured in the 

following: 

1. The needs assessment with the question for assistance - preferably to work on topics, which the 

department sees as interesting or important, but has not the human resource available to work this 

specific topic.  

2. The job description and recruitment process which will not differ much from the regular recruitment 

process with the committee composed of a human resource expert, the head of department, often 

future mentors and supervisors are joining the recruitment committee.  

3. The selection of interns and preparation of their contracts.  

4. The preparation of the workplaces. From the first day onwards, the mentors are the key persons for the 

interns. The supervisors are in charge of the work-related issues and will set jointly the goals, the intern 

should/wants to achieve during the internship.  

5. The cooperation agreement (goals to be achieved during the internship) signed by supervisor and the 

intern.  

6. The assessment processes on the improvement of knowledge, skills and attitude during and at the end 

of the internship. 

7. The final evaluation that also includes a self-assessment by the intern in order to see the learning 

process. 

 

Conclusion 

Curricula of UAS incorporate practical sessions in the extend of 30% of the credits. This internship is part of the 

curriculum in all UAS study programmes and is widely understood as an experiential learning process that exposes 

learners to the real world of work. Interns apply for internships in the same way as potential employees based on a 

call for applications. Companies and organisations recruit interns based on job descriptions prepared by the respective 
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departments together with the human resource and university-industry-linkage departments. Chambers of 

commerce should be invited as advisory bodies in order to define the job descriptions, recruitment processes and the 

assessments of the interns’ learning as well as the UAS departments’ performance as the providers of the internships 

in the notion of the private sector. 

 

For each intern a mentor and a supervisor should be assigned to guide the intern through the internship and the 

experiential learning challenges.  

In case of UAS in-campus internships, the situation of the interns should not differ much from the situation in a 

private sector organization. However, the UAS administration will face changes. Guidelines and structures for 

accommodating interns need to be elaborated and implemented. Departments have to create job descriptions for 

potential interns in the way to meet the requirements of private sector-like internships. University managers require 

business-like thinking in order to mirror the private sector.  

It is widely mentioned that interns should not take over the work of regular employees but should primarily work on 

topics not captured by the regular staff. They should work on topics such as re-organization/re-engineering of 

processes in laboratories, on projects for community collaboration, on innovative ideas for the department, on 

potentials for industry collaboration or in international projects as assistants or as assistants in proposal writing for 

national and international funding, etc. 

Overall, UAS in-campus internships would allow UAS students to get exposed to the real world of work during their 

education, while companies don’t have the potential to accommodate the requested number of interns. However, 

internships in companies still should be seen as the 1
st
 choice for UAS students’ internships. 
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Abstract 

Mobile technologies have evolved into the means of gaining access to information for learning. Its application in 

higher education is still a novel concept, particularly in underdeveloped countries. This study is aimed at exploring 

the views of doctoral students regarding their learning experiences with mobile technologies. Student focus group 

interviews of 24 doctoral students from 3 different academic institutions were interviewed. The participants’ 

responses were recorded, transcribed, and analyzed to make conclusions. According to the findings of this study, 

mobile devices play an important part in the learning experiences of doctoral students. The participating students 

engaged in collaborative learning using mobile technologies. Given the benefits of adopting mobile technologies for 

learning activities, academic institutions should focus on teaching faculty members to use this to involve students in 

their learning process. The implications of this study call for the continued advancement of mobile technologies to 

facilitate effective learning experience for the multitude of mobile learners in developing countries. Another 

implication is that academic institutions with collaboration with libraries should see the need to develop user friendly 

mobile app that is linked to the library management system. Such an application would allow the students to 

optimally use their smartphones and tablets to search the library’s resources from their mobile devices. Training 

should be offered to the teaching faculty members to come to terms with the benefits of mobile technologies for 

learning activities.  

Keywords: Mobile technologies, learning experience, doctoral students, information sharing, ease. 
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Introduction 

Today’s information users appear to be technologically savvy (Shonhe & Jain, 2017). There is a plethora of 

smartphone and tablet applications available that can help students with their information demands and facilitate 

research (Fritschi & Wolf, 2012). As these technologies advance, students will require support in learning how to 

properly search for information. Students can search for information in university programs that use mobile 

technologies. Because of advancements in mobile technologies, most students not only own many mobile devices 

(Vázquez-Cano, 2014), but now most students use these technologies in their academic lives as well (Barfi, Arkorful 

& Abaidoo, 2021; Chen & deNoyelles, 2013). 

When it comes to learning opportunities, Kim and Frick (2011) believe that the usage of mobile devices can 

help students learn more effectively. According to Al-Fahad (2009), research on students' adoption of mobile learning 

shows that they are becoming active learners who have a lot of influence over their learning activities. It’s fascinating 

to see how mobile technologies are influencing students’ learning styles. Mobile technologies appear to play an 

important part in doctoral students’ learning experiences. Doctoral students can benefit from collaboration enabled 

by mobile technologies. Schuler, Hutchins, and Lashell (2012) define collaboration as the state in which students use 

mobile devices to share academic-related information with colleagues. Users can exchange learning resources and 

even revise their colleagues‘ assignments with the use of mobile technologies (Kiryakova, 2017). 

Mobile technologies continue to provide diverse learning options for students. Mobile technologies not only 

reduce the time of getting information but also provides a platform for information sharing and collaborative learning 

which add new dimensions to students learning experience (Miller & Doering, 2014). The use of mobile devices 

currently plays amazing roles in terms of teaching and learning. For instance, students can use learning management 

systems to easily access information online to satisfy their information needs, access academic databases, and a 

website, to name a few. They can also access their lecture materials on their mobile device. This was made clear in 

the works of Masiu and Chukwuere (2018), who claimed that students’ life has been made easier by mobile devices 

because they may access course materials on them. Despite these contributions of mobile technologies to students 

learning, little is known about how such contributions influence doctoral students learning experiences in Ghana. To 

increase the rate of information consumption for purpose of academic and policy innovations, doctoral students 

should be able to learn anywhere and at any time at their own pace (Khaddage & Lattemann, 2013). The question 

that arises is whether doctoral students are exploiting mobile technologies to achieve their learning experiences or 

potential in Ghana. 

Additionally, the advent of mobile technologies has occasioned the use of social networking sites which 

promotes information dissemination. Within the educational sector, these social networking sites are being used for 

collaborative learning or information sharing. Libraries are developing mobile application platforms to help in 

information retrieval (Burford & Park, 2014; Vandi & Djebbari, 2011). How well are these platforms contributing to 

the learning experience of doctoral students in Ghana?. As a result, it’s critical to examine how mobile technologies 

are contributing to the learning experiences and how these students (doctoral) are exploiting the mobile technologies 

to advance collaborative learning and information sharing. 

The study aimed to address the following research objectives: 

1. To acquire a better understanding of doctoral students’ learning experiences with mobile technologies. 
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2. To examine how mobile technologies ease information sharing among doctoral students. 

Literature Review 

This section examines some of thematic concepts pertaining to students’ experience with mobile devices for 

learning. This includes mobile technologies, the advantages of mobile technologies, social media technologies and 

construct created to address the use of mobile devices for learning. 

Mobile technologies 

Mobile technologies can be thought of as internet enablers that employ mobile devices to store, identify, 

and transport information for consumers (Vandi & Djebbari, 2011). As a result, Kim, Mims and Holmes (2006) define 

"mobile technologies" as the various types of mobile devices available. The term 'mobile technology,' according to 

them, refers to several gadgets (such as smartphones, tablets, PDAs, iPods, and laptops) that allow users to access 

data and information from any location. Similarly, Elkins, Hwang, Kim, Manolovitz, Mueller and Owens (2020) 

observed that while looking for information on mobile devices, consumers are not restricted to specific times or 

locations. 

Advantages of mobile technologies 

Users benefit from some features of mobile technology. The device’s mobility, simplicity, and availability are 

among the characteristics noted by Khaddage and Lattemann (2013). Short, Linn, Merianos, Burke, and Upperman 

(2014) avers that these mobile technology properties or characteristics enable quick and dependable access to a 

variety of information on the Internet. Given these characteristics, mobile technologies have enormous potential to 

improve learning. According to Barfi, Bervell, and Arkorful (2021), the use of mobile technology in the classroom has 

made learning more personalized and self-directed. Chang (2013) supports this viewpoint, observing that users used 

mobile devices to browse, search, and receive library services without regard to location. This occurs when users 

access learning management platforms for the study material via their mobile devices. 

Mobile technologies, according to Yeboah, Nyagorme, and Barfi (2020), offer access to information. These 

mobile devices can also be used to gather and disseminate information knowledge. Mobile technologies, according 

to Saxena and Yadav (2013), function as the primary point of contact for users seeking and sharing information with 

the aid of technology. Meyer (2016) claims that technical devices let users design and customise online information 

searches, as well as create an interface to fit their information needs. 

Mobile technologies have the potential to be a useful tool for promoting collaborative learning (Barfi, 2020). 

Students can share their knowledge and experiences with their peers through collaborative learning. Students in a 

collaborative atmosphere, according to Burford and Park (2014), can obtain academic information for optimal 

learning. This form of learning can help kids develop critical thinking skills and gain confidence in expressing their 

thoughts and opinions (Phongtraychack & Dolgaya, 2018). 

Users can also explore library databases on their mobile devices for information that will help them complete 

academic assignments like presentations and personal research. It was revealed that students are involved in a wide 

range of responsibilities. These responsibilities include completing a take assignment, preparing for discussions, 
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writing an academic paper and preparing for a conference. To perform such activities, students can use mobile 

devices to access learning management services or institutional repositories for academic-related information. 

Social media technologies 

Users can share information using social media technologies (Akeriwe, 2013). Social media technologies, 

according to Sharma and Godiyal (2016), are internet-based platforms that foster user communication, content 

exchange, and cooperation. This type of service, according to Akeriwe (2013), enables users to browse and search 

for online information. Examples of social media technologies are Google team, Zoom, WhatsApp, Microsoft teams 

and Facebook group chart. 

Construct created by authors to address the use of mobile devices for learning 

In today’s world, mobile devices have a big impact on how people share information. 

User 

Mobile Technologies 

• Microsoft 

teams 

• WhatsApp 

• Facebook 

• Smartphones 

Learning 

experience 

Figure 1: Graphical representation of mobile technologies and students’ learning experience 

Figure 1 gives a summary representation of doctoral students learning experience within the context of 

mobile technologies. From the diagram, it could be observed mobile technologies intermediate doctoral students 

(users) and their learning experiences. 

Methodology 

This study adopted a basic interpretive qualitative study developed by Merriam (2009) to understand the 

learning experiences of doctoral students who use mobile technologies in their studies. In this study, participants’ 

information was gathered through interviews. The researchers employed an inductive research style, and the research 

findings are descriptive. Through analysing the data inductively, repeated patterns were identified. Finally, 

comprehensive and descriptive research findings were discussed following past issues developed by Merriam. Thus, 

in-depth face-to-face focus group student interviews were conducted to collect their views on mobile technologies 

for learning. 
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Sample 

To align the student use of the mobile device for learning, the researchers adopt the Gikas and Grant (2013) 

requirement of mobile computing device characteristics. In terms of the context of the research, the researchers 

followed Gikas and Grant’s (2013) approach with some customization. The study invited doctoral students from the 

University of Cape Coast (UCC), the University of Ghana (UG), Legon, and the University of Education, Wineaba 

(UEW). A purposive sampling technique was adopted in selecting these 3 Universities from Ghana. The researchers 

observed 24 doctoral students utilizing mobile technologies for instructional purposes. The respondents were 

selected based on their experiences of using mobile technologies for academic-related activities. This technique is 

similar to that of Grundmeyer (2012). He used participants’ experience as a factor in selecting volunteers for his 

study. The doctoral students were asked to participate in focus group interviews to provide their thoughts on mobile 

learning. 

The focus group interviews were conducted following Krueger and Casey’s focus group interview criteria 

(2009). Participants in the same programme were arranged in groups and the interviews were also audio recorded. 

Since the sampled participants come from different universities, the 24 participants were grouped into three with 8 

from each of the three locations. A week before the interview day, each group’s interview schedule was created. 

Before the interview session, each student was given the interview questions. This made the interview go more 

smoothly and in less time. All of the interviews were audio-recorded using sound recording devices. The audio 

recordings are subsequently transcribed into transcripts, which can be read again and coded for analysis. 

To make the data more comprehensible, it was summarized and relevant categories were identified and 

kept in files. The researchers eliminated probable data inaccuracies throughout this stage of the analysis. The derived 

data were categorized and summarized according to the relevant themes. 

Data analysis 

The analysis in this study attempts to narrate and interpret the students’ views about this phenomenon. The 

Gikas and Grant (2013) qualitative data analysis approach was used by the researchers, who used inductive data 

analysis to create themes and categories from the ‘bottom-up’ to organize the data into a more abstract form of 

information. 

To obtain a complete comprehension of the content, it was read several times. Rereading the manuscript 

and comparing it to the recorded interviews assisted the researchers in organizing and editing the statements made 

by the participants. To make it easier to manage, the obtained data were summarized, and relevant categories were 

recognized and saved in files. The researcher eliminated potential flaws in the data throughout this stage of the 

analysis. The derived data were classified and summarized based on the pertinent themes. The empirical findings 

were provided following the study’s research objectives. 

Trustworthiness 

Data triangulation was used to increase the data‘s credibility, as the interviews were supplemented by 

documentary data. Furthermore, participants were chosen from several university departments so that perspectives 

on the same issues could be easily cross-checked, enhancing the accuracy and reliability of the findings. 
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Findings 

The goal of this part is to present empirical evidence on how doctoral students use mobile technologies for 

learning and how mobile technologies facilitate information sharing. Mobile learning entails the use of learning-

enabled mobile devices. Mobile devices used for learning must be able to connect to other devices to give 

instructional content and allow students and instructors to exchange ideas. This indicates that mobile learning occurs 

when users have the means and ability to use their mobile devices in conjunction with other interconnected gadgets. 

Research Question 1: What are the learning experiences of doctoral students in the use of mobile 

technologies for learning? 

Doctoral students learning experiences may be influenced by mobile technologies. When asked about their 

experiences searching for information on their smartphones or tablets, most of the participants answered that they 

have been using them for a long period. As a result, they have the requisite technical knowledge and skills to conduct 

effective information searches using these devices. Six of the participants, namely Participants #A, #B, #F, #H, #J, and 

#N, responded to this question by saying: “I have been using smartphones and tablets in information seeking for 

some time now; even from my undergraduate days and I’m very conversant with using my smartphone in searching 

for information in all areas.” 

Participant #O, on the other hand, believes he is an expert at utilizing a smartphone to find academic and 

non-academic material. When it comes to searching for information, he claims to be an expert at utilizing his 

smartphone and tablet. Participant #O agreed with Participant #K when he claimed that he knows how to use his 

mobile device for information searches. In furtherance of the remarks of Participants #K and #O, Participant #E stated 

that she was familiar with the usage of mobile technologies when looking for information. 

Participants #C, #D, #M, #P, #T, and #Y, on the other hand, claimed that they can download any information 

they require from online journals, e-books, online dissertations and theses, and other e-resources using their 

smartphone. Similarly, Participant #Q said she uses her mobile device to connect to the Internet and enters or writes 

"certain terms to obtain varied outcomes." She then checks through the results she's retrieved, downloading what 

she requires and saving the sources she's chosen for later use. "I plan and structure my searches," participant #S 

continued. I begin by downloading the articles, then sit down and look through them to preserve the important 

ones." Mobile technologies were used to complete these downloads. Some of the participants saved the downloaded 

information on their Google Drives (to which they had access on their mobile devices, such as smartphones and 

tablets) for future use after downloading the information they needed. 

It was discovered that users access learning management platforms for study materials via mobile devices. 

Mobile devices, according to the participants' comments, made it easier for them to move around while still being 

able to view study-related content on their devices. 

Research question 2: How do mobile technologies ease information sharing among doctoral students? 

The major goal is to determine whether mobile technology can be leveraged to facilitate information 

sharing. It was revealed that the participants used a familiar platform to share information in real-time using their 
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mobile devices and tablets. When looking for information, the participants‘ responses suggested that they collaborate 

with their peers. Participants #K, #M, #P, and #S are the best at explaining this. They claim that if they don't 

understand anything, they asked their friends for explanations and clarifications, who then explain it to them. In turn, 

Participant #J disclosed that she prefers reading in her room, but that if she doesn't understand something, she turns 

to her classmates for help by using a shared social media platform where they discuss subject-related concerns. 

Similarly, Participant #G mentioned that when a colleague wants to offer a journal article as a potential 

source of information, a mobile communication software like WhatsApp makes exchanging information very simple. 

Using WhatsApp assists her in obtaining additional information to better comprehend the subjects and problems she 

finds challenging in her education. This is due to the fact that she can discuss academic concerns with her peers. She 

mentioned that her academic colleagues had varying levels of experience and knowledge of the subject and that 

they utilize their mobile devices to post comments and discuss various topics on social media. She also emphasized 

the importance of holding such debates on a unified platform. 

Information services that enable the transmission of data from one end device to the other are also deployed 

via mobile technology. Based on the empirical data, it was discovered that mobile technology lets the students 

cooperate and share knowledge more easily. The method in which the participating students were able to exchange 

knowledge and ideas demonstrates the relationship between mobile technologies and collaboration. The flow of 

information from one information user to another is made easier with the introduction of mobile technologies 

(mobile applications like WhatsApp). 

Discussion 

The empirical data gathered from the doctoral students are presented in this section. The findings revealed 

that the doctoral students who took part in the study had learning experiences with mobile technologies when 

searching for information. The participants’ responses indicated that mobile technologies play a significant role in 

the learning experiences of doctoral students. Mobile applications have been discovered to make mobile learning 

easier. Mobile technologies, according to empirical evidence, have mobile applications that aid students in their 

learning experiences. For this reason, the participants are required to be able to connect to the Internet. Similar 

findings were discovered by Qayyum and Smith (2015). They discovered that students might use their mobile devices 

to connect to the Internet and search for information. Students looked to be at ease using these electronic resources 

for learning, according to them and Elkins et al., (2020). The replies of the participants are comparable to those 

recorded by Barfi (2020). He stated that the chances that people have when searching the Internet for information 

on their mobile devices have made mobile technology the ideal information resource for learning. Students thought 

using mobile devices to seek information was very useful and appropriate, according to these researchers. 

Furthermore, students’ ability to download material for learning has improved as a result of employing mobile devices 

to seek information (Barfi, Bervell & Arkorful, 2021; Omidian, 2011). As mobile technologies advance and become 

more accessible to all students, the number of students who use them will rise. Doctoral students will have additional 

possibilities to learn when they are exposed to and use mobile learning environments. 

Mobile technologies are also used to deploy information services that facilitate the transfer of data from 

one end device to another. According to the empirical data, mobile technology benefited the participating students 
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in collaborating and sharing knowledge with their peers. The method in which the participating students were able 

to exchange knowledge and ideas demonstrates the relationship between mobile technologies and collaboration. 

The flow of information from one information user to another is made easier with the introduction of mobile 

technologies (mobile applications like WhatsApp). 

Some of the participants utilize WhatsApp to collaborate and share information with their peers about their 

studies. They share information and 'explain' things to one another for this reason. WhatsApp is a brief messaging 

tool that is used to cooperate as well as to develop knowledge and skills via the usage of mobile devices. WhatsApp 

provides a collaborative venue or platform. The doctorate students who took part in the study were able to work in 

groups, and it is during this time that collaboration becomes effective because they were able to tackle information-

related challenges that were too difficult for individuals to answer alone. Participating students were able to easily 

explain specific ideas to their colleagues who had a knowledge gap thanks to the use of WhatsApp. This response is 

consistent with the findings of other researchers, including Kiryakova (2017) and Schuler, Hutchins, and Lashell 

(2012). They discovered that mobile devices, in general, increase the opportunities for student collaboration in 

learning. As a result, they were able to work together to tackle information-related challenges that were too difficult 

for the participants to handle on their own. Participants might also contribute material relevant to their subject of 

study and even modify the work of their peers. 

Conclusion and Recommendation 

According to the findings, mobile devices play a vital role in the learning experiences of doctoral students. 

Doctoral students can engage in additional learning activities outside of class as a result of these experiences, giving 

them more learning chances. Mobile learning has been discovered to be facilitated by mobile technologies. The 

study’s findings revealed that doctoral students viewed mobile devices as a useful learning tool for communicating 

with classmates, exchanging learning materials, and group learning. 

Furthermore, the doctoral students used WhatsApp to collaborate. Doctoral students could also use 

WhatsApp to share material relating to their assignments. The doctoral students who took part also used their mobile 

devices to save and download information for later use. The participating doctoral students engaged in collaborative 

learning through the use of mobile technology, allowing for information sharing and knowledge transfer. After 

lecture times, doctoral students might use mobile technology to communicate, comments and make suggestions to 

their lecturers for further explanation using mobile technologies. 

Given the benefits of adopting mobile technologies for learning activities, academic institutions should focus 

on teaching faculty members to use this to involve doctoral students in their learning process. Training should be 

offered to the teaching faculty members to understand the potential benefits and features of mobile technologies 

that could help engage doctoral students effectively to promote teaching and learning activities. In order to improve 

doctoral students’ mobile learning experiences, the results also highlight the necessity for institutional support to 

invest in academics’ professional growth and technology training. 
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Implications of the study 

This study is very relevant because of the growth of mobile device ownership and usage among not only 

doctoral postgraduate students but among students in higher education in general. Higher education institutions 

must dedicate more thought and attention to the development of mobile learning programs now and in the future, 

given the growing trend of widespread usage of mobile technology. Given the continued advancement of mobile 

technologies and the growing number of mobile device users, educators and institutional leaders will need to create 

more mobile learning environments and interventions to facilitate effective learning for the multitude of mobile 

learners in developing countries. 

Another practical implication is that academic institutions with collaboration with libraries should see the 

need to develop mobile app that is linked to the library management system. In essence, this will bring together 

stakeholders and librarians to create mobile library applications for developing countries that maximize the value of 

mobile applications for learning experience. Such an application would allow the students to optimally use their 

smartphones and tablets to search the library’s resources from their mobile devices. This will broaden the range of 

possibilities available for information searching activities. 

Limitations of the study and suggestions for further studies 

In the university community, there are many different types of information users. There is also a large 

number of university employees that work in administrative roles. Due to the nature of the study and the research 

objectives, the study was confined to selected doctoral students who use mobile devices for information seeking. 

Future studies could look into administrative staff's mobile learning experiences. 
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Abstract 

Social businesses have a great positive impact on communities and are a sustainable way to do business today and 

in the future. This impact can be amplified through the means of digitalization. In the past, traditional for-profit 

business models have been used to understand the structures of business operations. However, the underlying 

business model of digital social businesses has not yet been explored. This study presents a building block analysis of 

business models and a subsequent typology. Digital and social business models are identified via a literature review. 

The building block analysis encompasses an assessment of the individual business activities contained in the business 

models. The typology is developed from existing literature utilizing a matrix for the evaluation of digital social 

businesses. Additionally, five semi-structured expert interviews are conducted to inform, extend, or content the 

findings of this study. To this end, an inductive coding procedure is applied to the transcribed interviews for the 

detection of themes within the text. This study contributes to social business model research by providing a first 

insight into the unique building blocks of digital social business models. It also creates a typology tool based on two 

parameters, which enables the comparison of digital social businesses. 
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1 Introduction 

In the wake of the COVID-19 pandemic the global poverty and hunger crisis has been significantly amplified. 

Worldwide, an additional 70 to 161 million people have likely experienced hunger in connection to the pandemic in 

2020 (UN Statistics Report 2021) and an estimated 119 to 224 million have fallen back into extreme poverty (UN 

Report 2022). Extreme poverty is defined by individuals living on less than 2 US Dollars a day (Gapminder 2021). The 

UN initiated a call to action in 2015 formulating 17 Sustainable Development Goals (SDGs), which were agreed upon 

by all UN member states (UN 2015). The first goal being no poverty and the second goal zero hunger across the 

globe by 2030. However, today we are further away than ever from achieving those goals.  

Companies have a huge impact on the society through enabling labour, working conditions, social protection (Mohr 

et al. 2001). Thereby, this impact can be both positive and negative. Some companies have started to question their 

roles in society, how they are impacting the people involved in the respective business ecosystem (Yunus et al. 2010). 

A strong manifestation of this development are social businesses. Social business or social entrepreneurship is broadly 

defined as “a self-sustaining company that sells goods or services and repays its owners’ investments, but whose 

primary purpose is to serve society and improve the lives of the poor” (Yunus 2010, p. 309). Digitalization plays a 

crucial role in the upscaling of social impact.  

With the broad diffusion of the internet in the 1990s firms such as Amazon, eBay, and Google have implemented 

new digital business models (Reman et al. 2016), revolutionizing the way we do business. Moreover, today the 

internet has more active users than in the 1990s, with almost 4.66 billion active users around the world (Statista 

2021). This has greatly increased the access to digital resources and created a whole new type of business model. 

Combining the digital business model with social business, therefore, seems to be a promising tool to solve the 

globes’ most pressing problems. The foundations of digital social businesses, however, has not yet been extensively 

explored in research.  

This study discusses the building blocks of a digital social business model and a typology of those models. The building 

blocks for a digital social business model are derived from literature as well as expert interviews. The identified 

business models are then assessed for commonalities and differences. Two main concepts are applied for 

understanding the foundations of digital social business models better, a) analysing the building blocks and b) 

developing a typology.  

For the first aim of this study (building blocks of digital social business models), both literature and expert interviews 

are used.  For the second aim, two typologies from the literature are combined to build a matrix tool which enables 
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the systematic assessment and comparison of digital social businesses. To apply the typology derived from literature, 

expert interviews are conducted to confirm, contend, and extend the qualitative findings.  

The results contribute to social business literature and provide a tool for present and future digital social business 

owners to create more efficient and successful businesses which will aid in the fight against poverty and hunger. 

Finally, policy makers might use this study to create more targeted and functioning policies to incentives an influx in 

digital social businesses.  

2 Literature Review 

The following section describes the traditional for-profit business models as well as digital and social business models 

from existing scientific literature. For the course of this study, business models (BMs) are defined as a set of 

assumptions about what businesses do, for whom and how. The business model identifies who the customers are, 

what is the value that the business generates for them, how this value is financed, produced, and delivered, and how 

the customers pay for that.  

2.1 For-Profit Business Models 

In today’s world, business conditions are constantly evolving. With the rise of new technologies, changing consumer 

preferences and the formation of social trends, the greatest challenge for businesses is the correct definition of the 

current business model of a company (Gorevaya & Khyrullina 2015). However, the importance of business models is 

not a novel occurrence, but it is more prevalent than ever before and a powerful tool for social, digital, and for-profit 

businesses alike. In order to gain a better understanding of what a digital social business model looks like it is 

necessary to take a closer look at existing for-profit business models first. A for-profit business strives to generate 

profits and value for their shareholder (George et al. 2022). The business model concept first gained popularity in 

the early 1990s during the emergence of e-commerce and the dotcom boom (Zott et al. 2011). Today, it is viewed 

as a tool for systematic analysis, planning, and communication of the configuration and implementation of complex 

business structures including organizational units and relevant parts in their environment (Doleski, 2015; 

Knyphausen-Aufsess and Meinhardt 2002). One of the most widely applied for-profit business models is the Business 

Model Canvas (BMC) from Osterwalder and Pigneur (2010). The Business Model Canvas lists 9 building blocks of a 

business model, which are nine types of activities or assumptions that help understand what a business is and how 
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it operates. These building blocks are Customer Segments, Value Propositions, Channels, Customer Relationships, 

Revenue Streams, Key Resources, Key Activities, Key Partners & Cost Structure. The building blocks of the BMC are 

illustrated in Figure 1. 

Business Model Canvas 

 

Source: Osterwalder & Pigneur (2010) 

The term “building blocks” was first coined by Margiono et al. (2017) and describes the different activities of a 

business in a business model; for example, Key Partners is one important building block of the BMC. The BMC is 

adaptable to not only for-profit businesses but also digital and social businesses which is explained in the following 

sections.  

2.2 Digital Business Model 

In a world that rapidly embraced the digitalization and successfully adopted technologies to address some of the 

planets most urgent problems, new business models have been developed to meet the unique challenges of digital 

business (Richter et al. 2017). In the literature digital business is referred to as “the use of digital technologies and 

resources to drive day-to-day business operations, develop revenue, performance, and deliver personalized, 

meaningful experiences to customers” (McKendrick 2020). According to Wind (2008), digital businesses represent a 

“shift from traditional management approaches to ‘network orchestration’”. New models have started to emerge, 

coinciding with the digitalization along the whole supply chain of businesses. Yet, they appear to have quite a few 
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distinct building blocks such its dynamic nature and the gap between business strategy and business process due the 

rapidly changing nature of the Information Technology (IT) sector (Al-Debei et al. 2008). In Table 1. these differences 

are summarized. 

Traditional vs. Digital Business Model  

 

Source: Adopted from Gillior (2018)  

In Table 1., Gillior (2018) points out the difference in assets. Traditional for-profit business models have physical 

assets, an inventory which needs to be stored before it is sold. In addition to the characteristics named by Gillior 

(2018), Al-Debi et al. (2008) describes the emerging world of digital business as "complex, dynamic and enjoys high 

levels of uncertainty and competition."  

Dutot and Van Horne (2015) found that digital business models can be summarized into four building blocks: the 

appearance of goods and services, digitization of the distribution channel, digital communication with stakeholders 

and internal processes carried out on a digital basis. Digital business models have many advantages compared to the 

traditional ones. A) With the internet granting relatively easy access to information and decreasing transaction costs 

significantly, Hair et al. (2012) argues that digital ventures are easier to found than traditional ones. B) With an 

increase in digitalization and internet communications technology (ICT), information and digital tools have become 

increasingly accessible to a greater amount of people. Not only the number of people being able to use these 

technologies has increased significantly but also the customers who are able to access the products and service has 

gone up. C) Digital businesses are easier to scale up compared to the traditional for-profit businesses (McKinsey, 

2020). Therefore, the scalability of digital business will create an impact beyond just the physical communities 

surrounding the business. Making it an ideal business model for greater social impact. 
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2.3 Social Business Models 

Social businesses are unique in the sense that they combine the logic of different sectors (Battilana and Lee 2014, 

Doherty et al. 2014). The Nobel-Peace-Prize winning economist Mohammad Yunus describes social businesses as a 

“new kind of business introduced in the marketplace with the objective of making a difference in the world” (Yunus 

2010). Essentially, social businesses are designed and operated like a private business, but the profit maximization 

principle is being replaced with a social mission. Figure 2.  

The Social Enterprise Model Canvas  

 

Source: Sparviero 2019  

In the BMC from Sparviero (2019), the Social Value Proposition (SVP) is in the center of the model. The location 

indicates the centrality of this building block for social businesses, which are “more cause than profit driven” (Yunus 

et al. 2010). However, this aspect of social business is crucial in order to provide stakeholders and other interested 

parties with a measurement of success.  

In the literature, other illustrations of social business models exist. Although, they differ in labelling of building blocks, 

they do have value proposition, social profit equation, value constellation, and economic profit equation in common.  

Yunus et al. (2010) identified these commonalities and developed an overview of the 4 building blocks of social 

businesses which are summarized in Figure 4.  
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The Four Building Blocks of Social Business Models  

 

Figure 3. contains similar building blocks to the business model canvas from Osterwalder & Pigneur (2010), such as 

the value proposition, sales revenue (revenue streams), and cost structure. However, the focus is on the interplay 

between value proposition and value constellation as well as the adding in of the social profit equation which 

differentiates the social business model from the for-profit business model. 

2.4 Typologies 

Typologies are a descriptive tool used in a wide variety of contexts and scientific disciplines (Bailey 2005). They are a 

form of theory-building tool and offer a way to organize complex, non-linear relationships (Fiss 2011; Doty & Glick 

1994; Snow & Ketchen 2014). Heise (2015) describes a typology as “differentiating entities at a particular level of a 

taxonomy in terms of one or more properties” (Heise 2015). Many similar definitions exist in the literature but they 

essentially imply a systematic classification of things into types according to their common characteristics.  

Typologies are also a popular tool in social business model research. Mair et al. (2012) developed a typology of social 

entrepreneuring models leveraging different types of capital. The authors assessed business models as well, however, 

they took a quantitative approach using cluster and discriminative analysis. Typologies are also applied in other 

research areas. Another study by Wells (2005) takes conceptual rather than an empirical approach to business model 

analysis and closed-loop supply chains. They developed four new categories of closed-loop systems and applied them 

to the automotive industry.  



188 

 

Lastly, typologies for digital business models have gained in popularity since the e-commerce boom (Look 2020). A 

study by Guggenberger et al. (2020) developed a typology of digital business models and found that 5 different 

research streams of digital business models exist in scientific literature as well as a typology which differentiates 

between data-driven business models and platform-based types. The term digital business is very broad and the study 

by Guggenberger er al. (2020) provides a great approach to differentiating between the business models. 

To summarize the literature review, it can be said that many different for-profit, digital, and social business models 

exist in scientific literature. However, it is not clear what the structures and building blocks of a digital social business 

models look like, therefore this study asks: 

RQ1: What are building blocks of digital social business models?  

The development of a digital social business model can be supported by a typology rooted in existing literature in 

order to develop a tool for the assessment of digital social businesses. As a result, this study aims to answer the 

following question: 

RQ2: Can we perceive a typology of digital social business models?  

In the following sections, the methodology and results of this study are presented, followed by a discussion and 

conclusion of the findings.  

3 Methodology  

3.1 Framework Development based on Literature. 

A literature review of business models was undertaken to inform the building block analysis and typology, using the 

Web of Science database as well as Google Scholar. Following the snowballing principle outlined by Cleas Wohlin 

(2014). To summarize the snowballing procedure, it can be said that the researcher uses the reference lists of 

academic papers to expand the list of sources used for a literature review. Hereby, the identification of digital and 

social business models as well as digital business model typologies and social business model typologies, were the 

main goals.  
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For answering the two research questions, literature analysis and expert interviews are used. In the following, the 

two sub-chapters will investigate the approaches in more detail. 

3.1.1 Building Block Identification  

After screening the selected papers, a final database of business models will be constructed. The following 

information was extracted from the papers: title, author’s name, type of BM (digital or social BM), visual 

representation of BM, adaptive capacity, distinction of building blocks. 

The criteria of Visual Representation of BM were adopted from existing literature. Di Valentin et al. (2012) developed 

a conceptual framework for adaptive BMs in which core elements of business models are analyzed regarding their 

dependencies with aspects of strategy and business process design. The distinct building block criteria assesses if the 

individual activities and processes of a business model can be easily differentiated from one another visually. 

Additionally, the criteria of visual representation of business models are adapted from a BM analysis by Gaspareto & 

Henriqson (2020). They argued that the visualization is crucial for an easy understanding and application in praxis 

and science alike. Thus, enabling a systematic understanding and holistic view of a businesses’ activities and 

operations (Gaspareto & Henriqson 2020), summarized in table 2. below: 

Business Model Selection Process  
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Source: Own representation of BM selection criteria  

According to IBM’s Global CEO study, CEOs are increasingly forced to adapt their business models to dynamic factors 

for staying competitive within the continuously changing business environment (IBM, 2010). Thus, emphasizing the 

adaptability of business models. Visual thinking is not only indispensable to working with business models 

(Osterwalder & Pigneur 2010) but it also provides a tool for people from different educational backgrounds that is 

easily understood and applied.   

3.1.2 Development of a Typology 

Typologies are a form of theory-building tool and offer a way to organize complex, non-linear relationships (Fiss 

2011; Doty & Glick 1994; Snow & Ketchen 2014). In other words, a typology is a systematic classification of things 

into types according to their common characteristics. There are two aspects to the typology of digital social business 

models. There are two types of business models: the digital business model and the social business model. They each 

possess distinct characteristics, for example, the social value creation by social business models and the digitalized 

form of value creation in the form of assets by digital business models. In this study, two existing typologies were 

used to build a typology for digital social business models. This study selected a typology of digital business models 

by Kreutzer & Niendorf (2017) and a typology of social business models by Hull et al. (2007).  

The typology of Kreutzer & Niendorf (2017) assesses social business models based the integration of beneficiaries. 

They differentiated between (1) beneficiaries as customers; (2) beneficiaries engaged as employees in the process of 

value creation; (3) beneficiaries as suppliers; or (4) beneficiaries without a role in the process of value creation. This 

study adapts the idea of beneficiary integration as a measure for social business models. 

Finally, combining the two existing typologies contributes to scientific literature by providing a toll to compare and 

measure digital social businesses, which previously does not exist.  

This study follows the typology framework from Kreutzer & Niendorf (2017), assessing social business models based 

on two parameters: the degree of beneficiary integration and allocation of resources to create economic and social 

value. For the purposes of this study, one parameter is from social business models and the second parameter is from 

digital business models. So, the parameter of allocation to resources is replaced with the parameter of degree of 

digitalization. 

Hull et al. (2007) considers three categories to measure the level of digitalization. Each category ranging from mild 

to moderate to extreme digital entrepreneurship, considered every aspect of a business including production, the 
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goods or services themselves, advertising, distribution, and the customers. Resulting in a typology based on the 

degree of digitalization adapted by this study. The three degrees of digitalization are: (1) mild digital 

entrepreneurship, (2) moderate digital entrepreneurship, and (3) ex- treme digital entrepreneurship. They define the 

three categories as follows:  

(1) Mild: involves venturing into the digital economy as a supplement to more traditional venues.  

(2) Moderate: requires a significant focus on digital products, digital delivery, or other digital components of the 

business.  

(3) Extreme: the entire business is digital, including production, the goods or services themselves, advertising, 

distribution, and the customers.  

These categories capture the characteristics of digital business models and provides the first parameter. Digital social 

businesses can differ significantly in the degree of digitalization, all the way from solely operating a website, to the 

use of Artificial Intelligence (AI) within business models. Therefore, it is necessary to capture in which category they 

fall in order to compare them with one another. The second parameter is the social business model typology. Here, 

the study borrows directly from Kreutzer & Niendorf (2017) by adopting the parameter of beneficiary integration. 

Kreutzer & Niendorf (2017) ranked social business models from differentiated to integrated beneficiaries. A business 

model with differentiated beneficiary integration, indicates that the beneficiary has no involvement in the process of 

value creation of the social business (Kreutzer & Niendorf 2017). On the other hand, an integrated social business 

model can be either or both a customer and/or employee involvement in the value creation (Kreutzer & Niendorf 

2017).   

3.2 Expert Interviews 

3.2.1 Sample 

The sample consists of five experts on digital social businesses, 3 females and 2 males, were interviewed. These 

experts were selected through a social media search using LinkedIn. The search included the following keywords: 

digital social business, digital business model, and social business model, A total of 8 potential interviewees were 

identified and all eight were contacted between April 20220 and May 2022. Five responded and were willing to be 

interviewed. The interviews were scheduled and conducted between May 2022 and June 2022. Three different 
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industries were represented: a social business startup, academia, and a non-profit organization. Interviewees A, B, 

and C are located in Germany. Interviewee D is located in Kenia and interviewee E in Uganda.  

3.2.2 Interview Procedure and Questions 

Overall, the semi-structured interviews were approx. 35 min. in length and recorded with Zoom Video Conferences. 

After a pre-test, minor changes had to be adjusted. The developed interview guide started with questions about the 

interviewees career background on digital social business models, followed by questions about building blocks and 

ended with a discussion on the developed typology. The open-ended questions were posed in a way to make the 

interviewees.  

3.2.3 Data Analysis 

The recordings were transcribed manually and coded by using the software MAXQDA. For the analysis of the 

qualitative data, the inductive coding procedure as outlined by Thomas (2003) is applied. Step one is the clean-up of 

the data files, this includes formatting and proofreading the transcripts. Step two is the close reading of the text; this 

helps the researcher to gain a first understanding of the themes and details in the text. In the third step, the categories 

are created. Here, the upper level categories are derived from the research questions and the lower level categories 

are derived from multiple readings of the text. Further codes are derived from the parameters putlined in section 3.1. 

The fourth step is overlap coding and uncoded text. Overlap coding allows for one segment of text to be coded into 

more than one category (Thomas 2003). The author also points out that “a considerable amount of the text may not 

be assigned to any category, as much of the text may not be relevant to the research objectives” (Thomas 2003). In 

the fifth and last step, revision is continued, and the category system is being refined. Additionally, subtopics can be 

identified, or categories can be combined and linked under a superordinate category when the meaning is the same. 

Quotes that can convey the core theme are also selected in this fifth step. 

4 Expected Results and Discussion 

In this section, preliminary results are presented and discussed. This study provides a first insight into the building 

blocks of a digital social business model as well as a typology tool for the evaluation of digital social businesses. The 
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expected findings indicate that the digital social business models differ from for-profit, social, and digital business 

models. 

4.1 An Analysis of Building Blocks  

A total of 10 (6 social and 4 digital) business models were identified via the literature review and then assessed for 

building blocks. The expert interviews support the building block analysis and the inductive coding allowed for the 

detections of themes within the interviews. Table 3. summarizes the building block analysis and themes from the 

interviews. The themes are labeled major if they appeared in more than 80% of the business models and interviews. 

If they appeared in less than 80%, they are labeled minor.  

Summary of Reoccurring Themes in the Building Block Analysis 

Major/Minor 

Theme 

Building Block Business 

Models 

Interviews Summary 

Major Social value  6/6 Social 

business models 

5/5 

Interviews 

Social value is the central 

point of digital social 

business models 

Major Customer/Beneficiary 

Relationship 

6/6 Social 

business models 

3/4 Digital 

business models  

4/5 

Interviews 

Customers are often the 

beneficiaries of the digital 
social business and 

therefore essential to the 

business model 

Major Impact Measure 6/6 Social 

business models 

4/5 

Interviews 

Literature and praxis is still 

missing a universal tool for 

impact measurement yet, 
this is a central building 

block to experts and 

businesses. 

Minor Channel of Distribution  2/6 Social 

business models 

3/4 digital 

business models 

2/5 

Interviews 

The digital tools used by 

the business can create 
both opportunities and 

risks for the beneficiaries. 

Source: Own summary of reoccurring themes in the building block analysis 

The building block social value is a major theme as 6 out of 6 social business models as well as 5 of 5 interviewees 

mentioned that this building block should be included in a digital social business model. However, interviewee C 

argued that solely the social value has should be added to the business model canvas by Osterwalder & Pigneur 

(2010), as it is already sufficient for a digital social business model because it contains all building blocks necessary 

to run any type of business. On the other hand, interviewee D argued that all building blocks of the BMC would 

need to be adapted to some extent, due to the fundamental change in the core mission and vision of the business. 
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This is in line with the primary focus of social businesses in their social value/mission rather than profit maximization 

(Nicholls 2006). Interviewee D added that the adaptation is necessary in order to increase the social impact.  

The building blocks customer relationships and customer segment, also called beneficiary in social business models, 

were important in 6 out of the 6 social business models, in 3 out of 4 digital business models while all 5 interviewees 

mentioned the significance of the customers. Social businesses serve people who have been neglected by the 

conventional system (Chell et al. 2016) therefore, representing a specific target customer segment. Interviewee A 

raised an interesting point when saying all digital social businesses should be designed either in direct cooperation 

with the beneficiary or at least with the beneficiary in mind because the business will only have an impact if the 

beneficiaries deem the product or service useful.  

A minor theme is the channel of distribution. Jamali et al. (2016) explored the differences of social enterprises in the 

global north versus the south and found that not every social business that is successful in the global north also 

creates impact in the south. Jamali et al. (2016) lists a variety of reasons but one argument that also aligns with the 

findings of this study is that target customers or beneficiaries from different geographical locations have different 

needs and abilities to access the products or services of businesses. This concept also plays an important role in the 

channel of distribution. In the analysis 2/6 social business models and 3/4 digital business models mentioned this 

building block, as well as 2/5 interviewees. Interestingly, access to digital tools and digital literacy can limit the impact 

of digital social businesses as opposed to increasing it. Interviewee C said: “If the digital tools are too complex, certain 

groups will not be able to access them. Therefore, they are left out and this could even increase the social divide.” 

So, the channel of distribution should be designed to create opportunity for the beneficiaries rather than leaving 

some of them behind. 

4.2 Typology Development  

This study found that a typology based on the degree of digitalization and degree of beneficiary integration, can be 

used to compare digital social businesses with one another. The five expert interviews were conducted to test the 

typology matrix, illustrated in Figure 4. 
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Typology of digital social businesses  

 

Source: Own concept of typology matrix of digital social businesses 

All five experts were asked to place the following three digital social businesses on the matrix: Goodwill Thrift Store, 

Grameen Bank, and ChildGrowth Monitor. These three businesses were selected based on their very different digital 

social business models. Each representing one degree of digitalization from mild to extreme and ranging from 

differentiated to integrated in regard to degree of beneficiary integration. 

Five out of five interviewees placed Goodwill Thrift Store at Digital Social Business in the lower right corner of the 

matrix. They argued that the level of digitalization is low because the company only operates a website and online 

customer service. Interviewees A, C, and D placed Goodwill at a moderate level of digitalization while interviewees 

B and E placed it at the mild level. However, the degree of beneficiary integration was argued to be integrated by all 

five because Goodwill employs people who are typically left out of the job market due to disabilities or other 

challenges thus, directly integrating the beneficiary into the business operations. Kreutzer & Niendorf (2017) also 

found that social businesses who employ the beneficiaries in the business, in any role such as customer facing or 

production, are considered highly integrated.  

In the interviews the experts were asked to provide feedback on potential negatives of digital social businesses, and 

these are some points that were mentioned:  
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- Social isolation due to increased virtual interactions.  

- More digital social businesses designed without the end-user in mind, which essentially makes them useless.  

- Scaling of digital social businesses. Not every country has access to the same technologies.  

- Digital education varies widely amongst people. 

- Negative environmental impact due to increased use of digital technologies  

Many of these problems are already experienced today and can likely be amplified by an in- crease in the number of 

digital social businesses. Therefore, it is crucial to design policies and businesses with these issues in mind. 

Nevertheless, all experts are convinced that digital social businesses will contribute to more economically healthy 

communities and aid in the fight against poverty and hunger across the globe.  

5 Implications and Future Research 

By providing an analysis of building blocks, this study presents entrepreneurs with a tool to structure and better 

understand their own business operations. Further, it summarizes their value creation, value capture, value network, 

and strategic choices (Shafer et al. 2005). Additionally, the building blocks are easily understood, therefore, making 

it accessible to entrepreneurs and business owners from different types of backgrounds. The building blocks can be 

adjusted during a businesses’ lifetime, thus, creating a highly versatile business tool. It is also inexpensive for the 

business owner to gain access to the building blocks. The cost-factor and simplicity of the building blocks incentivizes 

for-profit companies to create a digital social business alongside their core business operations (Joyce and Paquin 

2016).  

It has been proven that policy alone will not solve problems like poverty and hunger (Carletto et al. 2015). A typology 

enables a closer look at the existing digital social businesses in the marketplace and how they are positioned. Thus, 

enabling policy makers to develop better policies which could promote incentives for entrepreneurs and established 

companies, to build a digital social business. Being able to compare digital social businesses could also help 

entrepreneurs to know where their business would be positioned and make better informed business decisions based 

on that. Another advantage of this typology can be drawn by for-profit companies. It is important for the companies 

to be able to show their stakeholder how and where the money will be spent. A typology could be used to present 

stakeholders with concrete evidence of market evaluation and positioning (Meyer et al. 2019). Research has 
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contributed to the development of many business models and could also provide data-backed decision tool for 

policymakers and entrepreneurs alike. 

Future research may consider a complete digital social business model and other tools to help entrepreneurs and 

established companies to conceptualize better digital social businesses which will increase the social impact and 

contribute to economically healthy communities. 
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Appendix 

Table 1A:  Interview Guidlines 

Research 
Question 

 Analytical Dimension Subject Question Literature/Theory 

RQ1: What 
are building 
block of 
digital social 
business 
models? 

1 Professional and 
personal information 
of the 
respondent (general) 

Personal 
Questions 

Where do you work? 
 

 

What is your current 
role the 
institution/company? 

2 Business Model Definition of 
Business 
Model 

Considering the 9 
building blocks of the 
BMC, which one you 
think would need to be 
adapted? 

Osterwalder & 
Pigneur (2010) 

3 Digital Social Business 
Models 

Definition of 
DSBMs 

For what purpose 
could a DSBM be 
useful? 

Gartner (???) , 
McKinsey (2019) 

How could a DSBM 
contribute to the 
success of start-ups? 
What would support 
the development of 
DSBs? 

Application 
Barriers 

What barriers do you 
see in the application 
of DSBMs? 
How could these 
barriers be overcome? 

RQ2: Can we 

perceive a 

typology of 
digital social 

business 

models? 

 
Can established 

typologies of 

social business 
models and 

digitals business 

models be 
combined to 

develop a 

typology of 
digital social 

business 

models? 
 

4 Typology of Digital Social 

Business Models 

Classification by 

characteristics 

of DSBs 

According to what central 

aspects or characteristics 

could a DSBM be classified 
into types?  

 

Hull et al. (2007) 

Kreutzer & Niendorf 

(2017) 

Validation of 

Typology 

Where would you put the 

following companies 
(name 3 for then 

interviewees) 

Guiding question: who are 

the beneficiaries of the 
business? What are the 

digital components of the 

business? 
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  In your opinion, does a 

higher level of 
digitalization coincide with 

a greater social impact or 

do you see potential 
negatives? (Maybe it is less 

personal…?) 

 

 5 Outlook General 

Development of 
DSBs 

How do you personally 

view the development of 
digital social businesses? 

 

 

Are DSBs the future? 

Will they contribute to 
economically healthy 

communities? 
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Abstract 

The paper investigates the nature of Kenya's entrepreneurship education ecosystem (EEE) through a comparative 

analysis of three entrepreneurship education programs and an examination of how the institutions foster a favourable 

entrepreneurial environment. This study looks at the entrepreneurship education ecosystem through the lens of 

universities, NGO's and private institutes in Kenya. 

A systemic analysis of EEE is provided by utilizing the Actiotope Model as a conceptual framework. The exploratory 

research adopts a pragmatic mixed-method methodological approach best suited to understand the research 

problem. 

The results reveal that entrepreneurship education at higher education institutions was primarily theoretical and relied 

on traditional forms of entrepreneurship education. Recurring rigid patterns show minimal personalization of content 

and learning styles within the University, with more personalization reported in the Mully Model of education and 

the more specialized entrepreneurship program of the Identity Projects. 

The adaptation of the Actiotope Model provided a new and unique approach to analyzing entrepreneurship 

ecosystems. The person-centred approach of the model provides valuable insights to learners and to entrepreneurship 

education institutions and researchers.  

Enhanced collaboration between the different entrepreneurial education stakeholders could be a more effective short 

to medium-term solution to addressing the gaps in entrepreneurial education at tertiary institutions.  

In the long term, the study recommends adopting practical-based and goal-oriented entrepreneurship teaching 

models.  
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INTRODUCTION AND THEORETICAL BACKGROUND 

Entrepreneurship can balance the inequality in society and create solutions for major issues facing our 

communities today, especially in developing countries. Kenya is a developing country but has a considerably advanced 

and sophisticated entrepreneurship environment by the region standards. The advancement of the entrepreneurship 

landscape in the country coincides with the rise of mobile payment services such as M-Pesa and improved internet 

connectivity.  

The Kenyan economy is one of the most diverse in Sub-Saharan Africa. The primary industries in Kenya 

include agriculture, manufacturing, tourism, and the service sector, and the primary sources of foreign exchange for 

the country are agricultural exports, tourism, and diaspora remittances (World Bank 1a, 2021).  

Despite the generally positive outlook, entrepreneurs in Kenya still face numerous challenges, such as a lack 

of quality entrepreneurship education. Kenya's education system creates skills that employers do not value while also 

raising the aspirations of those who learn them. The current education system results in people having neither 

employable skills nor skills to start and run a business (Gachugia et al., 2014). The topic of study is particularly relevant 

now as the Government of Kenya is in the process of implementing a new competency-based education curriculum 

(Oxford Business Group, 2018).  

Over the previous few decades, the concept of entrepreneurship education has evolved into a much broader 

picture. The field was in the past widely perceived as the study of entrepreneurs and the economics surrounding 

entrepreneurship. However, entrepreneurship studies now incorporate the research and promotion of 

entrepreneurial behavioral patterns in businesses and individuals, university-industry-government partnerships, start-

ups and scale-ups, and entrepreneurs' aspirations and education orientation (Belitski & Heron, 2017; Bonaccorsi et 

al., 2013). Recent developments have led to the introduction of the concept of an ecosystem within the 

entrepreneurship education field. 

The term ecosystem is associated initially with topics from the natural sciences. However, the term ecosystem 

is increasingly used in social sciences to emphasize inter-organizational solid ties (Brush, 2014). What, however, 

constitutes this ecosystem within entrepreneurship education? The research fills several critical gaps in the 

Entrepreneurship Education Ecosystem (EEE) literature by examining the individual's environment, which has an 

educational impact and shapes people's mental and emotional states. More specifically, the study has the following 

objectives. 

Research Objectives 

This study attempts to analyze the Kenyan entrepreneurial education ecosystem systematically. It investigates 

the nature of entrepreneurial education in the country, presents the Actiotope Model as a systemic framework that 

can be used for analyzing entrepreneurial education ecosystems, and compares the model’s five exogenous capitals 

in three entrepreneurship education programs. This is achieved by answering the following research questions: 

1. What is the nature of the three institutions' entrepreneurship education? (RQ1)
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Certain factors, such as teaching methodologies, learning content, and educational curriculum, can foster or 

hinder entrepreneurship skills development. By understanding these factors, the strengths and limitations of the 

institutions’ entrepreneurship education can be estimated. 

2. How are the three entrepreneurship education programs creating a systemic environment that 

supports their learners' entrepreneurial education? (RQ2) 

The systemic perspective of the Actiotope Model provides for additional learning and educational resources. The 

presence of these resources in the programs is assumed to reflect the program’s systemic nature. 

3. Is there a personalization of content and learning styles in the individual programs? (RQ3) 

Every entrepreneur’s educational requirement cannot be assumed to be similar. The didactics and pedagogies 

of the entrepreneurial education programs are used to reflect their degree of personalization. 

The three entrepreneurship education programs are comparatively analyzed to recommend innovative approaches 

to improve Kenya’s entrepreneurship education ecosystem. 

Entrepreneurship Education in Kenya 

Kenya adopted Ashmore's entrepreneurship learning model based on the premise that the skills and 

attitudes required for effective entrepreneurship growth do not emerge at a single point in time. As a result, EE 

should be introduced early in a child's education and developed as they grow. (Nafukho & Muyia, 2010). The 

proposed model has five levels, which would begin at the primary school. Level two is taught at the secondary school 

to impart management skills through business studies, accounting, and commerce. The learning model incorporates 

the third level at the tertiary education level to educate students on the skills needed to run a successful business. 

Levels four and five focused on entrepreneurship venture growth to meet the ongoing need for assistance to get a 

project off the ground and keep it running successfully (Nafukho & Muyia, 2010).  

 

 

Figure 1: Entrepreneurship Education in Kenya 
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Source: Adapted from Valerio et al., 2014 

While the Ashmore model adopted by Kenya seems to be progressive and fitting the Kenyan education 

system, why does the EE in the country still face a myriad of challenges?  

One answer would be that the current system does not follow the proposed Ashmore model as proper 

entrepreneurship education is not introduced until the tertiary level. To help provide further answers to the failure of 

the Kenyan EE, table 1 summarizes the results and recommendations from Mbila (2021) research to understand the 

nature of the contents, curriculum, and teaching methodologies of entrepreneurship education in Kenya (Mbila, 

2021). 

Table 2: Results and Recommendations from Mbila (2021)  

Methodology The study utilized mixed-method research by reviewing entrepreneurship program course 

outlines and conducting interviews with entrepreneurship students and teachers.  

Sample Size The study reviewed the course-outlines of fifteen universities and five mid-level colleges 

courses. Interviewed ten entrepreneurship teachers, twenty universities, and ten college 

learners 

Findings 

Course Outline 
1. 90% of courses are mainly theoretical  

2. A minority of courses had practical subjects such as idea generation, development of 

business plans, market selection, deal structuring etc. 

3. Assessment in all the courses was largely theoretical. These included written exams for 

2 hours, group and individual presentations, and continuous assessment tests 

Teachers view 92% of the teachers reported that they were bound to teach within the country and 

university curriculum, which exhibited limited flexibility. The teachers could not incorporate 

more practical aspects even if they wanted because they had to stick to the curriculum 

provided by the university or college. 

Students view 95% of the interviewed students enjoyed the learning concepts and curriculum because it 

was easy to memorize and pass their exams. The students believed that passing exams was 

a priority and good grades demonstrated that they are the best fit for employment or 

entrepreneurship.  

Teaching 

methodologies 

98% of the reviewed courses and interview results showed that traditional lecture methods 

were the primary teaching method.  
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Recommendations 

1. Adoption of learning by doing. Entrepreneurship education should shift to an enterprise methodology that 

involves the students in the learning process.  

2. There should be a shift from teacher-centred to learner-oriented education. The teacher should be a facilitator 

of the learning process. 

3. Innovative teaching methods should be adopted, including business plan development, gamification, 

entrepreneur visits, behavioral assessments, simulations, etc. 

Source: Own Illustration with concepts adopted from Mbila (2021)  

Mbila (2021) study gave an in-depth examination of the nature of entrepreneurship education and teaching 

in Kenya. This study aims to go a step further and examine the learner's environment beyond just the entrepreneurial 

learning environment. Therefore, the study utilized the concept of the entrepreneurship education ecosystem. 

Research on the concept of entrepreneurship education ecosystem is mainly from the developed economies like in 

Europe (Toutain et al., 2019). Still, few studies exist for Kenya or Africa at large. The study employed the Actiotope 

Model by Ziegler as a conceptual framework to try and recommend systemic and innovative methodologies on how 

to improve the entrepreneurship ecosystem in Kenya.  

The Actiotope model   

The Systemic Perspective 

The systemic perspective introduces the idea of additional learning resources. Ziegler and Baker (2013) 

stated that excellence is a revolutionary process that requires adaptation to even the relatively stable Actiotope 

systems. This adaptation can only be accomplished by continuously introducing new resources that maintain stability 

and ensure the Actiotope modifiability. Therefore, two learning resources are defined: “Learning Capital” and 

“Educational Capital”. 

“Learning capital is in the person’s component of the Actiotope and thus encompasses all endogenous resources 

that can be used to foster a person’s learning progress in a domain. Educational capital is the environmental 

component of the Actiotope and thus includes all exogenous resources that can be used to foster a person’s 

learning progress in a domain.” (Rempel & Mully, 2019) 

The research aims to analyze the environment surrounding the individual. The endogenous capitals are 

within the individual, while the exogenous capitals constitute the individual's environmental aspects. Therefore, the 

research only looked at the exogenous capitals as the study is more interested in the environment around the 

individual. More specifically, the research analyses the Kenyan EEE based on the five exogenous capitals of the 

Actiotope Model.  

For this study, the endogenous capitals will not be explored further, while table 2 below, adapted from 

Rempel and Mully (2019), defines and illustrates the five exogenous educational capitals. 
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Table 3: Definition and Illustration of the five exogenous capitals 

Capital Definition
1 

Illustration 

Economic 

Educational 

Capital 

Every kind of wealth, possession, money, 

or value that is invested in the initiation 

and maintenance of the education and 

learning process (pg. 27) 

A learner’s socio-economic background will 

significantly affect their academic success. In 

2018, 29.1% of Kenyans were still living below 

the poverty line. Such a high poverty level means 

families do not have sufficient economic 

resources to spend on their children’s education 

(World Bank 1a, 2021). 

Social Educational 

Capital 

Includes all persons and social institutions 

that can directly or indirectly contribute to 

the success of the learning and education 

process (pg. 27) 

Mentors, coaches, and role models are essential 

for entrepreneurs 

Cultural 

Educational 

Capital 

Includes value systems, thinking patterns, 

models and, the like that can facilitate or 

hinder the attainment of learning and 

education goals (pg. 28) 

In the researcher’s experience, an educated 

person was more valued than an uneducated 

person in Kenya. A lot of emphasis is therefore 

placed on education and learning. 

Infrastructural 

Educational 

Capital 

Relates to materially implemented 

possibilities for action that permit learning 

and education to take place (pg. 28) 

This may include classrooms, libraries, computer 

labs, incubation centres etc. 

Didactic 

Educational 

Capital 

The assembled know-how is involved in 

the design and improvement of 

educational and learning processes (pg. 

29) 

“Training based on superior didactic know-how 

can easily yield improved effects of at least half 

a standard deviation.”(Rempel & Mully, 2019) 

Source: Own illustration adapted from Rempel and Mully (2019)  

Note: 
1
The definitions are quotes from Zeigler and Baker (2013, pg. 27 – 31) 

Key Factors of the EEE Framework in Kenya 

This research argues the following critical findings of the EEE in Kenya.  

1. There is a significant gap between what the EEE offers and what students/entrepreneurs or other stakeholders 

expect. According to the research, there is a considerable gap in the following areas. 

• One is an entrepreneurial mindset. (Parton et al., 2014).  
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• Two is the significant need for more involvement of the business community within the EEE. (World 

Bank, 2014, pg. 61).  

• Three is the lack of personalized content and training programs. (Parton et al., 2014).  

2. The EE programs offered are, by nature, brief, one-time programs. There are increasing calls for more systematic 

initiatives. The research argues that more systemic initiatives with holistic and long-term approaches are needed 

to address the Kenyan market environment's weaknesses by providing ongoing support. 

3. According to the general EE studies, initiatives in this domain can help provide income and enhanced business 

practice adoption. In Kenya, research shows that EE initiatives mainly focus on the contextual challenge of 

creating jobs and poverty reduction with minimal research to establish its role in promoting self-employment or 

establishing enterprises (Parton et al., 2014). Thus, most students end up with skills suitable for jobs that do not 

exist and abilities that cannot start and run a business.   

4. The EE initiatives in Kenya are decentralized, with little evidence of a regional or national strategy for EE 

promotion (World Bank 2014, pg. 61). There is an urgent need to promote communication among EE 

stakeholders (Parton et al., 2014). The decentralized nature of the EEE in Kenya presents a challenge in analyzing 

the entrepreneurship education ecosystem.  

RESEARCH METHODOLOGY 

The study is exploratory mixed-method research as quantitative and qualitative methods are used. The 

philosophical worldview adopted by the study is pragmatic. This worldview emphasizes the research problem and 

approaches best suited to understand the problem (Cherryholmes, 1992). The study conducted a multi-level analysis 

that followed a convergent parallel design utilizing mixed-method research, as shown in figure 2. 

 

Figure 2: Research design (Source: Own Illustration) 
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The research connects the findings as per the five exogenous capitals of the Actiotope Model to address this 

concern. Therefore, the interview questions and the questionnaire questions are built around the exogeneous capitals 

to ensure consistency and a more straightforward analysis of the findings. The study looks at the research design in 

the following section. 

The following sections discuss the quantitative and qualitative parts, highlighting the data collection 

procedure, data collection instruments used, sample size, and the research validity of the data collection instruments. 

Quantitative Research 

The study obtained quantitative data using anonymous questionnaires adapted from the Questionnaire of 

Educational and Learning Capital (QELC). QELC has been tested and re-tested on different continents, with results 

showing construct and concurrent validity. Vladut et al. (2013) administered the questionnaire to 503 participants 

across China, Germany, and Turkey (Vladut et al., 2013). The validity of the questionnaire was confirmed in another 

study conducted on 248 post-secondary students from Germany. The findings revealed that QELC had good 

psychometric properties and factorial and concurrent validity (Vladut et al., 2015). A similar study in Israel affirmed 

the validity and reliability of measuring the Actiotope Model capitals using QELC (Paz-Baruch, 2015). Rempel (2019) 

also used a similar QELC questionnaire adapted to entrepreneurial education in his study in Kenya (Rempel & Mully, 

2019). 

The anonymous questionnaire was created using the software Unipark.de. The questionnaire was structured 

into six sections plus a confidentiality consent section at the beginning of the form. The 1
st
 section collected general 

characteristic information from the respondents. These included age, gender, level of education, type of high school 

attended, family residence (urban vs rural), family monthly income level, and years of entrepreneurship experience. 

Sections 2 – 6 contained questions on the five exogenous capitals of the Actiotope Model. The questions were rated 

on a 6 -point Likert scale where one means 'Not true at all' and six means 'Fully true'. 

The major players offering entrepreneurship education in the Kenyan ecosystem include public and private 

universities, NGO's, certificate programs, and local and international entrepreneurship organizations. One institution 

from three major categories was selected using the non-random purposive sampling technique. Furthermore, time 

constraints, the availability of direct contacts, and the organizations’ willingness to participate further impacted the 

sample selection.  

Therefore, three institutions were selected: Identity Project (IP), Maasai Mara University (MMU), and Mully 

Children’s Family (MCF). The anonymous questionnaire was then administered for data collection to the target 

respondents between June and July 2021. The target respondents should have completed a program, semester, or 

module each organisation offers. This was to ensure that the participants experienced the programs' 

entrepreneurship education environment.  
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Number of Respondents per Institution 

The study obtained 108 total responses from the three institutions. Incomplete responses were removed, 

and the data was cleaned before analysis. The research only conducted a descriptive analysis using mean and 

standard deviation to achieve the research objectives and answer the research questions. The table below summarizes 

the sample characteristics. 

Table 4: Research sample characteristics 

  Total IP  MMU MCF 

Gender Male: 

Female: 

49 (45%) 

59 (55%) 

10 (28%) 

26 (72%) 

14 (41%) 

20 (59%) 

25 (66%) 

13 (34%) 

Age Below 30: 

31-40: 

Above 41: 

85 (79%) 

7   (6%) 

16 (15%) 

16 (44%) 

6   (17%) 

14 (39%) 

33 (97%) 

1   (3%) 

0 

36 (95%) 

0 

2  (5%) 

Level of education Secondary: 

Diploma/Certificate: 

Bachelor’s degree: 

Post-graduate: 

2   (1%) 

51 (47%) 

47 (45%) 

8   (7%) 

1   (3%) 

12 (33%) 

18 (50%) 

5   (14%) 

1   (3%) 

2   (6%) 

29 (85%) 

2   (6%) 

0 

37 (97%) 

0 

1  (3%) 

Family monthly income 

(Kenya shilling) 

Below 23,670: 

23,671 – 71,835: 

71,835 – 120,000: 

Above 120,001: 

54 (50%) 

29 (27%) 

10 (9%) 

15 (14%) 

10 (28%) 

12 (33%) 

5   (14%) 

9   (25%) 

13 (38%) 

11 (32%) 

4   (12%) 

6   (18%) 

31 (82%) 

6   (15%) 

1   (3%) 

0 

Place of family residence Rural: 

Urban: 

63 (58%) 

45 (42%) 

11 (31%) 

25 (69%) 

19 (56%) 

15 (34%) 

33 (87%) 

5   (13%) 

Entrepreneurship 

experience 
None: 

Less than a year: 

1 – 3 years: 

3 – 5 years: 

5 – 10 years: 

14 (13%) 

37 (34%) 

43 (40%) 

10 (9%) 

4   (4%) 

2   (6%) 

9   (25%) 

15 (42%) 

8   (21%) 

2   (6%) 

8   (24%) 

11 (32%) 

14 (41%) 

1   (3%) 

0 

4   (10%) 

17 (45%) 

14 (37%) 

1   (3%) 

2   (5%) 

Qualitative Research 

The research was interested in gaining new insights from the program directors on the environment around 

the entrepreneurs or participants within their programs. The term program director was used to describe the persons 
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administratively responsible for the entrepreneurship education programs. The persons may hold different titles in 

their respective institutions but are categorized as program directors for study purposes. The researcher’s supervisor 

provided the contacts to the program directors. 

The first interview partner was Pascal Strauss from Identity Projects. Mr. Strauss was one of the Identity 

Projects' initiators and co-founders and served as the principal trainer. The second interview partner was Dr George 

K. Rukaria, the Maasai Mara University’s School of Business and Economics dean. Lastly, Mr. Vincent Opiyo was the 

program manager at Mully Children's Family, where he oversaw all the programs within the institution. 

The study employed qualitative research in the form of semi-structured interviews. The interviews were semi-

structured to ensure all the interviews were conducted in an orderly manner while at the same time giving space to 

the interviewees to address some questions in more detail. The directors of the three programs were interviewed. 

The interviewees possessed significant specialized expertise and were deemed specialists for this study task due to 

their project position, professional certifications, and many years of experience. The interview method is, therefore, 

expert interviews.  

After transcription, the analysis was conducted using MAXQDA and the evaluation procedure followed the 

qualitative analysis procedure described by Kuckartz (2019). First, the text was deductively assigned to categories 

based on the interview guideline. The main categories were the five exogenous capitals. Second, the main category 

text passages were compiled, and subcategories were constructed from the material. The interview analysis then 

focused on the five exogenous capitals per the interview guideline (Kuckartz, 2019).  

The researcher researched the research respondent's data with utmost care and ethical consideration. The 

interview partners agreed to share their data and presented it in the following chapter by signing the data consent 

form. Therefore, the research shows the findings using the researcher’s names, positions, and organization names.  

RESULTS, ANALYSIS, AND DISCUSSION 

Quantitative Results and Analysis 

Table 4: Summary of the means and standard deviations of the five exogenous capitals 

Capital Total  IP  MMU  MCF  

 Mean SD M SD M SD M SD 

Economic 3.2667 1.090305 2.833 0.80782 3.6588 1.02754 3.3263 1.25239 

Cultural 4.4333 0.84433 4.5444 1.05896 4.5118 0.83730 4.2579 0.57122 

Social 4.0509 0.8000 4.1611 0.81392 3.5176 1.03411 4.4237 0.54855 



213 

 

Infrastructural 4.2389 0.94817 4.0778 1.00885 4.1882 1.00416 4.4368 0.81851 

Didactic 4.5352 0.990 4.6722 0.79299 4.1059 1.324124 4.7895 0.67535 

Source: Own illustration (M=mean & SD=standard deviation) 

The findings show didactic capital had the highest total mean, followed by cultural, infrastructural, social, 

and economic, with a substantially lower mean than the four other capitals. The result on the economic capital is not 

very surprising considering the general economic state of Kenya, and 50% of the respondents have family monthly 

income levels of less than 183 Euros per month: 

The Economic capital findings show the means of IP ranked last in all five questions. MMU had the highest 

mean in questions E1, E3, and E4. However, the difference in the means of MMU and MCF in question E1 was 

minimal. On the other hand, MCF had the highest means in questions E2 and E5. The results show that all 

respondents' families or guardians tend to spend higher in education than entrepreneurship. Question E2 had the 

lowest means, and question E3 had the highest means across three institutions. 

Interestingly, table 3 showed that most MCF respondents came from families with the lowest income levels. 

At the same time, IP had most respondents from higher income levels. However, the findings on the economic capital 

show contradictory results as one might expect the higher the monthly income, the higher the economic capital. Still, 

IP has a lower mean on all five questions than MCF. 

The results show that the cultural capital had higher means than economic capital. MCF had the least 

averages in all the five questions, while IP had the highest means in questions C3, C4, and C5. MCF had the lowest 

standard deviations compared to IP and MMU. The study argues that most MCF respondents live in a similar and 

controlled environment, hence low SD in the cultural capital. 

The averages of the social capital are observed to be lower than the cultural capital but higher than the 

economic capital. MCF had the highest averages followed by IP, and MMU had the least means across all five 

questions. It is observed that all the means of MMU are below 4.0 while all from IP and MCF are above 4.0. Questions 

S1 and S2 relating to business ideas had the lowest averages from all the respondents. Again, it is observed that 

respondents tend to receive more support about entrepreneurial education or learning than starting a business. This 

observation concurs with the analysis of the economic capital. 

The variation of the infrastructural capital means between the three institutions was minimal, with MCF 

having the highest means in all the questions. The most significant variation in means is observed in question I2, 

where IP respondents have the least favorable studying conditions at school. It is important to note that IP does not 

have any physical infrastructure or school-like structures, and the program is done virtually. Question I5 had the 

lowest averages across the three programs. 
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The findings show that IP and MCF have higher averages than MMU across all the questions of the didactic 

capital. MCF has higher means than IP in all questions except D3. Interestingly, the means of MCF are the highest, 

and the SD is the lowest, signifying minimal variation between the respondents' answers to the questions. MMU 

reported the lowest mean in question D2 about entrepreneurship and business training. 

Qualitative Results and Analysis 

Table 5: An overview of the Institutions 

Institution Description 

 IP The Identity Projects is a non-governmental not for profit entrepreneurship education and empowerment 

organization present in various countries, including Kenya. 

MMU MMU is a Kenyan state-accredited public university offering diploma, certificate, bachelor, master, and 

PhD courses. 

MCF MCF started as a humanitarian organization to rescue and give a home to homeless children in Kenya. 

The charity organization rescues, rehabilitates, educates, and trains underprivileged children and young 

people. The primary purpose is to give the children and young people an opportunity to become self-

sufficient and live regular lives after leaving the institution. 

The results showed a diverse set of organizations aiming to provide entrepreneurship education to Kenyans. 

MMU and MCF are local organizations only present in Kenya, while IP operates beyond the Kenyan ecosystem. 

The Nature of the Entrepreneurship Program 

The results showed diverse approaches to entrepreneurship programs. Identity Projects was the shortest, 

but the duration cannot be precisely determined because, as Mr. Strauss mentioned, the program had three parts 

(incubator, accelerator, and connector). The two months only referred to the incubator. Therefore, the results 

presented in this study only reflects one part of the entrepreneurship program.  

The entrepreneurship degree program at MMU lasted for four academic years, but students from other 

bachelor programs must study a mandatory entrepreneurship course for 15 weeks in their third academic year. MCF 

provided a rather personalized program depending on the student's situation at the time of rescue. Therefore, a 

student at MCF may take anywhere from 18 to 42 months to complete the program, including coaching and 

mentorship. 

The research also noted differences in the target group, with each program targeting a specific target group. 

However, a student from MMU and MCF may also be a participant of the IP as the target group of IP overlaps with 

the target group characteristics of MMU and MCF. The study cannot accurately make such an inference on the 
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participants of MMU and MCF. Still, it can be the case that a student from MCF gets sponsorship to pursue a degree 

at MMU as MCF does not provide university education.  

Economic Education Capital  

Financial and Time Costs 

The interviewees provided information on the monetary and temporal costs invested by the participants in 

the program. Time investment per week refers to the hours per week required to fulfil the program objectives, and 

the cost of the program is any direct costs incurred by the student to be part of the entrepreneurship program.  

Table 6: The monetary and time costs of the programs 

Time investment per week Cost of Program 

IP 2 hours teaching & 1-hour coaching No cost incurred by the participant 

MMU 3 hours per week in each of the seven courses 

in their respective study programs  

Tuition fees: 

- Ksh 26,000 and 30,000 (200-230 Euros) for 

government-sponsored students per semester 

- Ksh 60,000 per semester for self-sponsored students 

Other costs include administrative, computer lab fees, and the 

cost of academic field trips. 

MCF Students devoted three hours per week to each 

subject in their course. A student typically uses 

18 hours a week 

The program was free to the students who obtained full 

scholarships worth Ksh 45,000 (360 Euros) per year from MCF 

 

Financial Support and Incentives 

Table 7: The types of financial support and incentives offered by the programs 

IP MMU MCF 

• Personalized support, i.e., 

depending on student 

needs 

• Connection to funding 

opportunities 

• Partial Scholarships 

• External support 

• Work-study program 

• Informal sources, e.g., university 

staff philanthropy efforts 

• Full Scholarships 

• Pocket money 

• Start-up capital 

• Work-study program 

• Financial training 

• Partnerships 
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Cultural Education Capital  

The value systems and thinking patterns facilitate the attainment of a program learning goals. The study 

divided this capital into two sub-sections for results comparison and analysis. 

Program Values 

The research investigated the fundamental values of the respective entrepreneurship programs, and the 

findings are summarized in the table below 

Table 8: The program value systems 

Institution IP MMU MCF 

Values 
• Learn 

• Grow 

• Lead 

• Honesty 

• Hard work 

• Accountability 

• Visionary 

• Accountability  

• Honesty  

• Bravery 

 

Thinking Patterns 

The interviewees provided more information on the thought process and models behind the development 

of the entrepreneurship programs. Mr. Strauss mentioned that the program used the growth mindset as a base 

model to attain the program goals and support an open entrepreneurial mindset. The project works on changing the 

attitude of "not being able to do anything about one's circumstances" by creating a shift in mindset from identifying 

problems to finding solutions. 

Mr. Opiyo stated that the education model at MCF integrated entrepreneurship at all levels to create an 

entrepreneurial culture. The education curriculum prioritized business management and entrepreneurship studies to 

prepare the students for entrepreneurship from an early age (Opiyo, 2021, pg. 1, lines 46 ff). Emphasis was placed 

on developing business plans and then presenting and defending the business plan in front of a panel. Every 

department at MCF, including technical departments, had a detailed business planning program. Mr. Opiyo referred 

to the competitive nature of the business plan preparation and submission, which prepared students for the business 

environment. 

Dr Rukaria emphasized the importance of entrepreneurship education in the Kenyan education ecosystem, 

noting that only a few institutions of higher learning had specialized entrepreneurship programs. He envisioned a 

future in which every program at the higher education level, regardless of specialization, would include four or five 

entrepreneurship-related subjects. For example, Maasai Mara University's computer science, botany, and zoology 

degrees should consist of more than the one entrepreneurship course offered because that might be insufficient. He 

believed that by doing so, the education ecosystem could lay a stronger entrepreneurship foundation for students, 

allowing them to understand better the role of entrepreneurship and self-employment as a career path. 
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Social Education Capital  

Qualification and experience of the Trainers 

Table 9: Trainer’s background 

IP Entrepreneurs, Professors, and Specialists in training".  

IP does not have any full-time staff, and all the facilitators (coaches and trainers) volunteer part-time  

MMU The university had lecturers with a minimum qualification of a master's degree. Many lecturers had 

doctorate degrees, and others were professors. 

Dr Rukaria stated that most teaching staff had a professional connection to the industry.  

MCF Certified vocational trainers, college tutors, expert coaches, and practitioners provided academic 

support. The vocational trainers are certified by the National Industrial Training Authority (NITA) and 

Technical and Vocational Education Training (TVET). Some college tutors are the Teacher Service 

Commission (TSC) members, while others are certified tutors through the Kenya Technical Training 

Institutes. 

 

Number of trainers & Trainer to Participant ratio 

Table 5: The number of trainers & trainer to participant ratio 

IP The program in Kenya had between 10 to 15 facilitators for around 40 participants. The trainer to 

participant ratio is about 1:3 

MMU The school of business and economics has between 20 and 25 full-time lecturers and around 30 part-

time lecturers. The trainer to participant ratio is about 1:70 

MCF Mr. Opiyo stated that there existed a shortage of qualified instructors in Kenya. Therefore, MCF employed 

part-time instructors to supplement the full-time instructors. The trainer to participant ratio is about 1:10 

 

Support Networks  

Vladur et al. (2013) stated that social institutions contribute to the success of learning and educational 

processes (Vladut et al., 2013). The study compared and presented the various forms of social networks established 

by the institutions to facilitate learning.  
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Table 11: Results on the program support networks 

IP MCF MMU 

• Peer to peer 

coaching groups 

• Feedback model 

• Alumni group 

• Peer-peer coaching and counselling 

• Mentorship and Leadership  

• Community Linkages 

• Alumni networks 

• International Conferences 

• Mentorship 

• Community Linkages 

According to the study, MCF support networks are more extensive and well-established. For example, MCF's 

mentorship program is structured and already in place, while MMU was still working on a policy. MMU and MCF 

had alumni groups and community linkages but with different descriptions. MMU's alumni group, for example, was 

described as a networking platform, whereas MCF's alumni group provided direct opportunities to students, role 

models, and alumni events. Dr Rukaria reported that MMU students connected to the community through 

community service, whereas MCF used the community connection to create opportunities and markets for their 

students produce. 

Additionally, all three organizations provided external support networks and partnerships through external 

trainers and partnerships with other organizations. 

Infrastructural Education Capital  

Physical Infrastructure 

Table 12: Results on the physical infrastructure within the institutions 

IP The institution did not possess any physical infrastructure as the program was held virtually via Zoom. 

However, the institution collaborated with universities to use their physical facilities  

MMU lecture halls and classrooms with amenities such as whiteboards and public address systems. 

The students attended virtual classes where the rooms were insufficient  

Only the postgraduate lecture rooms had permanent screens and projectors, which all students could 

use when needed 

The university's primary source of electricity was the national grid, but it had a backup generator in case 

of a power outage. 

MMU had numerous internet hotspots throughout the university, resulting in adequate and robust 

internet connectivity. 

The university had additional provisions for structures to support student entrepreneurs.  

- Student center where students could rent stores and set up businesses while studying.  
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- Hospitality lab. The students could use the lab to prepare meals and sell them to other students 

and staff members.  

MCF MCF offered primary, secondary, vocational, and college educational facilities.  

The schools had lecture halls, workshops, laboratories, and field demonstration units  

Besides the physical infrastructure, the institution had projects where the students gained practical 

experience. Mr. Opiyo gave a few examples.  

- One was the ongoing construction projects within MCF, where students from the welding, 

metalwork, electrical installation, and masonry department could book appointments to have 

practical work  

- Another example was the MCF farms, which set aside land for students to use. Students 

interested in agriculture and farming used these lots to grow crops or raise animals to gain 

experience and sell the produce  

MCF also provided accommodation facilities for visitors  

The institution had a stable supply of electricity from the primary grid and a backup generator in case of 

loss of power. MCF provided the necessary technological support such as computers and internet access 

to the students. 

The results showed MCF facilities and education was so good that other institutions in the region went 

for benchmarking. 

 

Infrastructural Limitations 

The last section of the infrastructural capital looked at the reported challenges to the institution's 

infrastructure. The study summarized the difficulties reported in Table 13. 

Table 13: Results on infrastructural limitations 

IP MMU MCF 

Lack of internet access and connectivity.  

Insufficient access to laptops/computers 

Lack of a proper incubation center  

Unstable internet access and power 

outages 

Limited computers 

Unstable internet connection 

The findings showed inadequate internet access as a common challenge between all the three institutions. 

IP and MCF reported limited computers for students to use. Dr Rukaria spoke about the importance of incubation 

centers at universities and how the lack of one at MMU hindered effective entrepreneurship education. 
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Didactic Education Capital 

The program curriculum 

Table 6: A description of the program curriculum 

Identity Projects (IP) 

The program structure consisted of two hours of teaching and one-hour coaching sessions every week. Mr Strauss 

explained that by only teaching a person, you improved productivity by 22%. When you combine teaching with coaching 

on the same subject over time, you increase productivity to 88%  

Mr Strauss stated that the curriculum was designed based on scientific insights on learning more effectively. For example, 

the program gave the instructional segments 20 to 25 minutes but never more than 25 minutes. The justification was 

that the human brain is better at remembering the beginning and end of a lecture. Therefore, the shorter the teachings, 

the more the beginnings and endings hence better information absorption and retention. The type of teaching was 

known as the Pomodoro. At the end of every 20-25 minutes teaching cycle, the participants were put into smaller groups 

to share and discuss the teaching. 

The environment created by the program triggered creative thought processes, critical thinking, and decision making 

between the participants. The teaching sessions covered personal well-being, healthy habits, behavioural assessments, 

business models, value innovation, customer identification, and team and personal leadership. In contrast, the program 

did not cover marketing, human resources, and sales skills in so much detail (Strauss, 2021, pg. 6, line 231 ff). 

The learning content links theoretical concepts to real-world experiences by answering the participant questions using 

practical experiences. (Strauss, 2021, pg. 9, line 358 ff). 

Maasai Mara University (MMU) 

The entrepreneurship program had eight semesters and seven courses per semester. The students would typically take 

four academic years to complete the degree program.  

The university offered specific courses in the curriculum to help the students develop an entrepreneurial mindset. One 

example was critical thinking which was a one-semester university-wide course. Aside from that, the education curriculum 

included tasks that enhanced the students' critical thinking, problem-solving, decision-making, and creative thought 

processes. A student, for example, could improve their decision-making skills by completing an assignment in which they 

solved an accounting problem and made recommendations  

The curriculum significantly included general business skills such as customer identification, sales, human resource, 

production, and service delivery. The program offered foundation and advanced courses in management, while marketing 

had two separate subjects. The general business skills were further emphasized when the students prepared their business 
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plans. The program also included soft skills such as communication, negotiation, leadership, presentation, and human 

relations  

Mully Children's Family (MCF) 

MCF is a Technical and Vocational Education Training (TVET) institute, and the curriculum was developed and approved 

by the Kenya National Examination Council (KNEC) and the National Industrial Training Authority (NITA). 

Mr Opiyo described the general design of the learning environment at MCF as a hybrid system that he defined as the 

integration of theory and practical work. The institution established various entrepreneurial departments to generate 

income and provide students with practical skills and experience. Therefore, MCF designed the training programs around 

the entrepreneurial ventures to ensure the students can obtain valuable exposure to improve their entrepreneurial skills 

continuously. 

The business plan preparation process is crucial for the Mully model of education. Mr. Opiyo stated that the students 

undergo training from the beginning of the program to prepare a business plan and defend them before a panel. Students 

consult with entrepreneurs in their field during the business plan preparation process who provide advice to ensure that 

their business plans develop into a business. Mr. Opiyo shared his experience of how impressed he was to see students 

at the certificate, craft, or diploma level defend their business plans in a way that demonstrated their ability to do business. 

Furthermore, MCF used the business plan defense process to assess students' creativity and business skills. 

The findings showed variations to the curriculum development process and contents of the respective 

entrepreneurship programs. IP leveraged scientific principles and the Pomodoro technique and used short teaching 

and coaching sessions to structure their program. MMU's program was a university degree focused on general 

business management skills, which took four academic years. MCF structured its program around the institution's 

goal of income generation and financial sustainability. MCF emphasized the business plan as a vital component of 

its curriculum.  

Only MCF reported curriculum regulation from governmental organizations such as NITA and KNEC. IP's 

curriculum included business topics such as business models and value innovation, but an equal emphasis was on 

empowering the individual. 

Methods of curriculum delivery 

Following an examination of the curriculum's design, it is critical to comprehend how the curriculum was 

delivered to the intended audience. The delivery methods play a vital role in the didactics of any education program. 

The study summarized the findings in Figure 3. 
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Figure 2: An illustration of the methods of curriculum delivery  

The figure shows similarities in forms of curriculum delivery between the entrepreneurship programs. All 

programs used class lectures, experimentation or practical learning, and group work. Only IP followed every teaching 

with a coaching session. However, one could argue that one-on-one instruction by MCF is a form of coaching.   

Discussion  

This section attempts to answer the three research questions by discussing the research findings and 

comparing them to the literature. The questionnaire and interview results are synthesized to infer meaning. The 

research questions are listed as sub-headings.  

RQ1 - What is the nature of the three institutions' entrepreneurship education? 

The first step in answering this question is to give an overview of the entrepreneurship education 

institutions. IP is an international NGO with a specific goal of empowering entrepreneurs. The entrepreneurship 

program targets university students and young entrepreneurs. The entrepreneurship program was started recently, 

and the findings discussed are only of the incubator part of the entrepreneurship program. It would be interesting 

to conduct follow-up research once the connector and accelerator phases have been completed. MMU is a state-

accredited public university offering various diploma, bachelor, and postgraduate courses. For this research, the focus 

was on the bachelor level of education. MCF is a local humanitarian NGO with institutions offering different levels 

of education, such as primary, secondary, and tertiary levels. MCF offers care, rehabilitation, and education to kids 

from impoverished backgrounds, homeless, child mums etc. The study focused on MCF’s Technical and Vocational 
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Education Training (TVET) institute offering diploma, certificate, and craft courses. The programs from MCF and IP 

are free, while students at MMU must pay a tuition fee of at least 200 Euros per semester.  

The findings on the educational curriculum show that MMU was relying on university guidelines, and the 

courses were structured into four academic years with two semesters per year. Each semester had 13 weeks for 

teaching and two weeks for examinations. The findings are similar to Mbila (2021) research that found written 

examination as the primary assessment form. The tests were also largely theoretical and easy for the learner to quickly 

memorize. This type of education is what was described by Mbila (2021) as “education about entrepreneurship” 

(Mbila, 2021). 

MCF’s curriculum was based on the government stipulated regulations for TVET institutions. However, MCF 

went a step further to complement the curriculum with well-structured programs such as practical work, work-study 

programs etc. The program was designed so that by the time the students graduate, they have prepared business 

plans and are offered support in starting their businesses. MCF’s approach to entrepreneurial education is an example 

of “education for entrepreneurship”. The study finds MCF’s approach to be holistic and practical. Rempel and Mully 

(2019) reported that the Mully Model of entrepreneurship education created over 6400 enterprises and almost 18000 

jobs (Rempel & Mully, 2019). 

While the study found the Mully Model of entrepreneurship education most effective, its replicability in 

other institutions or environments cannot be ascertained. MCF is a controlled environment where the learners live, 

study, and work. The institution is the only place most learners consider as their home. On the other hand, the 

learners of the other institutions such as MMU and IP have more diverse backgrounds and have a home outside the 

institutions.  

Lastly, IP’s curriculum was innovative and displayed flexibility to adapt to the target group needs. The 

curriculum was co-created with the target group before the program's start. The co-creation concept shifts the focus 

of the education program from the teacher to the learner. This corresponds to the innovative pedagogy model of 

entrepreneurship education described by Mbila (2021). The incubator part of the program takes two months to 

complete, and at the end, all the participants submit a business or business idea pitch to a juror of experts. The study 

finds the business pitch to be a more effective assessment method than the written examinations.  

The learning content between the three programs also varied, with MMU focusing more on general 

business skills, MCF on the business plan development, and IP on entrepreneurship leadership and business idea 

pitches. IP also included behavioral assessment and business models, which Mbila (2021) recommended. IP displayed 

the most flexibility as the learning contents were co-created with the participants before the start of the program. 

The researcher argues that the co-creation of learning contents effectively addresses the learner’s needs but might 

be difficult and costly to be implemented on a larger scale, such as the universities.  

The teaching methodologies were slightly different, with MMU reporting majority of their curriculum was 

taught through class lectures, thus heavily theoretical. IP utilized the Pomodoro principle to teach its contents and 

combining it with coaching sessions. MCF, on the other hand, was primarily practical training. IP’s teaching 
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methodology is again fascinating for two reasons. One is the short cycles of teachings according to the Pomodoro 

Principle, and two is the follow-up coaching after every teaching session. Both approaches could be applied to tertiary 

institutions in Kenya. 

The findings show that the nature of MMU entrepreneurship education was mostly traditional compared to 

IP and MCF. Therefore, it is no surprise MCF, and IP reported higher means in the didactic education capital than 

MMU. The findings concur with Mbila (2021), whose study showed that entrepreneurship education curriculum in 

tertiary institutions lacked flexibility and followed the traditional and less effective teaching methods (Mbila, 2021).  

The study believes entrepreneurship education delivered by MCF is an effective way of teaching 

entrepreneurship in vocational training institutions. The argument is supported by Rempel and Mully (2019) findings, 

whose study showed that the Mully Model of entrepreneurship education effectively imparts skills necessary for 

successful enterprise and employment creation (Rempel & Mully, 2019). 

The researcher also argues IP’s nature of entrepreneurial education is an effective but complimentary way 

of teaching entrepreneurship education. It is complimentary as it can be easily incorporated into Kenya's existing 

formal entrepreneurship education models. This is facilitated by the virtual nature of the program and the shorter 

times required to complete the program. Previous research shows that incorporating innovative methodologies to 

institutions of higher learning in Kenya can be very expensive and may not fit into the rigid education curricula (Mbila, 

2021). Therefore, the study recommends that institutions of higher learning can partner with IP and have IP’s 

entrepreneurial program parallel to its entrepreneurship programs. For example, MMU and MCF can have Identity 

Projects as short-term courses done within entrepreneurship clubs or societies in their institutions. This arrangement 

will also ensure all students, regardless of the study program, have an opportunity to gain entrepreneurial skills 

besides their degree program. 

RQ2 - How are the three entrepreneurship education programs creating a systemic environment that 

supports their learners’ entrepreneurial education? 

Ziegler and Baker (2013) stated that the Actiotope is usually stable but requires additional resources to 

ensure the continuous development of excellence (Ziegler et al., 2013). The study looks at the presence of the 

Actiotope Model’s five exogenous capitals to answer RQ2,   

Starting with IP, the program’s base model was the growth mindset. The growth mindset challenges 

individuals to adopt an open attitude to learn and grow regardless of personal or entrepreneurial success. Ziegler 

and Baker (2013) stated that “at some point, most people will cease with learning and seldom fully challenge all the 

individual development possibilities. It is at such points that intervention from educators could assist.” While the 

argument by Ziegler and Baker seems reasonable, it assumes that individuals do not possess a growth mindset as 

proposed by IP, and they need an external influence to achieve their learning potential. The researcher challenges 

the assertion by Ziegler and Baker by proposing that entrepreneurs should be taught how to develop and sustain a 

growth mindset to attain their potential development possibilities. Nevertheless, educators, mentors, or coaches still 

play an essential role in the entrepreneurial development of the individual.  
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The three value systems of IP are, learn, grow, and lead. Mr Strauss stated the values were sequential, thus 

creating a systemic nature to the value system. The findings also showed that IP had the highest cultural capital mean 

among the three organizations. The study argues that the sequential value system contributed to IP having the 

highest cultural capital mean. However, the study examined only one of three parts of IP creates a limitation as the 

development of entrepreneurial excellence needs to be observed over an extended period. Therefore, the two-month 

incubator program could be insufficient to examine the individual learning pathways. Further research should follow 

up on the participants after going through the other phases.  

The questionnaire findings showed that MCF had the highest mean in social, infrastructural, and didactic 

exogenous capitals. As already explained in RQ1, MCF had the most effective form of entrepreneurial teaching and 

thus the highest didactic capital mean. The interview findings can explain the high social capital mean. The interview 

findings showed that MCF had the most well-established social networks. These networks can be compared to 

Toutain et al. (2019) connections. Toutain described the connections as an essential component of an effective EEE 

(Toutain et al., 2019). 

MMU had the highest economic capital mean, but MCF had more comprehensive financial support and 

incentives. The financial support and incentives could explain why MCF had a higher average economic capital than 

IP, yet IP had more respondents with higher income levels.  

All the institutions had the presence of exogenous capitals but to varying intensities. The exogenous capitals 

are not solely responsible for developing entrepreneurial excellence, but they create an enabling environment for an 

individual to thrive. The study concludes that MCF has the most systemic environment that supported the learner’s 

entrepreneurial education. This assertion is supported by the findings of Rempel and Mully (2019). On the other 

hand, MMU continues to foster an environment that lacks innovation by Mbila 2020.  

The researcher could not correctly assess the IP entrepreneurial environment as the research only analyzed 

one of three program parts. However, the thesis asserts that IP presented the most innovative way to teaching 

entrepreneurship education. The program utilized online tools and leveraged collaborations to deliver the program 

at no cost for the participant. Also, the program ensured knowledge transfer across borders. 

RQ3 - Is there a personalization of content and learning styles in the individual programs? 

The findings observe personalization of contents and learning styles in IP and MCF but lacking in MMU. 

Starting with IP, personalization is achieved through co-creation of the program, categorization of the program 

participants, behavioral assessment test, preparation of individual business models and individual project pitch. At 

MCF, personalization is achieved through preparing the business plan and considering the student’s aspirations upon 

graduation. The researcher argues that the personalized nature of IP and MCF programs also contributed to the 

higher didactic capital means compared to MMU.  

However, Dr Rukaria from MMU stated an interesting and important factor to consider when looking at the 

personalization of entrepreneurial education content at universities in Kenya. In his opinion, he mentioned that the 

university entrepreneurship program should be differentiated from start-up programs. The university programs are 
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in nature generic and follow the set university or government guidelines. The argument concurs with Mbila (2021) 

findings that 92% of teachers reported they could not incorporate additional aspects to the curriculum as the 

university instructed them on what to teach. Therefore, the lack of personalization and rigidity is common at MMU 

and across other universities in Kenya. 

CONCLUSION AND RECOMMENDATIONS 

The study attempted to conduct a systemic analysis of the Kenyan entrepreneurship education ecosystem 

by comparing three entrepreneurial education programs. Since its formal introduction in the 1990s, the findings 

show that entrepreneurship education in the country has neither evolved enough to meet the learner’s needs nor 

transition from the traditional forms of entrepreneurship teaching. While there is an applaudable effort from the 

government and other stakeholders to increase the number of entrepreneurship programs being offered in tertiary 

education institutions, the main challenge lies with the curriculum and teaching methodologies of the programs. The 

curriculum and teaching methodologies exhibit rigidity and fail to impart the skills necessary to run and maintain 

enterprises successfully.  

The Mully Children’s Family model of entrepreneurship education stood out as a systemic and innovative 

way of approaching entrepreneurship education. Entrepreneurship education at MCF is intentionally geared towards 

producing graduates who set up their own enterprises. MCF has been so successful over the past years that other 

institutions in the region use it as a benchmark. The study asserts that such practical entrepreneurship teaching can 

be one of the solutions to the country’s growing challenges of unemployment and poverty.  

The study acknowledges the difficulty in implementing all the needed changes to the entrepreneurship 

education ecosystem. For example, MCF has created a systemic environment for the learners through the founder 

and team's sustained and consistent effort for more than 30 years. Such changes on the country level would even 

be more complicated and require much more time. While previous studies propose radical changes to the curriculum 

or redesigning the entrepreneurship education system, this study finds such recommendations necessary but 

complicated and only offer long-term solutions. The proposals fail to provide solutions to entrepreneurship learners' 

growing and urgent short-term needs. 

The findings from the systemic analysis of the Identity Projects entrepreneurship program shows that such 

a low-cost and systemic approach offers an immediate and complementary solution to the current gaps in the 

ecosystem. Therefore, the study proposes partnerships and cooperation of tertiary education institutions with the 

Identity Projects. Identity Projects will provide personalized and innovative practical ways to teaching 

entrepreneurship which complements the theoretical and lecture-based teaching methodologies present at the 

tertiary institutions. Additionally, the Actiotope Model’s systemic perspective contains the social capital as an essential 

exogenous resource for the development of excellence. The collaboration of Identity Projects and tertiary institutions 

in Kenya will also increase the available social capital for the learners. 
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Recommended Actions  

1. There should be a shift from theoretical learning content and traditional teaching methodologies to hands-on 

practical teaching such as developing a business plan, new venture strategies, opportunity recognition and 

integration of ICT and computer. Additionally, entrepreneurial education should be taught from the primary 

education level and be included in all learning areas at the tertiary education level 

2. The focus of entrepreneurial education should be expanded to include teachings on the entrepreneur's personal 

development. This might consist of growth mindset, emotional intelligence, health, and well-being etc. So far, 

no study has shown that these topics are included in entrepreneurship education in Kenya. 

3. The study proposes the establishment of Identity Project entrepreneurship clubs or societies across higher 

education institutions in Kenya. The findings show that entrepreneurial education, especially at universities, need 

radical changes. However, these changes will be costly and take time. Partnership with the Identity Project 

presents a cost-effective solution to teach entrepreneurship skills to the learners and expose them to networks 

outside their immediate communities.  

Similar partnerships with institutions such as IP might introduce innovative teaching methodologies such as 

gamification to the students at higher learning institutions in Kenya. 

4. Another alternative would be setting up incubation centers at all higher education learning centers, which will 

also be capital intensive. 

5. There should be more business community involvement in the entrepreneurship education ecosystem. The 

businesspeople could come in as mentors, coaches, role models or guest lecturers.  

6. Entrepreneurship education should shift from the teacher-centred type of learning to learner-focused. Innovative 

ways of working, such as design thinking which places the end-user at the center of the process, has witnessed 

massive and rapid success in other sectors. The researcher proposes that a similar entrepreneurial education 

concept tailored around the learner might yield similarly positive outcomes. 

Study Limitations  

A few limitations were observed while carrying out the research and can be improved in future research. 

1. The sample size was small and cannot be claimed to be representative of the EEE in Kenya. However, the study 

was exploratory and provided a first and general impression of the EEE in Kenya. 

2. Identity Project’s program was still new at the research time, and two program phases were still incomplete. This 

might lead to a skewed comparison with the other two programs that are established and in existence for several 

years. 

3. The researcher could not ascertain the quality of the social structures mentioned by the interview partners. For 

example, the interviewees stated the presence of alumni networks, but the researcher could not establish the 

effectiveness of such arrangements. 

Further Research  

For future research purposes, only three institutions were used to collect data because of resource 

constraints. Future researchers may want to analyze more institutions than the current research. Additionally, this 
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research focused on one phase of the Identity Projects, which was completed at the research time. Further research 

may also be done after the completion of the three phases. Furthermore, research may be done to compare the 

number of people from each institution who start their own enterprises 

Furthermore, more research on the Mully Model of entrepreneurship education could be conducted to 

determine which aspects could be replicated in other institutions. Studies may also be done to analyze the influence 

of the social support structures identified by the organizations. 

Additional research should investigate entrepreneurial education in Kenya's new curriculum. A researcher 

may want to compare the existing and new curriculum and highlight any improvements in the entrepreneurial 

education approach. 

Finally, the research introduced the Actiotope Model as an analysis framework for the EEE. However, the 

study focused only on the exogenous capitals, but the model is more robust than presented in this research. 

Therefore, future researchers may expand the analysis framework to include the model's modifiability belief, goal 

setting, component, and dynamic perspectives. 

Valorization 

The primary target audience of the research are the entrepreneurial education stakeholders such as 

educational institutions, governmental agencies, and researchers. For educational institutions, implementing the 

recommended actions would produce more graduates with the required skills to set up and run their own enterprises. 

These entrepreneurial graduates would then form part of the university alumni body and increase the social capital 

available to the learners in the institution. Incorporating the Identity Projects program as a student entrepreneurial 

learning club or society would also result in increased exposure and opportunities for the learners because of the 

interaction between the learners and the Identity Projects’ facilitators and partners outside Kenya. 

More interaction and collaboration between institutions and learners would facilitate more efficient 

knowledge transfer for the general entrepreneurship education ecosystem. The partnerships would create a vast 

cumulative pool of resources that a single institution might not otherwise achieve. Increased participation from the 

business community would also lead to increased social capital and a favourable entrepreneurial culture. 

Poverty and unemployment are two of Kenya's major challenges. The thesis' proposed entrepreneurship 

education approach could serve as a conduit for developing skills required to create enterprises that create job 

opportunities to alleviate poverty. Furthermore, incorporating personal development and responsibility teachings 

would result in graduates who engage in ethical business practices. This would help to reduce the high level of 

corruption and financial waste. Lastly, the researcher believes that the nature of EEE is nearly identical across Sub-

Saharan Africa. Similarly, most of the recommendations apply to other African countries. Increased cooperation 

among African governments would result in knowledge transfer and exchange for economic development and 

empowerment of the nations and their residents. 
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Abstract 

The access to electricity and water in rural areas in Côte d’Ivoire as well as in large parts of Africa is limited. According 

to Ivorian government sources, the national coverage rate of drinkable water and electricity was about 80% in 2020, 

whereas there are differences between rural and urban regions. The coverages are lower in rural areas that are 

situated far from the governmental infrastructures.  

The poor supply of electricity also hinders education, since petroleum lamps are often the only source of light for 

learning after sunset. Besides, increasing demand for electricity is predicted in Côte d’Ivoire due to economic growth. 

The economic power is also affected by the poor supply of electricity, so only a limited production of goods is possible. 

A further big concern in Côte d’Ivoire is the employability of graduate students, as the educational system has a 

strong theoretic character, not yet taking enough into account practice orientation. Scientific public universities in 

Côte d'Ivoire often offer only subjects such as mathematics, physics, or chemistry but hardly any engineering.  

Although the unemployment rate of the total labor force with advanced education was only about 12% in 2017, 

the labor market cannot provide enough skilled jobs in several economic sectors (e.g., renewable energies) (World 
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Bank Group 2017). As a result, graduates often start to work in sectors that do not require the special knowledge of 

their former studies. 

This paper presents some solutions to tackle these problematics in Côte d’Ivoire by implementing a dual study 

program that combines practical and theoretical teaching modules with a focus on renewable energies and water 

supply. It can make an important contribution to combating the high unemployment rate among graduates and at 

the same time can accelerate the expansion of renewable energies and water supply infrastructure and increase the 

security of supply in Côte d'Ivoire. 

Introduction 

Africa is a priority region in the World Energy Outlook 2019 to provide a robust, evidence-based platform for energy 

decision-makers (International Energy Agency 2019). The “Sustainable Africa Scenario” of the African Energy 

Outlook 2022 wants to achieve universal access to affordable electricity by 2030, although 43% of the total 

population lacks access to electricity at present (International Energy Agency 2022).  

Many studies have already concluded that access to electricity and water in rural areas in Côte d'Ivoire as well as in 

large parts of Africa is limited. As an example, in 2020 around 70% of the total population in Côte d’Ivoire had 

access to electricity, whereas it was nearly 95% of the urban and only 43% of the rural population (The World Bank 

2022).  

In 2020, around 71 % of the total population was using at least basic drinking water services, of which 85% of the 

urban and 56% of the rural population. In contrast, only 35% of the total population (55% urban and 15% rural) 

could use safely managed drinking water services (The World Bank 2022). One of the main causes of this disparity is 

the lack of infrastructure in rural areas. 

The supply of electricity and clean water are closely intertwined and leads to direct interdependencies and impacts 

(Newiadomsky and Tietze 2017). This conflict can be complemented by other areas, such as education. 

The sometimes long and time-consuming supply chain for potable water, which is largely handled by adolescents, 

especially girls, severely limits the educational and training opportunities of those affected (Noubactep 2016; 

Mitsubishi UFJ Research and Consulting Co., Ltd. 2013). The poor supply of electricity also hinders education, since 

petroleum lamps are often the only source of light for learning after sunset. 
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The economic power is also affected by the poor supply of electricity, so that only a limited production of goods 

(e.g., with the help of electrical tools) is possible. Besides, increasing demand for electricity is predicted in Côte 

d’Ivoire due to economic growth (International Energy Agency 2019).  

In most of the public universities in Côte d'Ivoire, learning is more theoretical than practical. The courses given are 

certainly very complete but the laboratories for practicing physics or other scientific subjects are not equipped. The 

collaboration between universities and companies is almost inexistant. This makes it difficult to find a job after 

studying. 

According to Yapo (2018), the integration rate of graduates in Côte d’Ivoire was only 14.43% in 2016, which means 

that almost 86% of these graduates were unemployed. Interestingly, the average overqualification rate in Côte 

d’Ivoire is 29.69%, whereas workers with secondary and higher general education are more affected by 

overqualification (38.15% and 30.68%) and especially women are more exposed than men (30.97% versus 

29.25%). 

As it is shown, many graduates in Côte d’Ivoire are not able to work in their original profession. One main problem 

is, that the labor market cannot provide enough skilled jobs in several economic sectors (e.g. renewable energies). 

As a result, graduates often start to work in sectors that do not require the special knowledge and skills of their 

former studies, so a quick adaption to the field of work is necessary. 

Human resources managers at Ivorian companies are often convinced that the knowledge of university graduates is 

based on a purely theoretical foundation. Therefore, it is believed in industrial human resources management that 

graduates are not ready to enter the industry because their practical experience is still lacking. In general, graduates 

start to work as a trainee in industrial companies for around two years after graduation, in order to be considered 

full employees. As a result, universities and companies in Côte d'Ivoire very rarely work together or enter into long-

term collaborations. 

The practical relevance is the biggest advantage of dual study programs. The main goal is to enable students to 

simultaneously gain theoretical knowledge and learn from practical work in a local company in the field of e.g. energy 

or water supply. Students who study in dual programs already gain a lot of work experience during their studies and 

are prepared for professional life in terms of working experience. Currently, there are no dual study programs in Côte 

d'Ivoire, although they have great potential to strengthen cooperation between universities and companies and 
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reduce unemployment rates among graduates. This and the fact that the Ivorian government has issued optimistic 

targets for the expansion of renewable energies were decisive for the development of the project idea and concept. 

2. Project Concept 

The main goal of the project is to set up a dual master’s study program with a jointly developed curriculum between 

the University NANGUI ABROGOUA (Côte d’Ivoire), the Hochschule Niederrhein (Germany) and companies, which 

enables its graduates to build, modify, install and operate systems in the fields of "renewable energies" and "water 

supply". The first generation of students is expected to develop, build and commission a prototype for an electricity 

and water supply system as part of practical teaching modules in the study program. Together, teaching modules 

(involving external expertise, partner universities and business partners) are to be developed on the basis of a set of 

specifications in which the following questions, among others, are to be answered: 

▪ What general knowledge is required for planning and implementing a power and water supply station? 

▪ What knowledge is typically available on completion of a study course at the University NANGUI 

ABROGOUA? 

▪ What relevant knowledge is present from the lecturers? 

▪ What are the lecturers’ didactic strengths? In which areas might they need further support? Which 

knowledge gaps need to be managed and is it possible to get help from the Hochschule Niederrhein or 

from company representatives? 

▪ Which competencies must be available to the students after completion of the study course? 

In order to overcome lacking knowledge in terms of didactical knowledge, each workshop meeting reserves time to 

focus on changing didactic topics. Several milestones have been formulated and linked to either workshops or project 

modules/works during the study course: 

1. Curriculum approved by the partner universities. 

2. Suitable group of students selected with a desired equal composition of both genders. 

3. Detailed planning of prototype 1 for a plant for electricity and water supply completed 

4. Prototype 1 for a plant for electricity and water supply put into operation 

5. Detailed design of prototype 2 completed. 

6. Prototype 2 put into operation at university for testing purposes. 

7. Prototype 2 sent and put into operation in the model village. 
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8. Partners for new projects and a new group of students won 

A four-semester continuing education course, based on a Master's programme will take place at the University 

NANGUI ABROGOUA in Côte d’Ivoire. A semester abroad at the Hochschule Niederrhein is firmly anchored in the 

curriculum (third semester of the study course). The study in Germany is to be structured with a duration of one 

semester including the practical part (50%). For this purpose, teaching and learning materials and workplaces are to 

be prepared for the practical part of the study. 

The first two practice-oriented project modules of the study course are intended for concept development and 

detailed planning of a prototype by the Ivorian students. During the third semester, the students travel to the 

Hochschule Niederrhein to build-up and operate prototype 1. After completion of the semester abroad, the training 

material and facilities are to be transferred to the University NANGUI ABROGOUA in Côte d’Ivoire. Subsequently, 

students from the Hochschule Niederrhein (of existing study courses, which fit thematically into the topic of the study 

course in Côte d’Ivoire) visit the University NANGUI ABROGOUA, to work together with the Ivorian students on 

prototype 2. 

The mixed student group has to consider their experiences during the build-up of prototype 1, as well as local 

sourcing for components and necessary works to be done, i.e. hole drilling. Furthermore, possible additional project 

partners from industry will be addressed, a model village to set up prototype 2 is selected and business models for a 

small series of the system will be developed. The best business model will be selected in the course of a competition, 

involving local financiers and industry partners. Afterwards, the German students travel back to Germany. 

Simultaneously, the procurement for prototype 2 starts and the workplace for it is prepared, while prototype 1 is set 

up at the campus in Abidjan and put into operation. 

Further German students (not necessarily from the mentioned group before) travel to Côte d’Ivoire during the fourth 

project year and write their thesis about the project from technical and economical perspectives. At the same time, 

the Ivorian students build prototype 2 on-campus and put it into operation. After the successful installation and 

operation of prototype 2 at the University NANGUI ABROGOUA, prototype 2 is brought to the selected model village 

and put into operation. The last practice-oriented task during the study course is the evaluation of the operation 

experience and an improvement of the planning steps, in order to enhance the existing plans from prototypes 1 and 

2 as a basis for a small series. 
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3. Methodology 

One of the most important components of the project is the curriculum for the dual engineering program with focus 

on energy and water. For the development of the study program, the European understanding of a dual study 

programs has to be transferred to the Ivorian academy. The first step is the creation of a rough draft of the curriculum 

by the Hochschule Niederrhein in Germany. It lists all the possible teaching modules required for the development of 

a prototype for an electricity and water supply system in remote areas. The next step is matching the rough draft 

with the academic framework at the University NANGUI ABROGOUA. Since this is a dual master's program, it is 

particularly important that the level of knowledge of an Ivorian bachelor's graduate is defined in advance, so that 

missing competencies can be identified. For this, a workshop is prepared in advance of the first face-to-face meeting 

in Côte d’Ivoire by project members, which can be divided into four main work packages (see Figure 1). 

 

Figure 3: Work Packages of the First Workshop in Côte d’Ivoire for Curriculum Development (Chronological Order) 

In order to integrate companies and their interests into the curriculum, several representatives of interested 

companies and ministries were invited to the workshops. They were part of the working groups, gathering ideas and 

concepts for the curriculum. The results from the workshops were processed in such a way that a curriculum with 

the most important study contents can be developed and thus, meets the requirements of the Ivorian companies. 

After the official implementation of the curriculum for the dual master's program at the university, another major 

challenge followed with the selection of the ten best students to start the first group. By aiming an equal number of 
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five female and five male students for the course of study, the student group ensures gender parity. Local procedures 

for the recruitment of interested parties have been taken up, such as 

1. Advertising banners at the universities and local hotspots 

2. Publications on universities and project websites 

3. Publications on various social media channels (i.e., Facebook, German embassy Facebook, LinkedIn) and 

private statuses (e.g. WhatsApp) 

4. Word-of-mouth. 

For the selection process of the best students, conducting an assessment center is a very good option for a large 

number of applications (385 registered, 166 completed applications). It is decided to do a first pre-selection in order 

to limit the number of student participants for the assessment center to 41 - a number of participants that is well 

suited for conducting this kind of an assessment center. For this, all applicants were invited (onsite and online for 

candidates abroad) to take a written test that assessed important competencies for completing the developed dual 

master’s program (e.g., logical thinking, basic scientific knowledge, etc.). In order to conduct an assessment center, 

it is first necessary to determine which competencies are to be tested in which disciplines. Following this, it is still 

necessary to determine which tasks and instruments will be used to test these competencies in an objective way. This 

all can be used to create an assessment center evaluation matrix. Within the described project, the following matrix 

is developed (see Figure 2). Each column represents an assessment task to be done by the applicants (partly as group 

work), while each row represents a competency to be evaluated at different tasks. In the end, each task is used to 

evaluate several competencies, which are shown in detail as colored fields in blue, red, and green and their 

corresponding abbreviations (e.g., A1). 

In detail, the first selection of applicants is divided into groups and each group has to work on the following tasks 

(as a group or individually): 

1. Group work case study: Applicants are divided into groups and randomly distributed case studies. A presentation 

on the case studies is to be prepared in the assigned group. 

2. Second written exam: Students have to make a written exam with questions covering (1) thermodynamics (2) 

engineering fundamentals, (3) mathematics, (4) energy management, (5) design/construction, (6) data analysis, 

(7) business administration fundamentals. 
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3. Individual presentation: Each student is randomly assigned a current topic in the energy industry and has to 

present it in a few minutes. 

4. Personal interview: Each student is interviewed in a five-minute personal interview so that specific questions 

about the individual resumes can be asked. 

Following the analysis of the results, radar charts are compiled for each individual, in order to select the final group 

of ten students, covering as many important competencies as possible. Figure 3 shows exemplary radar charts of 

applicants. 

4. Results 

As part of the project “Industry Integrated Dual Engineering Studies in a North-South Collaboration" (IIDES-NSC) and 

as one of the first steps, we organized a workshop in Côte d’Ivoire in October 2021, in order to receive inputs for 

the planned dual study program. The workshop was meant to involve company CEOs, students, lecturers, university 

administrators, government actors such as the higher education ministry, the ministry of hydraulic, the ministry of 

energy members. One goal of this workshop was to establish a permanent collaboration between the local industry 

and universities in order to consistently get feedback on the needs of industry on the skills and competencies of the 

graduates of the dual study program.  

The curriculum has been successfully developed and implemented at the University NANGUI ABROGOUA, using the 

methodology described above. The model of the dual study program at the Department of Mechanical Engineering 

at the Hochschule Niederrhein was used as a basis and adapted to the Ivorian academic framework. The most 

interesting part is the simultaneous theoretical study at the university combined with practice work in local companies 

during the whole study program. The students will work at companies dealing with the topics of energy or water 

supply or adjacent fields, so that knowledge from practical work and theoretical study can mix and leads to benefits 

for both, academia, and industry, in Côte d’Ivoire. The basic structure of the Ivorian dual study program is shown in 

Figure 4. 

Within the workshop for curriculum development, topics out of the three main subjects “technical studies”, 

“economical studies” and “social studies” are covered. The additional project work deals with the applied use of 

newly gained knowledge in order to plan, construct, set up, and calculate the economic feasibility of solar-powered 

electricity and water supply system for remote areas in Côte d’Ivoire. 
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Within a short application period of only two weeks, 166 applications have been received from people interested in 

the newly developed study program. The structured approach of the pre-selection process and the following 

assessment center successfully identified the ten best students among the applicants.  

Since the share of female students in science study programs in Côte d’Ivoire is even lower than at German 

universities, it is quite remarkable that more than 35 applications also came from female students. The original goal 

of selecting five female and five male students who, as a team, cover all the mandatory competencies, was thus 

achieved.  

5. Discussion and Outlook 

An important framework condition supporting the project can be built by interested business partners with the 

willingness to participate in the dual study program. These companies can draw a benefit from the project, e.g. the 

possibility to employ a graduate from the study program, because of the additional interdisciplinary and practice-

oriented skills. 

In order to allow students of the dual study program to work in local companies during the study program, it is 

mandatory to find suitable business partners in Côte d’Ivoire, preferably working in the field of electricity or water 

supply or adjacent areas (i.e. circular economy, wastewater treatment, waste management, etc.). 

For this, it is mandatory to get into contact with local companies and business networks to explain and show them 

(their) benefits of hiring the students of the dual study program. Discussions and exchanges that have already taken 

place with experts of Rwanda and NGOs have shown, that the universities have to actively invite companies to 

information events at the universities, allow bilateral meetings or open up platforms for the specific exchange 

between academia and industry. Disseminators, such as Chambers of Industry and Commerce should also be taken 

into account as well as already known networkers in universities or industries. Further possibilities to get into contact 

with local industry still have to be found out and tested as soon as possible, so that the first group of students can 

find a hosting company during their studies. 

Future projects within the curriculum (e.g., new types of prototypes) could be tested and implemented in those 

villages and areas to be connected to the electric grid (see the Ivorian Program ‘Programme National d'Électrification 

Rurale’), to support the aims of the Ivorian government.  
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For the next group of the dual study program, a new main focus can be chosen, depending on the interest of possible 

industrial partners, arising economic necessity or the government development plan. Additional financial funds may 

be used to finance the supplies for future prototype projects. 

The possibility to expand the dual study program into other topics of interest should be taken into account and be 

discussed internally at the University NANGUI ABROGOUA as well as with industrial and governmental partners. 
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Figure 4: Assessment Center Evaluation Matrix 
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Figure 5: Exemplary Radar Charts for Candidate Competencies 

 

Figure 6: Basic Structure of the Dual Study Program 
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BET Ghana – Building Expertise and Training for 

growth in consumer goods and food processing 

industries in Ghana. 

 

Overview 

The labour markets in Africa provide graduates who have sufficient theoretical skills but 

exhibit a lack of practical experience. The project’s overall goal is to enhance employability 

and (self-) employment opportunity of students and graduates specifically in the Ghanaian 

consumer goods and food processing industry. In addition, awareness of the potential of the 

African markets among German SMEs should be raised and they should be given the 

opportunity to get involved by exploiting the advantages of a university partnership platform. 

Corporate partners played a crucial role in the project as they provide universities with 

knowledge, requirements and needs to help them to improve the academic practice-oriented 

teaching and research and increase the employability of their graduates. At this juncture, the 

project conceptualized “win-win” cooperation models which led to direct benefits for 

companies and universities. 

The project activities included the Enhancing knowledge, research capacities and 

professional skills among researchers, lecturers and students, as well as entrepreneurs in the 

Ghanaian consumer goods and food processing industries. In addition, the exchange of 

students and staff, and annual conferences aims to increase knowledge transfer between 

the private sector and academia especially regarding entrepreneurship in Africa 

The project started in July 2019 as part of the “University-Business-Partnership programme” 

funded by the German Federal Ministry for Economic Cooperation and Development (BMZ) 

and the German Academic Exchange Service (DAAD). The project is being carried out by the 

Bonn-Rhein-Sieg University of Applied Sciences (H-BRS) in Germany, the University of Cape 

Coast (UCC) in Ghana. Various corporate partners contributed to the project.  
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