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INTRODUCTION  

 

 

This specialised conference of the EuroMed Academy of Business aims to provide a unique 

forum and facilitate the exchange of cutting-edge information on examining and building new 

theory and business models in the areas of HR practices and entrepreneurial challenges. 

Many people and organizations are responsible for the successful outcome of this specialized 

conference of the EuroMed Academy of Business.  

Special thanks go to the Conference Chair Prof. Hela CHEBBI, the Conference Organising 

Committee and EDC Paris Business School, for accomplishing an excellent job.   

It is acknowledged that a successful conference could not be possible without the special co-

operation and care of the Reviewers for evaluating the papers and abstracts that were submitted 

to this conference. Special thanks to the Session Chairs and Paper Discussants for taking the 

extra time to make this conference a real success.   

The last but not the least important acknowledgment goes to all those who submitted and 

presented their work at the conference. Their valuable research has highly contributed to the 

continuous success of the conference. 
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Abstract 

Loué et al. (2008) argue that research on entrepreneurial competencies (EC) remains 

relatively "immature" and that none of them has yet crossed the step qualified as ñoperativeò, 

namely; the formalization of a stable tool aimed at positioning, assessing or self-assessing 

competencies. 

Faced with the lack of both theoretical and practical information, the research topic bears 

importance for both business support structures and the economic actors. Based on our 

conviction that in the accompanying practice field, the consideration of the "competence" 

concept offers a new opportunity to place professional support practices at the heart of 

entrepreneurship development (Toutain and Fayolle 2008) and thus ensure the performance of 

entrepreneurial activities undertaken by entrepreneurs, our research aims to fill this gap and 

puts a focus on the general question of the EC's development in the business support 

structures. 

The research paper presented here focuses on the issue of business accompanying in reference 

to competencies development. Our central hypothesis is that entrepreneurial support 

facilitates, accelerates and perhaps even determines the development of the EC. Given the 

scope and difficulty of the topic, we have chosen to focus the research on the self-perception 

and the entrepreneurôs beliefs on their ability to improve EC. 

Keywords: Perception - Entrepreneurial Competencies (EC) ï New Business Support 

Structures - Entrepreneurial Support - Entrepreneurial Self-effectiveness - Self-awareness 

of EC ïBeliefs on abilities to improve EC. 
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Introduction  

 

Starting a new business requires beliefs and convictions. Such a project requires rigor, 

patience, and especially a large dose of determination and confidence in our skills and 

abilities. It is a personal investment that engages several aspects at the same time; the 

personal aspect (personality traits), the professional aspect and the social aspect. To start a 

business, we must first and above all, believe that it is possible. Then, we must be aware of 

the difficulties and finally decide to overcome them (Gambu and Le Hir, 2001). 

Throughout the whole entrepreneurial process, the entrepreneur often has a blurred perception 

of his surroundings, his capabilities and resources, aspirations or goals (Bruyat, 2001). The 

role of the accompanist is to help the entrepreneur to better perceive and develop his skills 

and abilities by promoting all the required elements. 

According to Cuzin and Fayolle (2004), "The accompanying process is a process by which 

the entrepreneur will  perform multiple learning and gain access to resources or develop the 

required competencies to the implementation of his project". Based on this definition, we 

recognize that a business support structure is as a place where learning is accelerated by 

providing time and place where the entrepreneur can focus on not only the development of his 

project but also on his EC to complete successfully his project. 

The issue of the entrepreneursô competence and skills development can be combined with the 

research topic on the effectiveness of business support structures to form a broad issue which 

accompanying professionals currently face. 

However, despite the attention paid to accompanying and business support structures for their 

important contribution to improving entrepreneursó performance and the activities they 

perform, it must be acknowledged that these structures and their accompanying methods and 

techniques for developing EC have caused little interest among the researchers in the field of 

entrepreneurship. 

Similarly, it seems essential to draw a particular attention to the lack of research taking into 

account the psychological dimensions of the entrepreneur in the accompanying process. 

Indeed, accompanying practices have been evaluated based primarily on technical tools they 

use and that are centered on the provision of the physical resources, the realization of a 
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business plan, a successful completion of administrative procedures and the delivery of good 

accompanying services. 

Another important dimension that should be emphasized and which complements and 

reinforces the earlier idea is the absence, in the literature, of research analyzing the impact of 

entrepreneursô self-perception of EC on their level of entrepreneurial performance (Murphy 

and Young 1996). Thus, on the basis of these elements, it seems to be essential to take into 

account the perceptions of entrepreneurs and the development of EC at the heart of 

accompanying practices. 

Therefore, the objective of our research is to develop a better understanding of new firm 

creation in general, the control of entrepreneurial processes and the dynamics that the 

entrepreneur impulses as part of his accompaniment. 

In this research, we focused our interest on the concept of EC in order to reposition the 

relationship accompanist / entrepreneur at the center of the accompanying process. We have 

implemented a research focused on the analysis of the self-perception of EC among 

accompanied nascent entrepreneurs. Therefore, the issue raised in this research is to find out 

to what extent a post creation accompanying structure contributes to the improvement of the 

entrepreneursô self-perception of their EC? 

To validate our research hypotheses, we opted for a quantitative and longitudinal study. In 

order to obtain practical input and collect the maximum number of statistical data, our study 

was performed as part of a partnership between the Research Center in Entrepreneurship of 

EM Lyon Business School (CRE) and Réseau Entreprendre
®
 in France (RE

®
). We 

administered twice and with 8-month intervals with the same questionnaire to entrepreneurs 

of the Reseau Entreprendre® network. The first series of questionnaires was launched at the 

end of February 2012 and the second series at the end of October 2012. To achieve the 

analytical treatment, we used the approach of linear regressions with SPSS.11 software to test 

the nature of relationships between key variables of our study. 

To answer to our issue which falls under the impact of entrepreneurial support on improving 

their perceptions of entrepreneurs CE, two parts are mobilized in this paper: a theoretical and 

empirical part. In the first theoretical part we will examine literature around accompanying 

and entrepreneurial competencies in order to define the key concepts in relation to our 

research question. In the second empirical part, we will present and discuss the statistical 

results of our research. 
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Theoretical Framework: Entrepreneurial  Accompanying And Development 

Of Self-Perception Of Entrepreneurial Competencies: Towards A New 

Perspective Of A Psychology-Based Accompanying Of The Entrepreneur 

Entrepreneurial Accompanying: main definitions of the concept 

Entrepreneurship, especially innovative technology is so complex that it requires a specific 

and targeted support and in this respect entrepreneurial accompanying is a key success factor. 

Being surrounded by experts and professionals, to benefit from their experiences, advice and 

assistance are conditions that allow the future business creator to properly prepare and launch 

the project under the best conditions so as to ensure its success. 

Accompanying is a research topic in the "hardening" phase (Stengers, 1987). The number of 

scientific articles on the subject is still relatively small but rapidly evolving (Valeau, 2006). 

Indeed, the theme of entrepreneurial accompanying is increasingly studied by many 

researchers (Valeau, 2006 Messeghem and Verstraete, 2009) have attempted to identify and 

define it. Accompanying is a profession that requires, according Fayolle (2004) sound 

knowledge and diverse competencies. For successful accompanying and to teach the 

entrepreneur his job, the accompanist must have certain qualities. The most important 

qualities, according to Fayolle (2004), seem to be: active listening, empathy and teaching 

skills. 

Leger-Jarniou (2005) state that accompanying is a process of "transitioning" a person from 

one state to another, or to influence the entrepreneur to take decisions. It aims to make the 

entrepreneur independent and accompanying should in no way substitute the entrepreneur. 

The objective is to support a person (or team) carrying an idea to mature this idea in a way 

that gives rise to a viable business creation project. 

Accompanying may be considered according Barès (2004) from the concept of "support 

network" able to develop a specific skills for business creation projects, that is to say an 

ability to intervene in all aspects of a project, without isolating the legal, commercial, 

financial and social [...] aspects and to accompany the newly created company. 

Dokou, Gasse, Abiassi and Truck (2004) define entrepreneurial accompanying as a set of 

practices to aim to fill strategic gaps of SMEs. They study the accompanying influence in the 

monitoring of the environment, the access to local resources, in risk management in relation 

to entrepreneurial performance. 
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Sammut (2003a; 2003b) addresses some issues related to the accompaniment. The author is 

particularly interested in the learning process, according to her, characterizing the 

accompanying process. During the accompanying the entrepreneur can access information 

and knowledge that can be mobilized in action and the development of his business creation 

project. Sammut present accompanying as a path to independence for the entrepreneur. The 

real bet of accompaniment is to ensure that the entrepreneur learns to his job as business 

manager without the accompanist. 

Beyond the learning aspect, other elements emerge from the Sammut research work. As far as 

the accompanist is concerned, she considers that, while being a specialist of young small 

companies and in creation, the entrepreneur must also be sufficiently a ñgeneralistò to deal 

with all reported or latent problems. Finally, she stresses the importance of the temporal 

dimension by clearly emphasizing accompanying as a long term approach. 

Definitions of entrepreneurial accompanying are numerous, but all share a number of 

characteristics: the duration and the time perspective, the frequency of relations between 

entrepreneur and accompanist and regular meetings, the uniqueness of the relationship, the 

close relationship that is established, the necessary adjustment to the singularity of each 

specific situation in together, transformation or change in behavior or attitude that the 

entrepreneur seeks and to which the accompanist will contribute and finally the place of 

reflection with regard to the entrepreneurial actions taking place (Ben Mahmoud-Jouini, Paris 

and Office 2010). 

To attempt to better understand the concept of business creation accompanying is necessary, 

but is not enough given the diversity of practices. Accompaniment often appears multiple and 

multifaceted, so much so that some authors use to qualify accompanying as "nebula" or 

"maze". 

Entrepreneurial accompanying: new business sustainability factor 

The fragility of young companies is unanimously recognized (Berger - Sweet, 2005). Thus, 

despite everything, it appears that the creation and start-up time is still characterized by too 

many failures (Barès, 2004). Beyond an understandable reluctance on the part of the 

concerned entrepreneurs, the causes of the failure are often difficult to identify because many 

unfavorable factors accumulate and are self-sustaining (Sammut, 1998). However, the facts 

show that the lack of own resources is one of the most frequently cited cause of the 

disappearance of young companies (Zhao and Aram, 1995; INSEE, 2000). Indeed, according 

to Zhao and Aram (1995) "small and new businesses lack the resources [...]. The task of a 
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young firm and a measure of its success is to evolve from an organization with a lack of 

resources to a resource-rich organization." The resources that are lacking are varied in nature 

since they relate, amongst others, to capital, technology, managerial and operational 

competencies, consumers, networking or even the media (Aldrich and Fiol, 1994). 

Referring to a series of studies, Julien (2003) lists the structural and economic variables 

necessary for the survival of new businesses namely: demand, quality and variety of labor or 

the presence of ñcomplementaryò resources such as infrastructure, funding sources, business 

services including consulting and a favorable environment to develop business ideas 

including the accompanying structures. 

As a consequence the accompanying practice appears to be an important factor for new 

business success. Indeed, entrepreneurial accompanying practices are intended not only to fill 

strategic gaps of SMEs (Dokou, Gasse, Abiassi and Truck, 2004), to mobilize a set of 

resources: information, money supply, consulting, and technology to strengthen the creative 

energy of entrepreneurs (Albert, Fayolle and Marion, 1994), to identify and develop 

entrepreneurial opportunities (Barès, Chelly, Levy-Tadjine, 2004), but also to develop a 

learning ability (Dokou, 2001; Fayolle, 2002, 2004). 

We will try to go further below by presenting an analytical framework that should allow a 

better understanding of the concept of entrepreneurial competence and self-perception by 

entrepreneurs. 

 Self-perception of Entrepreneurial Competencies (EC) 

Definition of the EC concept  

The concept of EC reflects the performance of an individual (Hoffmann, 1999; Draganidis 

and Mentzas 2006). Originally, the concept of competencies has been used in the field of 

education to describe the behavior of students and teachers (Bowden and Masters, 1993). It 

became well known in the field of management through the work of Boyatzis (1982). It is 

from there that the competencies studies have experienced a growth in terms of volume. 

Parry (1998) argues that the birth and development of the competencies approach is rooted in 

the need to identify and define the characteristics of successful managers. This approach is 

based on the assumption that managers can be trained and progress along these lines 

(Burgoyne, 1993 and Parry, 1998). 

To admit the existence of EC means recognizing that competences have significant value to 

the entrepreneurs. The concept of competence has, from the 60s, gradually applied to Human 

Resource practices, including the evaluation and recruitment of employees. The usual 
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meaning of the competence concept is the "recognition of an individual to the particular way 

to combine resources to deal with complex problems and situations" (Praise et al. 2008). 

Bird (1995, p 51) defines EC as "underlying characteristics such as generic and specific 

knowledge, motives, traits, self-images, social roles and competencies that lead to the 

creation of a company, its survival and / or growth. The EC are of course owned by 

individuals who are entrepreneurs that start or transform organizations and add value 

through their organization's resources and opportunities." 

In his work, Bird (1995) joined the idea of managerial competencies researchers (especially 

Boyatzis (1982)) when she emphasizes the importance of distinguishing between a skill that 

contributes to performance excellence and skills regarded as a minimum standard, a reference 

or threshold. It suggests that the competencies needed to start a business, implementing a 

business idea or plan can be designed according to most entrepreneurial studies as a 

"reference" and that the most effective entrepreneurs are those that go beyond this reference 

to engage in organizations that survive and evolve. 

What also seems to us of additional importance is the fact that competencies can be learned. 

Thus, recognizing the importance of competencies and their identification is crucial for 

educators and the development of learning opportunities (Mitchelmore and Rowley, 2010). It 

is in this sense that Muzychenko and Saee (2004) have argued that there is a difference 

between an "innate" and "acquired" competence. The first concerns the traits, attitudes, self-

image and social role, while the second concerns the components acquired through work or 

through a theoretical or practical learning (ex. capacity, knowledge and the experience). 

When we talk about "innate" competencies we sometimes refer to "internalized elements" 

(Bartlett and Ghoshal, 1997), whereas ñacquiredò competencies often are refer to 

"exteriorized elements" (Muzychenko and Saee, 2004). Internalized aspects of competencies 

are difficult to change and on the contrary exteriorized elements can be acquired through 

adapted training and education programs and, in addition, they need to be practiced (Garavan 

and McGuire, 2001; Man and Lau , 2005, in Hazlina Ahmad, 2007). 

The EC are considered by Man et al. (2002) as "high-level features including personality 

traits, abilities and knowledge, and therefore can be seen as the total capacity of the 

entrepreneur to successfully perform the roles in his work." These competencies are therefore 

connected to the result of work or business performance (McClelland, 1987; Chandler and 

Jansen, 1992; Chandler and Hanks, 1994; Baum, 1995). There is a general consensus that the 
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EC are owned by individuals who engage and transform businesses. (Mitchelmore and 

Rowley, 2010). 

Johnson and Winterton (1999) note that the abilities and competencies required to run a small 

business are different, both qualitatively and quantitatively, from those needed in large 

organizations. This is especially true in the context of entrepreneurship because the focus is 

more on the individual (Hunt and Meech, 1991). 

Given that entrepreneurs perform both the owner and manager roles, this leads us to believe 

that the scope of EC is wider than that of managerial competencies (Chandler and Hanks, 

1994; Johnson and Winterton, 1999; Lau et al . 2000). Johnson and Winterton (1999) support 

the idea that it is difficult to analyze the activities carried out by entrepreneurs as purely 

administrative or managerial activities and purely entrepreneurial activities. The term EC 

should refer to both the entrepreneurial and managerial competencies (Nakhata, 2007). 

Throughout our study, we will refer to the definition and model of EC proposed by Man et al. 

(2002). Based on previous empirical studies, the authors distinguish six main areas of EC: 

competencies related to the opportunity, relational competencies, conceptual competencies, 

organizational competencies, strategic competencies and competences of commitment. 

The following table summarizes these different competencies and some behaviors which can 

be evaluated each skill. 

Areas of 

competence 

Definitions by Man et al (2002: p 

132) 
Examples of behavior 

Underlying 

dimensions 

Opportunit y 

related 

competencies 

Competencies related to the 

identification and development of 

market opportunities in different ways. 

Identify, assess and look for business 

opportunities. 

Dynamic search 

Vigilance 

Relationship 

competencies 

Competencies related to interactions 

between two people or one person and 

a group. 

Build relationships and networks, 

communicate, negotiate, effective 

conflict management. 

Teamwork  

Social perception 

Negotiation 

Conceptual 

competencies 

Competencies related to the different 

conceptual abilities reflected in the 

behavior of the entrepreneur. 

Thinking intuitively and quickly 

when making decisions, see different 

angles, innovate and estimate risk. 

Troubleshooter 

Judgment 

Analysis 

Organizational 

competencies 

Competencies related to the 

organization of different internal, 

external, human, material, financial and 

technological resources. 

Plan, organize, manage, motivate, 

delegate and control. 

Personnel 

Management 

Planning and 

Organization 
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Strategic 

competencies 

 

Competencies related to the 

determination, assessment and 

implementation of business strategies. 

Set a vision and ambitious but 

achievable business goals, design 

strategies to achieve goals, diagnose 

the effectiveness of strategies and 

take corrective action if necessary, 

make strategic changes and use 

tactics in business. 

Result orientation 

Strategic 

orientation  

Vision 

 

Commitment 

competencies 

 

Competencies that drive entrepreneurs 

move forward in their business. 

Maintain the effort to commit to 

long-term goals, commit to personal 

goals and start over after a failure 

Learning 

Orientation 

Self-management 

Table 1. EC identified by Man et al. (2002) 

EC Development Issues 

Research into skill, talent and personal ability development is not a recent issue. It has been a 

subject of active and popular research since the 1970s Indeed, during this century, the 

development of managers and executives received much attention and has become a 

preoccupation (Boyatzis et al. 1996). This attention was mainly focused on the use of 

competencies to manage and implement changes (Mulder, 2001). Nyhan, 1998 sees a 

competency as a strategic management tool to deal with the current environment. 

More recently the view was taken that competencies should be understood not only as a set of 

behaviors but also as a set of attributes that enable the achievement of superior performance. 

Competencies development should therefore be targeted to the underlying competencies 

rather than on the behavioral level (Hackett, 2001). According to this view, skill development 

aims to broaden the ability of a person to act effectively in a variety of situations by helping 

that person to acquire additional skills applicable to achieve the performance of several tasks 

(Ley and al. 2005). 

New competencies need to be developed when a person enters a new situation in which the 

action is not predetermined or when the person is confronted with demands of the new task 

(Ley et al. 2005). Similarly, learning from realized results or receiving feedback from a more 

experienced person contributes to the improvement and development of skills. This idea was 

supported by a large body of research showing the importance and role of learning in the 

development of EC. 

We firmly believe that the concept of learning cannot be separated from that of competencies. 

Indeed, learning seems, intuitively, a natural starting point for any discussion on 

competencies. Recall, to draw an example, the work of Prahalad and Hamel (1990) who were 

the first to introduce the concept of "core competencies" (key competencies) (Drejer, 2000). 

These authors even claim that "the key competencies (or core) are the collective learning in 
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the organization, in particular the way in which the various competencies associated with the 

production and multiple related technologies streams are coordinatedò (Prahalad and Hamel, 

1990). 

This is also in line with the idea proposed more recently by Boyatzis, Stubbs and Taylor 

(2002). They state that the development of complex competencies is possible through the 

application of Intentional Change Theory (ICT). In their work, the authors stress the 

importance of learning as well as its environment during the process of change. In particular, 

the possible role and effectiveness of goal setting in the development process (Leonard, 

2008). 

Similar reasoning is noted in the work of Lans (2009). Based on the conclusion of Maurer 

(2002), namely the absence in the proposed EC definition of an explicit precision of a theory 

or a learning model that can be used to describe and explain the development of EC Lans has 

used in his thesis, the general format of 3P
1
 learning (Presage, Process and Product) 

developed by Biggs (1993). 

Self-perception of EC 

In terms of business creation, perceptions and other cognitive factors play an essential role. 

Several researchers have developed models based on the intention to elucidate the cognitive 

elements that determine the development of entrepreneurial intention among individuals 

(Bird, 1988; Shapero and Sokol, 1982; Shook, Priem and McGee, 2003). While different 

empirical studies have linked several factors of perception and attitude of entrepreneurial 

intentions, the link with future entrepreneurial activities has not yet been established 

empirically (Shook et al. 2003). 

In order to address this topic, our research explores a field of psychological literature focusing 

on the perception of the EC and the role it plays in shaping behavior and thus the actions of 

the nascent entrepreneur during the entrepreneurial process. 

To return to the definition of perception, some see it as a process by which individuals 

organize and interpret their sensory impressions in order to make sense of their environment. 

However, what we perceive can be significantly different from objective reality. Although 

                                                           
1
 3P model Biggs (1993) is based on a classification into three groups of factors that intend to represent the most 

important elements related to learning. Group 1: Presage (Compound factors related to the individual and the 

work environment), Group 2: Process (comprised of learning-related activities), Group 3: Product (composed of 

the results in terms of skills developed and company performance). 
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this is not always necessary, there is often disagreement (Robbins and Judge, 2009). 

Confronted with different situations, people act based on several factors including, beliefs, 

intentions or motivations. Our perception and judgment on the actions of others are 

significantly influenced by the assumptions we make about the person's internal state 

(Robbins and Judge, 2009). 

There is no doubt that perceptions of people dominate their thoughts and behavior as human 

beings (Robbins and Judge, 2009). Perceptions and other cognitive factors play an important 

role in the discovery and entrepreneurial creation (Mitchell et al 2002. Edelman and Yli-

Renko, 2010; Baron, 1998; Allinson, Chell and Hayes, 2000). As defined by Mitchell et al. 

(2002) "entrepreneurial cognitions are knowledge structures that people use to make 

assessments, judgments or decisions including evaluation of an opportunity, creating a 

business and growth." 

Kruger (2003) states that the most important contribution that cognitive science provides the 

researcher in entrepreneurship is that we understand the reality not directly but through 

several perception lenses. That is to say; our brains capture external phenomena through our 

perception process. 

A research evidence suggests that growth is a very complex process for both mature 

businesses and new businesses (Smallbone et al. 1995). To be successful and achieve high 

profit levels, business creators must see themselves competent. They must express their 

highest levels of entrepreneurial, managerial and technical-functional competencies (Chandler 

and Jansen, 1992). To do so, they must engage in all kinds of activities allowing them to 

adapt to their new roles and acquire the necessary competencies. In other words, if the 

entrepreneur is not aware of his current situation and is not motivated to engage in activities 

aimed at developing competencies, small business will be vulnerable to changes in the 

market, competition and technological and societal demands (Lans, 2009). 

Development Of The Assumptions And Proposed A Conceptual Model 

The aim of our research is to develop a better understanding of the impact of entrepreneurial 

accompanying on improving self-perception by entrepreneurs of their  EC. 

Through extensive literature review, we examined and defined the key concepts that guide 

our research question. The analysis of the literature allowed us to base our thinking on many 

existing findings in previous studies. 

The lack of research examining the impact of entrepreneurial accompanying on improving 

self-perception by entrepreneurs of their EC accentuates our interest to investigate this 
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relationship. Thus, a series of research hypotheses have been formulated and a conceptual 

model linking our key variables was developed. 

Working hypotheses 

As we have previously pointed out, many authors in the field of entrepreneurship are 

emphasizing the importance of accompanying in the process of creating new businesses and 

its predominance as a tool for the promotion and development of EC among entrepreneurs. 

Perceived by researchers as a place for development of entrepreneurial talent, the 

accompanying structures provide complementary services in the design phase for the support 

and promotion of competencies and entrepreneur's expertise when the company demonstrates 

its biggest vulnerability to market uncertainties (Smilor and Gill, 1986; Rice and Matthews, 

1995; Lalkaka, 2002; McAdam and Marlow, 2007). In this context, the entrepreneur will find 

himself in a favorable position to realization the business project. Accompaniment thus 

appears as a way to develop the EC (Cuzin and Fayolle, 2004). 

Therefore, as defined by Bird (1995), the EC covers a number of generic and specific 

competencies such as motivation, personality traits, self-image, social roles and competencies 

that will contribute to the birth a business, for its survival and / or growth. 

The perception of the entrepreneur's own competencies plays an important role in 

entrepreneurial action (Mitchell et al 2002. Baron, 1998; Allinson, Chell and Hayes, 2000). 

According to Lans (2009), two essential factors influence this perception and, therefore, the 

decision to develop: namely self-awareness of current EC and belief about the possibility of 

improving them in the future. In other words, if the entrepreneur is not aware of his current 

situation and is not motivated to engage in activities aimed at developing competencies, small 

business will be vulnerable to changes in the market, competition and technological and 

societal demands (Lans, 2009). 

Assuming that accompanying plays a critical role in the development of EC among 

entrepreneurs and that to succeed, entrepreneurs must be able to perceive early on their 

competencies and be aware of their ability to develop these entrepreneurial competencies, we 

can develop the hypothesis that accompanying helps entrepreneurs to improve their 

perceptions of their EC and their sense of entrepreneurial self-effectiveness. This leads us to 

formulate the main research hypotheses H1, H2, H3 (and their underlying assumptions) 

connecting the variable of entrepreneurial accompaniment with the dependent variables; 

namely: 1) the self-awareness of the EC (H1), 2) EC improvement beliefs (H2) and 3) the 

entrepreneurial self-effectiveness (H 3). 
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H1 will be declined in six underlying assumptions based on the six types of EC defined by 

Man et al. 2002: 

¶ H1.1: Entrepreneurial accompanying positively affects entrepreneursô self-awareness in 

their conceptual competencies 

¶ H1.2: Entrepreneurial accompanying positively affects entrepreneursô self-awareness in 

their relational competencies 

¶ H1.3: Entrepreneurial accompanying positively affects entrepreneursô self-awareness 

organizational competencies 

¶ H1.4: Entrepreneurial accompanying positively affects entrepreneursô self-awareness in 

their strategic competencies 

¶ H1.5: Entrepreneurial accompanying positively affects entrepreneursô self-awareness in 

their commitment competencies 

¶ H1.6: Entrepreneurial accompanying positively affects entrepreneursô self-awareness in 

their opportunity related competencies 

 

 

 

H2 will be declined in six underlying assumptions based on the six types of EC defined by 

Man et al. 2002: 

¶ H2.1: Entrepreneurial accompanying positively affects the entrepreneursô improvement 

beliefs of their conceptual competencies 

¶ H2.2: Entrepreneurial accompanying positively affects the entrepreneursô improvement 

beliefs  of their relational competencies 

¶ H2.3: Entrepreneurial accompanying positively affects the entrepreneursô improvement 

beliefs of their organizational competencies 

¶ H2.4: Entrepreneurial accompanying positively affects the entrepreneursô improvement 

beliefs of their strategic competencies 

¶ H2.5: Entrepreneurial accompanying positively affects the entrepreneursô improvement 

beliefs of their commitment competencies 

H1: Entrepreneurial accompanying affects significantly entrepreneursô self-awareness of 

their entrepreneurial competences (EC). 

 

 

H2: Entrepreneurial accompanying affects significantly the beliefs of entrepreneurs about 

the opportunity to improve their entrepreneurial competences (EC). 
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¶ H2.6: Entrepreneurial accompanying positively affects the entrepreneursô improvement 

beliefs of their opportunity related competencies 

 

 

 

Proposal of a conceptual research model 

We present below our conceptual model linking the independent variable namely, 

entrepreneurial accompanying, to the three dependent variables: 1) the self-awareness of the 

EC, 2) EC improvement beliefs and 3) entrepreneurial self-efficacy. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual Research Model 

 

Empirical  Approach And Data Collection 

Field and study population 

Based on the context of company creations in accompanying networks, we paid particular 

attention to cases of entrepreneurs accompanied in the post-creation phase, which has guided 

H3: Entrepreneurial accompanying positively affects the feeling of entrepreneurial self-

effectiveness among accompanied entrepreneurs. 
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our choice to the "Réseau Entreprendre®" network. Our approach is the study of the 

entrepreneurial competencies development process within this accompanying network. We 

have based our research methodology on the Man et al (2002) analysis of entrepreneurial 

competencies developed during accompanying. Using a longitudinal study that spread over 

about a year, we have focused our attention on the 2011 entrepreneurs (ñLaur®atsò) of the 

ñR®seau Entreprendre
®
ñ network. We opted for a quantitative approach using a questionnaire 

sent to hundreds of recipients at different times of the covered research period. Our choice to 

perform a longitudinal study based on quantitative data is motivated primarily by our research 

question and the relationships we seek to test between the variables in our model. Indeed, our 

aim is to compare entrepreneursô self-awareness of their EC between two distinct periods; at 

the beginning of entrepreneurial accompanying (new project or new admission entrepreneur 

to accompanying network) and eight months later, in order to trace the observed evolution 

and to infer the impact of entrepreneurial accompanying. The research approach aims to 

obtain a better understanding of the key underlying factors in the development of the 

entrepreneursô self-perception of their entrepreneurial competencies.  

Our research approach and data collection methods are closely related. In order to access the 

field data and collect the maximum amount of information, our study was performed as part 

of a partnership between the Entrepreneurship Research Center of EM Lyon Business School 

(CRE) and the ñR®seau Entreprendre
®ò

 network. We conducted a longitudinal study in which 

we administered twice and 8 months apart on the same questionnaire to 2011 entrepreneurs 

(ñLaur®atsò) of the ñR®seau Entreprendre
®ò

 network in 39 member organizations including 38 

in France and one association abroad (the Guyana). The first series of the questionnaires was 

launched at the end of February 2012 and targeted 685 entrepreneurs in the ñR®seau 

Entreprendre
®ò

 network, the second series of questionnaires was launched towards the end of 

October 2012 and targeted 276 entrepreneurs (because only respondents to the first survey 

were solicited for a follow up study). The survey summary details are presented in the 

following table: 

Target Population 2011 entrepreneurs Réseau Entreprendre 

network 

Selection Criteria Promotion 2011 or the date of the 2011 committee 

Sample size 685 (in 42 RE 
®
 associations) 

Date of first administration February 29, 2012 
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No. of responses from the first administration 276 responses (response rate å 42%) 

Date of the second administration October 28, 2012 (8 months later) 

No. of responses from the second administration 171 responses (response rate å 62%) 

Table 2: Survey Summary 

Measurement of variables 

Measuring the Self-awareness of the EC 

The self-awareness of entrepreneurs of their entrepreneurial competencies is a key 

determinant of their behavior and level of entrepreneurial performance (Fishbein and Ajzen, 

1975). Many authors believe that self-awareness is one of the most difficult competencies to 

judge by others (Wohlers and London, 1989). 

To elaborate a measure of the entrepreneurial competencies self-awareness requires in the 

first instance, that we can identify and define entrepreneurial competencies that an 

entrepreneur must master. Our choice of entrepreneurial competencies focused on the work of 

Lans (2009) as part of his doctoral research entitled "Entrepreneurial competence in 

agriculture," whose results were published a year later (in 2010) in the journal: Human 

Resource Development Quarterly. Based on the typology Man et al. (2002), Lans (2009) 

defined a list of 21 entrepreneurial competencies
2
. 

The evaluation of the self-awareness entrepreneurs in their entrepreneurial competencies is 

therefore measured as follows: for each of the twenty-one entrepreneurial competencies we 

evaluated the self-awareness on a 5 point Likert scale. More specifically, for each EC the 

2011 entrepreneurs of the Réseau Entreprendre
®
 network were asked the following question: 

how do you control this competence today? With 1 "I  do not control," 2 "I  control a bit," 3 "I  

control moderately", 4 "I master well," 5 "I master perfectly". 

Measuring the improvement beliefs of EC 

The prediction of human behavior and entrepreneurial performance is certainly based on the 

self-awareness of the individual, but more importantly, the beliefs that guide its intentions 

(Fishbein and Ajzen, 1975). The behaviors of the human being are influenced by their 

perceptions of the opportunities to develop and improve specific competencies. 

                                                           
2
 We found and translated this list from Paper Man et al. (2002) entitled "The competitiveness of small and 

medium enterprises, A conceptualization with focus on entrepreneurial Competencies", published in the Journal 

of Business Venturing. 17 (2): 123-142. 
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The evaluation of the improvement beliefs of entrepreneurial competencies is therefore 

measured as follows: for each of the twenty-one entrepreneurial competencies we evaluated 

the self-awareness on a 5 point Likert scale. More specifically, for each EC the 2011 

entrepreneurs of the Réseau Entreprendre
®
 network were asked the following question: how 

do you think you can improve this skill in the next five years? With 1 "I cannot improve that 

skill," 2 "I can slightly improve this skill," 3 "I can moderately improve this skill," 4 "I can 

considerably improve this skill," 5 "I can become an expert in this competence ". 

Measuring entrepreneurial self-effectiveness 

As defined by Bandura (1977, 1997, 2003), feelings of self-effectiveness is the belief that an 

individual has in the ability to produce or not a task Bandura. The greater the sense of self-

effectiveness, the more a person imposes ambitious goals and the higher the commitment in 

their pursuit (Bandura, 1982, 1993). Seen as a key antecedent for entrepreneurship, 

entrepreneurial self-effectiveness (EEA) is one of the most important elements for success 

starting a new business (Lucas and Cooper, 2004). 

We have chosen the measurement scale that was used to operationalize the variable related to 

entrepreneurial self-effectiveness based on the work of Wilson et al. (2007) published in 

Entrepreneurship: Theory & Practice (Vol 31, Issue 3.). The authors have developed a series 

of 6 criteria based on interviews conducted by experts with business leaders (Marlino and 

Wilson, 2003). In their study, respondents were asked to compare themselves to ñsuccessfulò 

peers in specific areas of expertise. These criteria include: the ability to solve problems, 

decision making, financial management, creativity, the ability to convince people and 

leadership. The evaluation of the entrepreneurial self-effectiveness is therefore measured as 

follows: for each of the six criteria we asked respondents to evaluate  their level of 

entrepreneurial self-effectiveness on a Likert scale of 5 points; 1 = Strongly incapable, 2 = 

incapable, 3 = Moderately capable, 4 = Fairly capable and 5 = Strongly capable of.  

The table below summarizes the various measures of the variables in our model. 

Main variable Sub variable Number 

of items 

Reference 

Self-awareness of the EC (21 items) 

 

Likert scale 5 points 

 

Self-awareness of conceptual 

competencies 

 

4 

 

 

 

 

Self-awareness of relationship 

competencies 

 

5 
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1 = "I do not control" 

2 = "I control bit" 

3 = "I control moderately" 

4 = "I master well" 

5 = "I master perfectly." 

Self-awareness of organizational 

competencies 

 

4 

 

 

Lans 

(2009) et 

Man et al, 

(2002) 

Self-awareness strategic 

competencies 

 

3 

Self-awareness of commitment 

competencies 

 

2 

Self-awareness of opportunity 

related competencies 

 

3 

EC Improvement beliefs (21 items), Likert 

5-point scale 

 

1 = "I cannot improve that skill" 

2 = "I can slightly improve this skill" 

3 = "I can moderately improve this skill" 

4 = "I can considerably improve this skill" 

5 = "I can become an expert in this skill." 

Beliefs improving conceptual 

competencies 

 

4 

 

 

 

Lans 

(2009) et 

Man et al, 

(2002) 

 

Beliefs improving interpersonal 

competencies 

 

5 

Beliefs improving organizational 

competencies 

 

4 

Beliefs improving strategic 

competencies 

 

3 

Beliefs improving commitment 

competencies 

 

2 

Beliefs improvement opportunity 

related competencies 

 

3 

Entrepreneurial self-effectiveness 

(6 items), Likert 5-point scale 

 

1 = Strongly incapable, 

2 = Incapable 

3 = Moderately capable 

4 = Fairly capable and 

5 = Strongly capable of. 

 

 

Entrepreneurial self-effectiveness 

 

 

 

6 

 

Wilson et 

al (2007) 

et 

Marlino et 

Wilson, 

(2003) 

Table 3. Summary of measures used to model variables 
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Research Results 

Effect of Entrepreneurial Accompanying on entrepreneursô self-Awareness  of their EC (H1) 

At this level, we seek to test the hypothesis H1 entrepreneurial accompanying affects 

significantly entrepreneursô self-awareness of their entrepreneurial competences (EC). More 

specifically, we tested the underlying assumptions: H1.1, H1.2, H1.3, H1.4, H1.5 and H1.6 

linking entrepreneurial accompanying respectively with each of the six categories of the EC 

defined above. For this, we conducted a series of six linear regression models. In each model, 

the dependent variable is the self-awareness of one of the six categories of the EC. 

Á Impact of Entrepreneurial Accompanying on the self-awareness of Conceptual 

Competencies (H1.1: Model 1) 

The results of statistical analysis showed no significant effect of entrepreneurial 

accompanying on the self-awareness conceptual competencies (F = 1.177, p> 0.10). We 

rejected the hypothesis H1.1 that entrepreneurial accompanying positively affects the self-

awareness of entrepreneurs in their conceptual competencies. 

Á Impact of Entrepreneurial Accompanying on the self-awareness of Relational 

Competencies (H1.2: Model 2) 

The statistical results indicate that the regression model is statistically not significant (F = 

1.148, p> 0.10). The self-awareness of relationship competencies is therefore not linked to the 

entrepreneurial accompanying. The hypothesis H1.2 that entrepreneurial accompanying 

positively affects entrepreneursô self-awareness in their relational competencies is refuted. 

Á Impact of Entrepreneurial Accompanying on the self-awareness of 

Organizational Competencies (H1.3: Model 3) 

The results showed that the explanatory multiple linear regression model of the self-

awareness organizational competencies based on entrepreneurial accompanying experience is 

not statistically significant (F = 1.010, p> 0.10). Therefore, the accompanying experiences the 

entrepreneur has received in the Réseau Entreprendre
®
 network has no effect on his self-

awareness of organizational competencies. We therefore reject the hypothesis H1.3 that 

entrepreneurial accompanying positively affects self-awareness entrepreneursô organizational 

competencies. 

Á Impact of Entrepreneurial Accompanying on the self-awareness of Strategic 

Competencies (H1.4: Model 4) 
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The statistical results show that the explanatory multiple linear regression model of the 

entrepreneursô self-awareness of strategic competencies based on entrepreneurial 

accompanying is statistically significant (F = 1.797, p <0.10, R 2 = 21.5%). The table of 

regression coefficients shows that entrepreneurial accompanying has a significant negative 

impact on the self-awareness entrepreneurs in their strategic competencies (ɓ = -0.285, p 

<0.1). Thus, we rejected the hypothesis H1.4 that entrepreneurial accompanying positively 

affects self-awareness entrepreneurs in their strategic competencies. 

Á Impact of Entrepreneurial Accompanying on the self-awareness of the 

Commitment competencies (H1.5: Model 5) 

Our results showed that the regression model is not statistically significant (F = 1.189, p> 

0.10). However, statistical analysis of regression coefficients showed that the coefficient of 

the entrepreneurial accompanying is significant at the 10% risk of error (ɓ = -0.336, p <0.10). 

This "ɓ" coefficient is negative, indicating that the accompanying significantly and negatively 

affects the entrepreneursô self-awareness in their commitment competencies. We reject thus 

the hypothesis H1.5 that entrepreneurial accompanying positively affects the self-awareness 

of the engagement competencies. 

Á Impact of Entrepreneurial Accompanying on the self-awareness of the 

Opportunit y Related Competencies (H1.6: Model 6) 

The regression model is statistically significant (F = 1.907, p <0.05). However, analysis of 

regression coefficients shows that entrepreneurial accompanying significantly and negatively 

impact self-awareness opportunity related competencies (ɓ = -, 353, p <0.1). The hypothesis 

H1.6 that entrepreneurial accompanying positively affects self-awareness entrepreneurs in 

their opportunities related competencies is refuted. 

Effect of Entrepreneurial Accompanying on EC Improvement Beliefs (H2) 

We examined the alleged relationship between entrepreneurial accompanying and the 

entrepreneursô beliefs about the opportunities to improve their current EC (H2). More 

specifically, we tested the six underlying assumptions H2.1, H2.2, H2.3, H2.4, H2.5 and H2.6 

proceeding by six models of multiple linear regressions in which the entrepreneursô 

improvement beliefs of EC are the dependent variable. 

Á Entrepreneurial Accompanying and entrepreneursô beliefs about the opportunity 

to improve Conceptual Competencies (H2.1: Model 1) 

The test results of the hypothesis H.2.1 present statistically significant regression model 

results (F = 1.848, p <0.05). However, there is no significant effect between entrepreneurial 
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accompanying and the entrepreneursô beliefs to improve their conceptual competencies in the 

future. We therefore reject the hypothesis H2.1 which mentions the existence of a positive 

impact between the entrepreneurial accompanying and such beliefs. 

Á Entrepreneurial Accompanying and entrepreneursô beliefs about the opportunity 

to improve Relational Competencies (H2.2: Model 2) 

The test results of the hypothesis H.2.2 does not present statistically significant regression 

model results (F = 1.477, p> 0.10). Therefore, hypothesis related to the positive impact of 

accompanying on the entrepreneursô beliefs to improve relational competencies is rejected. 

Á Entrepreneurial Accompanying and entrepreneursô beliefs about the opportunity 

to improve Organizational Competencies (H2. 3: Model 3) 

The explanatory model of our dependent variable based on entrepreneurial accompanying is 

statistically significant (F = 1.918, p <0.05). However, according to the regression coefficient 

observed it seems that the accompanying received by the entrepreneurs did not (yet) have a 

significant effect on their beliefs to improve organizational competencies. Therefore, the 

hypothesis H2.3 that entrepreneurial accompanying positively affects entrepreneursô beliefs 

about the opportunity to improve organizational competencies is not validated. 

Á Entrepreneurial Accompanying and entrepreneursô beliefs about the opportunity 

to improve Strategic Competencies (H2.4: Model 4) 

The results show that the regression model is not statistically significant (F = 1.444, p> 0.10). 

The explained variance derived from the determination coefficient R2 is 18%. Similarly, the 

table of coefficients shows that entrepreneurial accompanying has no significant impact on 

the entrepreneursô improvement beliefs of their strategic competencies (ɓ = -, 142, p> 0.10). 

The results thus found allow us to reject the hypothesis H2.4 that entrepreneurial 

accompanying positively affects the entrepreneursô beliefs to improve in the future, their 

strategic competencies. 

Á Entrepreneurial Accompanying and entrepreneursô beliefs about the opportunity 

to improve commitment competencies (H2.5: Model 5) 

The results show that the regression model is significant (F = 1.665, p <0.10). Nevertheless, 

the results show no significant impact between entrepreneurial accompanying and the 

entrepreneursô improvement beliefs related to commitment competencies (ɓ = -0.250, p> 

0.10). The hypothesis H2.5 that entrepreneurial accompanying positively affects 

entrepreneursô beliefs to improve their commitment competencies is therefore not accepted. 
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Á Entrepreneurial Accompanying and entrepreneursô beliefs about the opportunity 

to improve competencies related to opportunities (H2.6: Model 6) 

The regression coefficient is statistically significant (F = 2.229, p <0.01). However, the 

impact of entrepreneurial accompanying remains insignificant on the improvement beliefs 

variable for opportunity related competencies (ɓ = -, 173, p> 0.10). The research results thus 

allow us to refute the hypothesis H2.6 that entrepreneurial accompanying has a positive 

impact on entrepreneursô beliefs to improve competencies related to opportunities. 

Entrepreneurial Accompanying and entrepreneurial self-effectiveness 

The hypothesis H3 connects entrepreneurial self-effectiveness (dependent variable) to 

entrepreneurial accompanying (the independent variable). The research results show a 

significant regression coefficient (F = 1.988, p <0.05). Contrary to our model, it is noted that 

accompanying is negatively (ɓ = -0.461) and significantly (p <0.05) related to entrepreneurial 

self-effectiveness. These results allow us to reject the hypothesis H3 that states that 

accompanying positively affects the perception of entrepreneurial self-effectiveness of 

accompanied entrepreneurs. 

Discussion 

Self-effectiveness is accepted as a cognitive assessment of the individual's capacity to 

mobilize the motivation, resources and the necessary behaviour to the exercise of control over 

the situations he has to face throughout its life (Wood and Bandura, 1989). It influences, 

according to Boyd and Vozikis (1994), beliefs of the individual in its possibilities or 

impossibilities to achieve certain goals. Bandura (2000) goes further by showing that 

effectiveness beliefs affect personal motivation through their impact on the objectives and 

expectations (Ben Salah et al. 2011). Thus, according to Bandura, a person formulates 

personal judgments on his own capacity for action according to his beliefs. Furthermore, the 

author states that the perception of self-effectiveness is never comprehensive but applies to a 

specific situation or a task. 

Many researchers have studied the relationship between entrepreneurial accompanying and 

self-effectiveness of the entrepreneur. Like the work of Krueger (2000), which highlighted the 

important role of the mentor in the development, on behalf of the entrepreneur, of a sense of 

entrepreneurial self-effectiveness.  

In our research, we intended to analyse the influence of the accompanying offered by the 

Réseau Entreprendre® Network on the entrepreneursô sense of entrepreneurial self-
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effectiveness. This relation has been tested through the H3 hypothesis stipulating a positive 

effect between the accompanying by the Réseau Entreprendre® network and the the 

entrepreneurial self-effectiveness. Our data analysis demonstrated a rather negative effect (ɓ = 

-, 461; p <0.05) and H3 was therefore rejected. 

On the one hand, this result contradicts previous work which detected a positive impact 

between entrepreneurship training and entrepreneurial self-effectiveness of students (Waters 

et al 2002;. Fayolle et al 2006;. Boissin and Emin 2007). On the other hand, our results 

confirm other studies that have stated that training and entrepreneurship programs could have 

a negative effect on entrepreneurial self-effectiveness of the participants. For example Cox et 

al. (2002) noticed a negative change in self-effectiveness of students after having attended 

entrepreneurship training. The authors suggest, however, that the negative impact would 

depend on the initial specialization of students and their initial level of self-effectiveness, 

which may explain a sharp drop for people whose starting level of self-effectiveness was the 

highest (Delanoë, 2012). 

Furthermore, we suggest that further clarifications of this negative impact of the Réseau 

Entreprendre® network accompanying on entrepreneurial self-effectiveness of selected 

entrepreneurs (ñLaur®atsò) can be based on the theory of Bandura. According to the social 

cognitive theory of Bandura (1986), perceptions of capacity change and evolve over time and 

with experience. More specifically, self-effectiveness of the individual builds and develops 

from four main sources (Afonso et al, 2012): 

¶ Previous personal experiences (or previous performance, success or failure): this is to 

Bandura, the most influential source of self-effectiveness because these experiences will 

determine and support self-effectiveness judgments very early in life. A positive previous 

experience influences self-effectiveness positively, while a negative experience can 

illustrate the destructive effects that may persist throughout the personal or professional 

career. 

¶ Experiments by observing the behavior of others: the feeling of self-effectiveness may be 

modified by the observation of failures or successes achieved by similar persons 

(vicarious learning or modeling). Thus, the individual learns through comparison and 

assesses their own competencies against those of others, which may negatively or 

positively influence the level of self-effectiveness. 

¶ Verbal persuasion or gestures by third parties such as suggestions, advice or 

encouragement by outsiders. Their impact on perceptions of self-effectiveness is less 
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strong than the first two sources because it is determined by certain factors such as the 

credibility of the person giving advice or criticism, the degree of persuasion and their 

compatibility with the real needs of the person. 

¶ Psychological or emotional states: such as excitement or anxiety, their interpretation 

differs from one person to another, it reflected their ability to deal with specific  

situations. 

Therefore, on the basis of these research findings, entrepreneurial self-effectiveness of the 

entrepreneurs accompanied in the Réseau Entreprendre
®
 network might be influenced 

negatively by the entrepreneurial accompanying. The negative relationship might be 

explained by existing principles of verbal persuasion or accompanying gestures that do not 

promote entrepreneurial self-effectiveness. Furthermore, the influence of experience by 

observing the behavior of others (indirect experience) as identified by Bandura (1986) might 

be relevant for the Réseau Entreprendre
®
 case since accompanists that accompany selected 

entrepreneurs are entrepreneurs themselves. Otherwise said, negative experiences of the 

accompanists might negatively affect the entrepreneursô perception of entrepreneurial self-

effectiveness. In the context of the Réseau Entreprendre
®
 case it is as well plausible that the 

negative relationship described above is related to the persuasiveness of accompanists, their 

credibility, or to a compatibility issue of their learning and services with the real needs of 

accompanied entrepreneurs (i.e. mismatch between entrepreneurial needs and accompanistsô 

profile and experience). 

One must also consider other factors that may cause negative accompanying influence on 

entrepreneurial self-effectiveness. We have therefore analyzed the effect of each control 

variable in the regression model with the exception of the gender effect (Wilson et al, 2007) 

since our sample has a small number of women that have responded. 

Curiously, the variables: age of the accompanied entrepreneur (Maurer, 2001), level of study 

(Wilson et al., 2007), the duration of his professional experience, the duration of the 

accompanying relation, the type of the business project and the frequency of meetings with 

his accompanist have no significant effect on entrepreneurial self-effectiveness. However, our 

results show a significantly negative effect in the business sectors Building / Construction and 

Services (ñservices aux personnesò). It seems that the selected entrepreneurs by the ñReseau 

Entreprendre
®
ñ network in these two industries are particularly faced with difficult tasks and 

therefore with more significant challenges that influence their perception of entrepreneurial 

self-effectiveness. 
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Conclusion 

The general question which is found at the origin of our research was the study of the impact 

of entrepreneurial accompanying on the entrepreneursô self-perception of their entrepreneurial 

competencies. More specifically, we sought to measure the impact of entrepreneurial 

accompanying within the Réseau Entreprendre
®
 network on accompanied entrepreneursô self-

perception of their entrepreneurial competencies, the improvement beliefs of these 

competencies and their entrepreneurial self-effectiveness. 

The results emerging from this research can be classified into two categories that are 

presented below. 

The results concerning the impact of entrepreneurial accompanying on the entrepreneursô 

self-perception of entrepreneurial competencies. Indeed, the analysis shows that the 

accompanying had no significant effect on entrepreneursô self-awareness of their conceptual 

and interpersonal competencies. However, the effect is significantly negative when it comes 

to organizational, strategic, commitment and opportunity related competencies. Furthermore, 

the study of the impact of accompanying on the entrepreneursô beliefs to improve 

entrepreneurial competencies in the future did not show a single significant effect. Otherwise 

said, the beliefs of an entrepreneur in his abilities to improve his conceptual, interpersonal, 

organizational, strategic, commitment and opportunity related competencies over time are not 

directly related to the accompanying offered by the ñR®seau Entreprendre
®
ò network. 

A second part of our results concern the relationship between entrepreneurial accompanying 

and the development of a sense of entrepreneurial self-effectiveness of accompanied 

entrepreneurs. Contrary to some previous research work that demonstrate a positive effect, 

our results show clearly a rather negative relationship. Indeed, the level of entrepreneurial 

self-effectiveness of selected entrepreneurs in the ñR®seau Entreprendre
®
ò network 

experienced a net decrease. Thus, despite the universally accepted role of accompanying in 

helping entrepreneurs to develop an entrepreneurial self-effectiveness, our research results 

seem to contradict this observation. 

Our research results may seem disappointing. The contradiction between the research findings 

and our research model expectations raises serious questions. Do our results faithfully reflect 

the studied phenomenon, namely accompanying, which by nature is not simply reduced to a 

few variables considered in isolation or to a defined research study period? Or, should we, as 

is generally the case, attribute these results to methodological flaws inherent in all research? 
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The contribution of our research to the improvement entrepreneurial accompanying through a 

better consideration of entrepreneurial competencies development process and the concept of 

"competence" is not only about what the results show, but also linked to the new research 

questions or new fields that are identified. As a concluding remark, in our view some 

important research opportunities deserve further development in the future so as to further 

study the relation between entrepreneurial accompanying and the entrepreneurial 

competences development process. 
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Abstract  

Faced with both collective challenges; in terms of economic and social development of 

communities and countries; and individual challenges for business creators, support and 

innovation systems gradually became necessary forming, since the 80s, a general reality in 

Europe and particularly in France. 

Among the practices to support business creation, the interest of this research focuses on the 

entrepreneurial accompanying phenomenon. Previously focused on the result, the 

entrepreneurial accompanying approach is transformed into a practical entrepreneurship 

assistance based on an interpersonal influence relationship that develops between an 

entrepreneur and an external actor to the creation project and on an action process based on 

multiple learning and the skills development of the actors who are involved in that process. 

In the current state of entrepreneurship research, if all accompanying networks contribute to a 

better success of accompanied entrepreneurs, the interest of this paper is oriented toward the 

other "hidden facet" of the accompanying relationship which is the accompanist and to the 

issue of his experiential learning and knowledge development in the business support 

structures in general and in ñR®seau Entreprendreò È in particular. 

This paper raises the question: to what extent entrepreneurial accompanying experiences 

affect experiential learning outcomes and particularly the development of accompanist 

knowledge in ñR®seau Entreprendreò È? 

To address this issue, we adopted a questionnaire-based quantitative methodology to a sample 

of 205 business creation accompanists in 38 ñR®seau Entreprendreò associations in France. 
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The quantitative results provide a better understanding of the experiential learning cycle of 

the accompanist in these support structures. These results provide information on the potential 

impact of entrepreneurial accompanying experiences on the development of the 

accompanying knowledge. 

Implications and contributions of this research are theoretical; consisting in enriching and 

complementing the existing knowledge on the entrepreneurial phenomenon while bringing a 

new vision based on the accompanying professional and the nature of his experiential 

learning. Furthermore, implications and contributions of this paper are also methodological 

and practical seeking to provide answers to managers and regional economic development 

actors. 

Keywords: Entrepreneurial accompanying, accompanist, experiential learning, 

accompanying experiences, knowledge development. 
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Introduction  

Nowadays, entrepreneurial accompanying is playing a role of an increasing importance. The 

oldest support networks have only existed for nearly thirty years, have progressively been 

highly structured and professionalized with both quantitative and qualitative goals, thereby 

providing a real global service offer for the benefit of business creation [Rochas (2005)]. 

The entrepreneurial support phenomenon was addressed in a more technical collective 

approach focused on result and successful completion of administrative and financial 

procedures [Toutain (2004): 145-150]. It has, over time, focused on a more individual 

approach to better perceive and take into account the complex relationship between the 

individual, the created object, the environment and the temporal dynamics in which the 

individual operates [Toutain & Fayolle (2008): 50]. 

The entrepreneurial support is transformed into a practical aid to business creation which is 

based on a relationship that develops between an entrepreneur and an external actor to the 

creation project. During this process we find all the challenge and art of accompanying that 

involves a shared effort and vigilance on the part of the entrepreneur and his accompanist. 

Certainly, in this approach the accompanist plays a decisive role. He is the privileged 

intermediary of the entrepreneur, regularly follows his evolution and oversees the 

entrepreneurôs management of the project, and therefore all his actions and interactions with 

different interlocutors [Dupouy (2008)]. He should not be the expert that provides ready-made 

solutions. He should rather help the entrepreneur to find his own solutions and raise new 

questions to improve understanding [Bruyat (1993)]. To fulfill his role, the accompanist 

should use and develop his knowledge, skills and attitudes, in other words, his experiential 

learning, to invite the entrepreneur to collaborate and to consider the benefits of a support 

process in terms of the creation project performance. 

Although the question of the accompanistôs experiential learning and the development of his 

knowledge seems to be quite central, it is surprising that the majority of existing studies are 

primarily focused on the attributes, characteristics and learning of the entrepreneur and the 

performance level of his enterprise. As a stakeholder in the accompanying relationship, the 

accompanist seems to be almost completely forgotten or certainly neglected. The limited 

interest in the accompanying experience and its impact on the accompanist can be considered 

preoccupying. Indeed, if knowledge of the conditions and benefits of entrepreneurial support 
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for entrepreneurs are essential, why can we not imagine that in parallel this experiential 

process allows the accompanist to learn and develop knowledge too? 

This research is therefore an opportunity to fill this gap in the entrepreneurship research 

literature in general and in the education field in particular. It seeks to complete and indirectly 

support previous research through the enhancement of the role and experiences of the 

professional actor in these support structures, specifically in the ñR®seau Entreprendre Èò. 

Thanks to the tools and techniques used, our goal will be to operationalize the concept of 

accompanist experiential learning during his intervention and to assess the impact of his 

entrepreneurial accompanying experiences on the development of his knowledge. Our main 

question is to understand to what extent entrepreneurial accompanying experiences affect the 

development of accompanist knowledge in the ñR®seau Entreprendre Èò case. 

This paper is composed of two main parts: a theoretical part proposing a new perspective of 

the accompanistôs experiential learning, his role, skills, foundations and cognitive learning 

outcomes. The second part is empirical and treats the conceptual model, assumptions and the 

research results. 

Theoretical Framework : Towards A New Perspective Of Accompanist 

Experiential Learning 

In the field of entrepreneurship, research on entrepreneurial support is mainly dedicated to 

entrepreneurs in the context of  new business creation and focus on the content of provided 

aid [Dottenwill & Marion (1993); Albert, Fayolle & Marion (1994)], the legitimacy of the 

accompanying [Messeghem & Sammut (2007)] or the effectiveness of mobilized structures 

(Vedel & Stephany (2010)) and their contribution to the success of the entrepreneurial process 

[Sammut (1995); Albert; Bernasconi; Gaynor, (2003); Bergek & Norrman (2008)]. However, 

only a few studies have attempted to go beyond this first level of analysis of an accompanying 

relationship to go to meet the professional actor and explore the role and the challenge of his 

job [Cuzin & Fayolle (2006)]. 

In our view, it is time to reflect on the accompanist and on his job which value has been 

proven in the evolution of the entrepreneurial spirit and the development of the number of 

business creation and resumption projects. This job is sometimes considered as a meeting 

point between several functions, roles and skills to provide accompanying support on a 

professional basis. In order to present the theoretical framework we discuss below the 

characteristics of entrepreneurial support actor. 

An overview of the accompanist as professional actor 
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The accompanying term is widespread and very used; however, it refers to different realities 

(Léger-Jarniou, C. 2005). Indeed, the professionalization trend of the accompanist job is 

developed and adjusted on a perpetual basis since it depends on the diversity of demand, the 

plurality of his roles, the combination of accompanying logics (learning, development, 

problem solving ... ), the duration, the relational quality and the interaction between presence / 

absence, distance / proximity ... (Dupouy A, 2008). 

Considering that entrepreneurial accompanying is specific and differs from other forms of 

support (social, guardianship...), it involves conceiving the specificities and, in particular, the 

combination of accompanying postures and the plurality of roles and competencies that must 

assume an accompanist in his action. 

Accompanistôs roles and functions  

The accompanying term considers the plurality of roles to adopt based on project owner's 

needs, the context of his project progress and the challenge of a number of actions (Bruyat 

1993). These accompanists can endorse facilitator roles that help the business creator while 

working on the operational aspects of his project. They can assume roles of coach, referent, 

expert advisor, trainer, catalyst or coach (Iselin & Bruhat, 2003). The accompanist is then 

assigned the role of an energy reserve (contribution in terms of methodology, selection and 

strategic projects implementation) and a catalyst (contribution in terms of changes of strategic 

vision, methods and behaviors of the entire entrepreneur organization) (Baron (1992). 

In order to sum up the work on the accompanist roles and functions and to describe how 

accompanist adapt to the characteristics of each situation encountered in an accompanying 

process, Maela Paul (2004) proposes a typology of three different roles or semantic registers 

of the verb ñaccompanyò reflecting how an accompanist can assume accompanying 

challenges. These roles correspond to the three professional postures of accompanist as 

described by Paul Maela. 

In the first role, an accompanist leads the entrepreneur and the role is centered on the idea of 

what to do and therefore on educational functions (Paul, 2004) in order to advance the 

entrepreneur to a given situation. This first role refers us to three different but simultaneous 

ideas: accompanying idea, movement idea and influence idea. The results of the interviews 

conducted by Verzat & Gaujard, (2009) show that this first role is dominated by the weight of 

the technical expertise and networks that an accompanist brings to an entrepreneur (Cuzin & 

Fayolle, 2004). In the second role, the accompanist escorts the business creator throughout the 

support process. Paul explains this second role by the idea of protecting, monitoring and 
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providing comfort and support to the business creator against environmental threats. This 

coaching role (Cuzin & Fayolle, 2004) also reflects an attitude of listening and helping the 

entrepreneur to discover his entrepreneurial job (Verzat & Gaujard, 2009). Finally, the 

accompanist can also guide the entrepreneur, assist him to reflection and decision making 

while helping him to realize the consequences of a given choice or situation (Cuzin & 

Fayolle, 2004). At this stage Verzat & Gaujard, (2009: 7) describe accompanist as "the global 

coordinator and the positioning aid referent who functions much by mirror effect." 

Accompanistôs competencies 

When faced with the accompanying practice, it is easy to recognize that sometimes this 

practice is seeking varied and much diversified qualities and skills. Indeed, accompanying 

activities are becoming more professional with the assertion of new skills that are highly 

dependent on situations to deal with and profiles of accompanied people. In order to assist, 

advise and orient business creators, accompanying professionals must address their own 

professional and personal development by capitalizing on their experiences in order to 

provide concrete and effective answers to entrepreneurôs requests. 

This professionalism and enrichment of the accompanist practices necessarily requires a step 

back and a permanent questioning about his methods and the coherence of his actions. It is 

important, even essential, for the practitioner to improve his ability to invest and become fully 

involved in the process, in other words, to learn. 

The return towards the notion of competence necessarily raises the question of what are the 

professional skills that are involved in the entrepreneurial support process. This issue of 

accompanist skills and selecting criteria was one of the issues that emerged with the 

development of support structures (Bakkali Messeghem & Sammut (2010a). 

The challenge for the accompanist is not easy. Beyond listening and analytical skills, the 

professional must demonstrate a better combination and learning of how to be but also how to 

do and an appropriate but differentiated use of his knowledge for each situation in order to 

provide an effective support. This typology is similar to Minet (2001) and Chandler & Jansen 

(1992)ôs typology that highlights the qualities of an accompanist. This latter must develop 

eclectic skills that bring together three areas of expertise. The first area is the technical and 

professional skills. These skills are in the professional field of the accompanist. They are 

related to the business of the entrepreneur, its characteristics, its culture and its history, in 

other words, the identity of the entrepreneurôs enterprise. Then, the second area concerns the 

skills that fall within the cognitive field and deep knowledge of the professional field and the 
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methods and techniques required in entrepreneurial accompanying (Minet, 2000). In addition 

to technical knowledge of the entrepreneurial project mounting tools (Verzat & Gaujard, 

2009), authors like Bakkali & al. (2010 a) emphasize the most general knowledge on 

entrepreneurship and small business management, including, the legal, tax, and financial 

aspects (Vaesken & al. 2007) and the different business sectors and actors of local aid 

(Sammut, 1998) that can help and orient business creators when facing problems. Finally, the 

third area is the socio-emotional skills that are the results of the accompanistôs contacts and 

experiences mainly in the areas related to the exercise of their function. These skills represent 

one of the necessary conditions for observing the entrepreneur and understanding the 

difficulties encountered (Kram, 1985) such as listening, caring, empathy, respect and other 

attitudes that must be at the entrepreneurôs service. 

Entrepreneurial accompanying experiences and experiential learning 

The encounter of new people multiplies interactions and creates new experiences that involve 

the accompanist and allow him to realize the importance of his person while putting his 

knowledge and skills to the entrepreneurôs service. This representation makes each 

accompanying a new experience and a real enriching discovery of a new singular 

entrepreneurôs profile. Thanks to this experience, the accompanist builds a new self-image 

and identifies changes that occur during the accompanying process. These destabilizing but 

innovative changes are the results of learning and the way of learning. 

The accompanist experience during the entrepreneurial process consists of a mixture of his 

professional experience and his tacit knowledge and emotions (Creplet, Dupouet, Kern, 

Mehmanpazir & Munier 2001). These elements represent the favored aspects of 

accompanying and the development of entrepreneurship projects. This implies that the 

accompanist must enhance his professional experiences, recognize them as strength and a 

learning source to be accumulated and build for his personal and professional development. 

Besides this, Senicourt & Verstraete (2000) argue that the strength that distinguishes 

accompanying probably concerns the accompanistôs commitment in the achievement of 

actions depending on accompanying phases. 

In the consulting area, for example, Creplet, Dupouet, Kern, Mehmanpazir & Munier (2001) 

emphasize the importance of the consultantsô experiences and their contribution in terms of 

capitalization on best practices. The consultant learns by working and adapting (Probst & 

Büchel, 1995). His learning is also called single loop learning. In some cases, his learning is 
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by construction and is also called double-loop learning (Argyris & Schön, 1978), when he has 

the obligation to conceptualize new methodologies, new procedures, etc. 

In the entrepreneurial mentoring field, St-Jean (2010) puts forward the mentorôs professional 

experiences and, particularly, the accumulation of entrepreneurial experiences that enable 

them, first, to fulfill their functions and to increase menteesô learning and opportunity 

identification and, second, to ensure more effective support. The author supports the idea of 

coaching learning for experienced mentors who can learn from their mistakes in order to 

improve their ability to develop a trusting relationship while adopting an intervention posture 

and style adapted to entrepreneurs. Toutain & Fayolle (2008) confirm that the experience 

accumulation process participates in creating resources that the person will use to build his 

skills. These are the individual learning outcomes. 

The foundations of accompanist experiential learning 

As a learner and by taking into account his personal, cognitive, emotional and affective 

characteristics, the accompanist will be able to act according to his experiences and his 

knowledge repository to deal with critical moments of his approach and to share the benefit of 

his expertise and professionalism with the entrepreneur. These characteristics systematically 

intervene in the learning dynamics and the development of accompanist behaviors. They are 

both personal; such as learning styles or the level of reflexivity, self-criticism and adaptability 

of the accompanist, and professional; such as the level of commitment and accompanying 

motivation. 

In this research, our accompanying vision expresses an interaction between the accompanist, 

his commitments and personal factors (values, beliefs, postures, aspirations ...). On the basis of 

these few essential dimensions the entrepreneurial accompanying may constitute a relevant 

learning device. 

Accompanist experiential learning outcomes : knowledge development 

The experiential learning discussion is facing a somewhat difficult task which is that of 

attempting to describe or define what experiential learning implies. One way to accomplish 

this task consists, then, in the development of key outcomes related to experiential learning 

process that have been identified in recent research. 

Learning is defined as "the process of creating a knowledge-based transformation experience" 

(Kolb, 1984) and was, therefore, considered as a multifaceted concept which involves several 

learning outcomes. Gagne (1984); Krathwohl, Bloom, & Masia, (1964); Kraiger, Ford, and 
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Salas (1993); reported the need for a conceptual classification of learning based on this 

multidimensional perspective. 

In this paper we relied on the work of Kraiger & Ford, and Salas (1993) who proposed three 

broad categories of outcomes: emotional outcomes, knowledge outcomes and capacity-based 

learning outcomes. These outcomes return us to the competency repository that details what 

an individual needs to know, master and learn in order to accomplish his mission, namely; 

knowledge, skills (know-how), qualifications and abilities (inter-personal skills) (Gilbert, 

2005). 

The interest of this work is to explore the development of accompanistôs knowledge as an 

outcome of his experiential learning. Indeed, Dalley & Hamilton (2000) argue that learning 

from experience is the most predominant and the most appropriate method to create 

knowledge. For these authors nothing can replace experiences to learn, especially 

accompanying experience in the context of accompanying relationship. An emotional 

learning-based perspective and orientation must, therefore, focus not only on the static and 

current states of knowledge of the learner, but also on the dynamic process of knowledge 

acquisition, organization and translation. 

Conceptual Model And Research Hypotheses 

We present the conceptual research model that links on the one hand, accompanying 

experiences of accompanists, their individual characteristics related to learning, including 

their accompanying postures and learning styles and, on the other hand, one of the 

experiential learning outcomes namely cognitive learning and knowledge development. 

This is an integrator model inspired from experiential learning research and based on the 

cycle of Kolb (1984). It is defined in time (the professional career) and space (one or more 

entrepreneurial support structures). It seeks to answer our research topic through three main 

research hypotheses: 

 

 

 

 

 

 

 

 

 

ACCOMPANYING EXPERIENCES  

 

- Experiences accumulation 

- The variety of experiences 

- Perceived quality of accompanying  

experiences 

- Perceived quality of accompanying 

EXPERIENTIAL LEARNING OUTCOME  

 

Knowledge outcomes 

INDIVIDUAL CHARACTERISTICS  OF 

ACCOMPANIST  

- Learning Styles 

- Accompanying postures 

- Commitment in the accompanying relationship 

- Accompanying motivations 

- Reflexivity and selfcriticism 

- Assimilation and accommodation 

- Capacity to transform experiences into a useful 

knowledge 

H1 

H2 

H3 



50 

 

 

 

 

 

 

The first hypothesis (H1) links the accompanying entrepreneurial experiences and 

accompanistô cognitive learning outcomes (the development of knowledge) and is formulated 

as follows:  

Hypothesis 1: The accompanying experiences significantly affect the cognitive experiential 

learning outcomes of the accompanist (knowledge development). 

The second hypothesis (H2) tests the moderating effect of the accompanistôs individual 

characteristics on the relationship between his accompanying experiences and his cognitive 

experiential learning outcomes. These features include the learning styles of the attendant, 

accompanying posture, commitment to the accompanying relationship, accompanying 

motivations, his reflexivity and self-criticism, adaptation through the processes of 

assimilation and of accommodation and finally the ability to transform his experiences into 

useful knowledge. The hypothesis is the following: 

Hypothesis 2: Accompanistôs individual characteristics significantly affect the relationship 

between accompanying experiences and his cognitive experiential learning outcomes 

(knowledge development). 

The third hypothesis (H3) directly links these accompanistôs individual characteristics and 

their cognitive experiential learning outcomes. 

Hypothesis 3: Accompanistôs individual characteristics significantly affect his cognitive 

experiential learning outcomes (knowledge development). 

Method 

Scope of research : Réseau Entreprendre 

The ñR®seau Entreprendre Èò association is the realization of the idea of André Mulliez, once 

CEO of Phildar Group and Founding President of this association. This idea, whose purpose 

is to create jobs and wealth with a desire to support entrepreneurs, future employers and job 

creators, took shape in 1986 with the creation of the network in Roubaix Nord and has 

expanded in several French regions and had attained up to 42 associations in 2010 and 67 

sites in France. 



51 

 

The ñR®seau Entreprendre Èò network mobilizes both financial and human resources and 

proposes individual and group accompanying or the introduction of the entrepreneurs in 

economic networks in order to save time when starting their business. The association solicits 

business leaders who volunteer to accompany each year new entrepreneurs and buyers of 

SMEs / SMIs. The operation of the ñR®seau Entreprendre Èò network is based on the respect 

of the Code of Ethics, which is based on three fundamental principles: the human factor, 

gratuity and reciprocity. 

 

Population and research sample 

To empirically test our research hypotheses, the survey population consisted of all business 

project accompanists from the 42 ñR®seau Entreprendre Èò member associations in France 

and their 67 sites. The required research data relates to accompanists that still accompany 

within the association or who have already completed their accompanying mission. The 

accompanists can be experienced (having several entrepreneurial accompanying experiences) 

and / or novice (with little experience or just starting their first entrepreneurial experience or 

support mission). The filtering our files and removal ñR®seau Entreprendre Èò member 

associations not participating in this survey allowed us to create a final list of 1825 

accompanists active in 38 member associations. 

On the basis of the received survey responses, a final sample of 205 accompanists was 

validated. The highest response rates correspond to the ñR®seau Entreprendre Èò member 

associations in Brittany with a 11.7% response rate and Paris with a 10.2% response rate. 

These rates are mainly due to the high number of accompanists in each of these two member 

associations that are involved in our research. The sample consists of 91.2% of men and 8.8% 

of women with a majority of 57.6% that have a level of BAC + 4 studies. A majority of 

67.2% of respondents have never accompanied before. The study also showed that 85.4% of 

respondents are accompanying entrepreneurs while 14.6% of respondents have already 

completed their accompanist support since 1 to 2 years (2011 - 2012). Most accompanists 

(48.6%) are business leaders with 30 years of entrepreneurship experience. These results 

seem to confirm the accompanistôs selection criteria in the ñR®seau Entreprendre Èò 

associations that aim to address business leaders to support emerging entrepreneurs. 
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Measurement model variables   

Measurement accompanying experiences 

Accompanying experiences is the independent variable of our model and was measured in 

two ways as shown in the following table: 

Quantitative Qualitative 

Sub-variable Measure Sub-variable Measure 

The 

entrepreneurial 

accompanying 

experiences 

accumulation 

The number of accompanied 

persons  

The perception of the 

Entrepreneurial 

accompanying 

experiences quality 

5 points Likert Scale 

The 

entrepreneurial 

accompanying 

experiences variety 

- Variety of needs expressed 

par entrepreneurs 

- Variety of accompanistôs 

roles 

- Variety of ages, profiles, 

business sectors and the 

business project innovation 

degree 

The perception of the 

Entrepreneurial 

accompanying 

relationship quality 

- The amount of sharing information in 

the accompanying relationship 

- The communication quality in the 

accompanying relationship  

- The long-term direction of the 

accompanying relationship 

- The satisfaction regarding the 

accompanying relationship 

Table1. Accompanying experiences measurement 

Measurement accompanistôs individual characteristics 

Individual characteristics are the moderator variable of the model. In this variable, we 

analyzed different accompanistôs individual characteristics. These features are especially 

those related to the concept of experiential learning and are fundamental conditions such as: 

Sub-variables Measure 

- The accompanistôs learning  

style  

- Four learning mode (Kolb, 1984): Active Experimentation (AE), Reflective 

Observation (RO), Abstract Conceptualization (AC), and Concrete Experience (CE)  

- The  accompagnying  posture - Three accompagnying posture (Paul 2004): Functionalist posture, hermeneutic posture 

and reflective and critical posture. These postures depend on the needs type met, the 

methodology type, the focus and the accompanist intervention type. 

- The accompanistôs 

commitment in the 

accompanying relationship 

- Three quantitative indicators: The number of months of accompanying, frequency and 

duration of meetings 

- A qualitative indicator: The accompanist perception of the level of his involvement in 

the accompanying activity 

- The accompanying motivations  - Four motivation types: personal motivations, professional motivations, entrepreneur 

and project-related motivations and the economic and social motivations. 

- The accompanistôs reflexivity 

and self-criticism 

- Two measurement types: personal  reflexivity and self- criticism and professional 

reflexivity and self-criticism 

- The accompanistôs assimilation 

and accommodation (the 

adaptation process)  

- Two phases: The accompanistôs adaptation process and pre-adaptation process  

- The accompanistôs ability to 

transform his experiences into 

useful knowledge 

- The accompanistôs perception of the personal development level following his 

accompanying experiences. 
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Tableau 2. Measurement accompanistôs individual characteristics 

 

 

Measurement cognitive experiential learning outcomes  

To operationalize this variable, we have identified in the literature, various verbal knowledge 

that should characterize the job of the accompanist (Bakkali Messeghem & Sammut (2010b) 

Vaesken, Torterat & Fauconnier (2007)). We referred also to the satisfaction survey 

conducted by the ñRéseau Entreprendre ®ò in September 2011. Fifteen types of knowledge 

were assessed by accompanists on a Likert 5-point scale ranging from 1 = Strongly Disagree 

to 5 = Strongly Agree. Two factors emerged following the principal component analysis 

(PCA). The first factor includes specific and technical knowledge in enterprises and SMEs. 

The second factor includes the more general knowledge about the context and the business 

environment and SMEs. 

Results 

Descriptive analysis 

Accompanistôs individual characteristics 

Accompanistôs learning style 

Self-assessment styles and learning preferences by accompanists in the ñR®seau Entreprendre 

Èò network showed that the main learning style is the Assimilator style combining abstract 

conceptualization to capture the experience and reflective observation to transform it. 

Accompanying posture 

Concerning the accompanying posture, the majority of respondents accompanying 50.3% 

receive a clarification type request from the entrepreneur to consider an evolution, orientation, 

personal and / or professional development. Besides this, the accompanying methodology for 

the majority of the research study respondents (46.5%) consists of interviews, active listening, 

and the creation of conditions that facilitate a productive sense of the entrepreneurôs actions. 

A majority of accompanists representing 42.7% believe that their focus is rather the overall 

situation of the entrepreneur and 48% considered that their intervention as an accompanist 

consists of mobilizing resources for the entrepreneur that wishes to develop a business 

project. 

Accompanistôs commitment 

Regarding the involvement of accompanists in the accompanying relationship, the results of 

the survey show that the average length of the relationship is approximately 21 months; a year 
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and 9 months. The majority of respondents, with a percentage of 62%, reported that the usual 

frequency of their meetings, including phone calls is estimated at 1 once a month. 60.9% 

consider that in general each of its meetings with the ñR®seau Entreprendre Èò selected 

entrepreneur takes between 1 and 2 hours. Moreover, 59.1% think that coaching is a rather 

demanding activity for the accompanist. 

Accompanistôs motivations 

Our results show that the pleasure of accompanying (61.4%), the feeling of being useful 

(50%), the desire to transmit entrepreneurial passion (59.6%), entrepreneurôs project success 

(75,9%), the challenge (eg. accompanying a project and see it succeed) (40%), find the values 

through the action of the accompanying structure (44.2%) or participation in local economic 

development through the creation of businesses and jobs (47.9%) are the most important 

reasons for the majority of survey respondents to accept an accompanying engagement in the 

ñR®seau Entreprendre Èò or similar accompanying networks. 

Accompanistôs reflexitivity and self-criticism 

The majority of survey respondents tend to agree on the fact that they like to think about 

what they do as accompanists and consider other means to accompany (57.7%). 49.4% of 

surveyed accompanists often think about their actions in the ñR®seau Entreprendre Èò 

network to see if they could improve their accompanying actions and 49.7% often reassess 

their accompanying experience to learn from it and to improve their future performance as 

an accompanist. A percentage of 41.8% also agree on the fact that their accompanying 

experiences have often allowed them to question some of their misconceptions. 

Accompanistôs adaptation processus 

The results of the survey show that the majority of accompanists tend to agree with the idea of 

learning new methods for conducting the accompanying actions (51.9%) as well as taking 

steps to improve their shortcomings in their mission to accompany entrepreneurs (44.8%). 

They also mostly agree to take responsibility to maintain knowledgeable in their accompanist 

job (44.1%). 

Accompanistôs personnel development perception  

A large proportion of accompanists representing 49.4% have a high enough sense that the 

accompanying experience that they have experienced or are experiencing in the ñR®seau 

Entreprendre Èò network, has allowed them to grow on a personal level. 

Accompanying experiences 

Accompanying exepriences accumulation 
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The results of the survey show that more than half of the accompanists surveyed, representing 

55.5%, accompanied between 2 and 5 entrepreneurs so far during their careers, both in the 

context of the ñRéseau Entreprendre ®ò and other accompanying networks. 

Variety of accompanying experiences 

Concerning the variety of accompanying needs, the results of the survey show that 56.5% of 

the accompanists surveyed tend to agree on the fact that the need for support generally 

expressed by people they accompany is a need related to the project itself. 48.1% of survey 

respondents indicated that accompanied entrepreneurs generally expressed needs related to 

the project owner (i.e. themselves). Finally, 49% of survey respondents indicated that these 

accompanying needs are both related to the project owner / project combination. 

Concerning the variety of roles, the results show that 35.9% of the accompanists surveyed 

tend to agree on the fact that their role is typically to provide technical expertise. For 53.2% 

of the accompanists surveyed, their role is typically to coach the project sponsor and develop 

the entrepreneur personally. Finally, 51.6% of the accompanists surveyed tend to agree that 

their role is typically to raise the entrepreneurôs awareness of the consequences of a situation 

or a particular choice. 

The results of the survey show that 43.3% of respondents think that the ages of the 

entrepreneurs accompanied so far are quite varied. A majority of the accompanists surveyed, 

representing 46.4%, indicate that the profiles of people they accompanied so far (gender, level 

of education, training, work experience, motivation and entrepreneurial development 

prospects) are quite varied. As such, 38.3% of respondents assert that the project industry 

sectors accompanied so far are quite varied and, finally, 44% of respondents believe that the 

innovation levels of accompanied projects so far are quite varied. 

The perception of the accompanying experiences quality 

The results show that 47.1% of respondents perceive the accompanying quality of their 

entrepreneurial coaching experience as quite high. For these accompanists accompanying 

experiences have been quite rewarding and formative allowing them to create new 

professional knowledge. 

 The perception of the accompanying relationship quality 

The results show that 53.2% of respondents strongly agree that their entrepreneurial coaching 

relationship is characterized by the existence of a confidential information disclosure on the 

entrepreneurôs business strategy. In total 58.4% of respondents strongly agree that their 

entrepreneurial coaching relationship is characterized by open communication with the 
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entrepreneur. Furthermore, 50.6% of the accompanists surveyed tend to agree on maintaining 

a long-term relationship with the entrepreneur and 45.1% of the accompanists surveyed tend 

to agree that their entrepreneur relations are a great success. 

Test of hypotheses 

The test of the first hypothesis shows that there is a direct impact of entrepreneurial coaching 

experience on the achievement of cognitive outcomes experiential learning (F = 2.641, p 

<0.01). The accompanist general and specific knowledge development, therefore, are directly 

related to the accompanying experience and more specifically, to a better accompanistôs 

perception of the quality of his accompanying experiences (ɓ = .609, p = 0) and to a lesser 

extent the accumulation of his entrepreneurial accompanying experiences (ɓ = 0.263, p 

<0.10). No direct effect of the variety of experiences or the perceived quality of the 

accompanying relationship was observed on cognitive outcomes. 

The test of the second hypothesis shows that learning style has a moderating effect on the 

relationship between the accompanistôs experience and support the development of both 

specific knowledge (F = 2.236, p <0.05) and general knowledge (F = 2.329, p <0.05) by the 

accompanist. The results also show that the accompanying postures affect only the 

relationship between the accompanying experience and the development of the accompanistôs 

general knowledge (F = 2.319, p <0.05). The accompanistôs commitment in the 

accompanying relationship also appears to have a moderating effect on the relationship 

between his accompanying experiences and the development of the accompanistôs specific 

knowledge (F = 7.739, p = 0) and general knowledge (F = 2.139, p <0.10). 

The study of the moderating effect of the accompanistôs motivations shows that this 

characteristic and particularly personal motivations (F = 4.361, p <0.01) and professional 

motivations (F = 4.060, p <0.01) have a moderating effect on the relationship between his 

accompanying experience and the development of the accompanistôs specific knowledge. 

The results of this research also show that reflexivity and self-criticism of the accompanistôs 

as an individual characteristic has a moderating effect on the impact of his accompanying 

experiences on the development of the accompanistôs specific knowledge (F = 1.942, p <0.10) 

and general knowledge (F = 2.506, p <0.05). 

The study of the moderating effect of the process of assimilation and accommodation shows 

that this characteristic and, in particular, the pre-adaptation process of the accompanist has an 

effect on the relationship between his accompanying experience and the development of his 

general knowledge (F = 3.842, p <0.01). 
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Our results also show that the ability of the accompanist to turn his experiences into useful 

knowledge influences the relationship between his accompanying experience and the 

development of his specific knowledge (F = 5.651, p = 0). 

The test of the third hypothesis shows that the individual characteristics of the accompanist 

has a direct impact on the development of specific knowledge (F = 1.924, p <0.05). These 

characteristics are, first, the commitment of the accompanist in the accompanying relationship 

and especially the length of his accompanying relationship (F = 300, p <0.05) and 

furthermore the personal motivations of the accompanist (F = 384, p <0.05). 

 

Discussion 

The aim of the paper is to contribute to a better understanding of the accompanistsô cognitive 

experiential learning / knowledge development in the accompanying network structures and 

especially in the ñRéseau Entreprendre ®ò network. Through the conceptual model we 

proposed, we wish to test the impact of entrepreneurial accompanying experiences on 

cognitive learning outcomes and the development of accompanistsô knowledge. 

Taken together, our results confirm the legitimacy of the choice of entrepreneurial 

accompanying experience and individual characteristics as determinants of accompanistsô 

cognitive experiential learning outcomes. Both these two main variables in the model affect in 

a significant manner the development of accompanistsô knowledge. 

Our results confirm the importance of the role of experience in the learning process in the 

writings of Dewey, Piaget, Lewin, Kolb, Argyris and Rogers and, in particular, in the 

entrepreneurial field (Collins & Moore, 1970; Deakins & Freel, 1998; Minniti & Bygrave, 

2001; Reuber & Fischer, 1993; Sarasvathy, 2001; Sullivan, 2000). The role of the 

accumulation of experiences has been suggested by the words of Nonaka and Takeuchi 

(1995); Patel, Arocha & Kaufman (1999); Dewey (1938), Lewin (1951); Kolb (1984) who 

have demonstrated the importance of the amount of experience in the production of tacit 

knowledge of individuals. High quality professional experience is also a creative experience 

for new professional knowledge (Nonaka, 1994; Minniti & Bygrave, 2001 and Lôhotellier, 

2001). This result shows that both the quantity and quality of experiences are taken into 

account in the accompanying experiential learning and the development of knowledge in the 

ñRéseau Entreprendre ®ò network.  

Apart from their direct impact on the development of accompanying knowledge, 

accompanistsô individual characteristics have a moderating role in the relationship between 
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entrepreneurial accompanying experience and cognitive outcomes of experiential learning / 

knowledge development. Our results support, therefore, the work of Kolb (1984); Anderson 

(1993); Armstrong & Mahmud (2004); Wagner & Sternberg (1987) and Sadler-Smith (1996) 

according to which the represented learning style is part of the cognitive style of the 

accompanist that allows him to use the information in his learning environment to acquire 

knowledge. 

Through our results, we can still identify the functionalist position as the dominant position 

which marks the most the relationship between accompanists in the ñRéseau Entreprendre ®ò 

network and accompanied entrepreneur and determines, therefore their cognitive experiential 

learning. Accompanists are then often faced with topics that mainly concern the financial, 

legal and commercial, etc. aspects of the business creation project. These results are 

consistent with those of the satisfaction survey conducted by ñRéseau Entreprendre ®ò in 

September 2011, which shows that the main expectation of the majority of the entrepreneurs  

accompanied (56%), is the introduction of specific aid to the development of company (expert 

advice, networking and financial aid). 

Our results also trace the general emphasis on the professional commitment to the 

accompanying relationship, and specifically, the length of the time period spend with the 

accompanied entrepreneur (Wanberg & Allies 2006 St-Jean & allies, 2012) and the degree of 

involvement (Paul, 2004) in the ñRéseau Entreprendre ®ò network (Tannenbaum & allies 

(1991). The professional and personal motivations, in our study, justify the intensity of their 

cognitive experiential learning (Baldwin, Magjuka, and Loher 1991. Martocchio & Webster, 

1992; Mathieu, Tannenbaum, & Salas, 1992; Quinones, 1995 Kraiger & allies, 1993 Colquitt, 

LePine, & Noe, 2000). 

Accompanists in the ñRéseau Entreprendre ®ò network seem to progress in their thought 

process and awareness of the importance that might represent a better reflection on their 

actions and accompanying practices within the association. Changes caused by this reflective 

and self-critical processes are cognitive, allowing them thus to review the effectiveness of 

their performance and relevance and meaning of their experiences (Collins, 1991). The 

process of the accompanistôs adaptation did not lack importance in the context of our 

research. Indeed, this characteristic was also deemed relevant in an experiential learning 

situation for the accompanists in the ñRéseau Entreprendre ®ò network since it brings us to 

the two processes by which the accompanist assimilates and adapts his knowledge repository 

to adapt to his environment and regain equilibrium. 
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Our research shows, however, that professional learning in the ñRéseau Entreprendre ®ò 

network results from entrepreneurial coaching experiences, but above all, from the 

accompanistôs ability to transform his professional experience in knowledge that can serve 

him in his accompanying activities. Indeed, the ongoing transformation of experience into 

knowledge is a prerequisite that even determines the accompanistôs experiential learning 

process and his knowledge development (Kolb, 1984 Holmqvist, 2000). 

 

Conclusion 

This research work has complemented the earlier work while providing a special look at the 

other party in an accompanying relationship which is the accompanist in these business 

development support structures. We wanted to contribute to a better understanding of 

accompanistsô cognitive experiential learning process in the ñRéseau Entreprendre ®ò 

network and the development of their knowledge through their entrepreneurial accompanying 

experiences. 

By investigating the career path, the different experiences in entrepreneurial support and the 

characteristics of the accompanists in the ñRéseau Entreprendre ®ò network, we formulated 

three main hypotheses to describe the path of the accompanistsô cognitive experiential 

learning cycle. 

Cognitive learning outcomes of the accompanists in the ñRéseau Entreprendre ®ò network are 

strongly influenced by their accompanying experiences but also by their individual 

characteristics. More specifically the accompanistôs quality perception of the accompanying 

relation, more than the quantity of his experiences, allows him to develop specific and 

technical knowledge of enterprises and SMEs. 

The relationship between entrepreneurial accompanying experience and the development of 

the accompanistôs specific and general knowledge is moderated by his learning style. This 

relationship is also influenced by the four indicators of the accompanistôs commitment to the 

accompanying relationship: the duration of the relationship, his perception of the degree of 

involvement of his accompanying activity, the frequency and duration of his interviews with 

the entrepreneur. Professional and personal motivations of the accompanist, his reflexivity 

and professional criticism and his ability to transform the accompanying experiences have 

useful knowledge have as well a moderating effect on the relationship between his 

accompanying experiences and development of specific accompanying knowledge. 
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The results of our research have also been able to show that the impact of entrepreneurial 

accompanying experience on the development of general knowledge of the accompanist is 

moderated by an assimilating learning style, his functionalist stance, the duration of the 

accompanying relationship, his perception of the degree of involvement of his accompanying 

activity, his reflexivity and personal criticism, and finally by his pre-adaptation process to 

acquire and process information from its environment. Among the individual characteristics 

of the accompanist, it is the length of his accompanying relationship and personal motivations 

that positively and directly influence the development of specific accompanying knowledge. 

This work represents on the one hand, an individual diagnosis that allows accompanists 

themselves as learners in the ñR®seau Entreprendre ®ò network to follow closely their 

cognitive experiential learning process and to assess the quality of their accompanying 

experience, but above all, to question the variety of accompanying experiences and open their 

mind to new experiences. On the other hand, this study provides an organizational diagnosis 

for the ñRéseau Entreprendre ®ò network managers to evaluate the entire organization 

through the sum of individual experiences while taking into account the central role of the 

accompanist and the development of his knowledge to ensure a better quality of 

entrepreneurial accompanying practices. 
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Abstract 

 

Rapid developments in the Indian economy post liberalisation in 1991 have prompted 

institutions like the World Bank to forecast that India would be the fourth largest 

economy in the world by 2020 (Saini and Budhwar, 2004). With the growing business 

interest in the region, the challenges facing academicians is developing appropriate HRM 

system, for different business models operating in India. One must appreciate that India is 

home to almost all religions of the world and presents in its people and races one of the 

most diverse congregations of cultures, dialects, castes, ethnicities  rarely matched by any 

other nation. This mystic and diverse culture has generated a set of challenges, which also 

makes its HRM unique (Rao and Verghese, 2009).  

The paper examines if national culture is viewed as a constraint on HRM practices.  It 

documents HRM challenges faced by both an MNC and a Family Managed 

Business(FMB)  operating  in India, focusing primarily on the interface of global culture 

with the deep-seated and widely varying cultural practices prevalent in India.  

According to Yin (1984, p 13), case study as a research method is a qualitative analysis  

of social phenomenon and investigates a contemporary phenomenon within its real-life 

context; when the boundaries between them are not clear. In this study, it documents two 

case studies ï one of a FMB and the other MNC operating in India and validates how 

national culture influences organisational culture. It draws conclusions and has 

ramifications, both for the HRM practitioners and policy makers of MNCs, FMBs 

operating in India. 
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Introducti on 

Foreign Direct Investments (FDI) has swung to the emerging economies and its share has 

increased from 23% in the mid- 1980ôs to 37.2 % as of 1997 (Budhwar and 

Debrah,2001a) . As a consequence, 53,000 Multi National Corporations (MNCs) with 

450,000 affiliates operating around the world, a total of 230,696 are now based in 

developing countries (Budhwar and Debrah, 2001a).During FY 2012ï13, India attracted 

FDI worth US$ 22.42 billion. According to a recent UNCTAD survey projected India as 

the second most important FDI destination, after China. (Malhotra,2014). Further of 

62,000 MNCs with 9,00,000 affiliates over 100,000 firms  are operating in India.  Further, 

India has emerged as a global leader and a strong nation at the turn of this century, (Pal 

and Buzannel, 2008). Further, according to Budhwar and Debrah (2001b), the majority of 

the world's population lives in developing countries. Developing countries are significant 

buyers and important suppliers of different resources (both natural and human) to 

industrialised nations, while being competitors to developed countries with lower labour 

costs, strategic regional centres for the expansion of MNCs, production sites for MNCs 

and capital users, i.e. from private creditors such as international banks, FDI and foreign 

official governmental assistance (Budhwar and Debrah, 2001b). These facts highlight the 

great extent to which both developed and developing countries have now become 

interdependent. For Budhwar and Debrah (2001b), these developments and globalisation 

itself necessitate the need for cross-national HRM studies, especially between developed 

and developing nations (Budhwar and Debrah 2001b). 

The nature of HRM is known to be ócontext specificô (Boxall, 1995; Brewster, 1996). 

Budhwar and Khatri (2001) argue that the HRM system varies from country to county and 

can either be universal or context specific, like in Indiaôs case where there is a strong 

relationship between the social contacts and career development which presents the 

context-specific nature of such a practice. Budhwar and Sparrow (1998), as cited by 

Budhwar and Debrah (2001a), argue that HRM in various countries is ócontext-specificô. 

They further state that national culture has a strong bearing on the HRM systems in any 

which presents the context-specific nature of such practices. For instance, union structure 

in India is rather well-developed, recruitments and promotions are influenced by caste, 

regions from where one comes. 
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Literature Review  

The belief that the organisation must correspond with their environment in which they are 

embedded is a well-researched theme. Bussey (1999) found that a cooperative relationship 

between corporate and national cultures could enhance effectiveness in  many companies 

when implementing team-based work strategies. National cultures shape strong value 

systems among their members. The resulting shared values, preferences and behaviours of 

population groups differ widely between countries, impacting the organisational structure 

(Blau and Scott, 1962; Peters, 1978; Pettigrew, 1979).  

Multicultural concerns have long informed Indiaôs history, traditions, constitution and 

political arrangements. Many writings on Indian history, culture and politics are marked 

by some kind of multicultural consideration. Even the recommendations of the successive 

Finance Commissions of India, to take an unusual example, show that the changing 

criteria for allocating resources to states accommodates the countryôs social and cultural 

diversity (Bhattacharya 2001). Indiaôs constitution can be said to be a multicultural 

document in the sense of providing for political and institutional measures for the 

recognition and accommodation of the countryôs diversity ( Bhattacharya,2001). Further, 

according to the Indian Planning Commission ñIndia is, moreover, a multi-cultural society 

and most of the MNCs do not understand the diversity and the multi-plural nature of the 

society and the different stakeholders in this countryò (Bhattacharya 2001: 20).  

Hofstede (1993) conceptualised national culture as the ñcollective programmingò of the 

mind that distinguishes inhabitants of one nation from another, while arguing that 

collective programming develops as a result of the experiences shared by the inhabitants 

of a nation, and includes values transferred by the educational, government and legal 

systems, family structure, patterns of religious preference, literature, architecture and 

scientific theories. National culture changes very slowly, because what is in the minds of 

the people of a nation also becomes crystallised in its institutions. The validity and 

reliability of Hofstede's dimensions of national culture has been tested by many 

researchers (Hunt 1981; Kogut and Singh 1988; Triandis 1982). The literature review 

suggests three pioneering research projects that have been directly aimed at identifying 

cultural dimensions from a normative perspective. These are by Hofstede (1991), 

Schwartz (1992) and Trompenaars and Hampden-Turner (1998). 
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Hofstede (1983: 88) maintained that management is óculturally dependentô and that óif we 

see what effective organizations in different cultures have done, we recognize that their 

leaders did adapt foreign management ideas to local culturesô. Further, he recognizes that 

óthere have been examples of multinationals successfully reforming local cultural traitsô, 

he cautions that óthis is a difficult taskô, and ófor best results a multinationalôs 

management practices should fit the local cultureô. (Hofstede, 2001: 441ï442). There is 

growing emphasis on the role of national culture on organizational culture and has studied 

extensively by GLOBE project. (House, Hanges, Javidan, Dorfman, & Gupta, 2004; 

Javidan, House, Dorfman, Gupta, Hanges, & de Luque, 2004). 

Moreover, Singh (1990) maintains that India is a country of great diversity. There are 

substantial regional, linguistic, cultural and religious variations across the country. Given 

the wide range of variation, it should be impossible to generalise about society, 

organisations and leaders in India, as much as it is about organisational and leadership 

practices in Indian organisations. Through an empirical study Singh (1990) established 

that Hofstedeôs five dimensions vary with age, level of education, size of organisation, 

levels in organisation, industrial sector, economic sector, nature of job, location, etc.  

Singh (1990) highlights one of the key findings as being the lesser use of power in highly 

industrialised locations. He states another key finding in his study was related to 

economic sector influences. On the power distance measure, the scores for the public 

sector (PSU), Indian private (both family managed and professional (FMP) and 

international private sector (MNCs) were 9, 22 and 0 respectively. On the uncertainty 

avoidance measure the scores for the PSU, FMP and MNCs were 27, 57 and 39 

respectively. On the individualism measure the scores for the PSU, FMP and MNCs were 

19, 6 and 31 respectively. On the masculinity measure the scores for PSU, FMP and 

MNCs were 33, 31 and 77 respectively. Decisions based on these findings can have a 

varying impact on the culture of a region.  

Singh (1990) argues that India, a highly populous democracy and an important emerging 

economy, is seeking to modernise and transform its institutions without sacrificing its 

commitment to economic progress, socio-cultural heterogeneity and traditional social 

hierarchical values. He  argues that, in India, political influence, an uncertain future, a 

dynamic business environment, a fatalistic attitude and the risk-aversion nature of Indian 

managers are the main factors contributing to a high level of uncertainty avoidance. This 
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creates a climate of calculative risk taking, a dimension which has a negative influence on 

HRM policies related to selection, training and development, pay, benefits and separation.  

 
Figure 1: Effect of National Culture on Organisational Culture (Source: Gerhart,2008) 

 

The above model recognizes that culture is just one of the ways that contexts differ across 

countries and has a bearing on cultural values of the organization and the individuals. 

Further country, as a constraint on organisational culture, would be expected, on average, 

to reduce variance within countries, relative to the variance between countries ( Nelson & 

Gopalan, 2003). Thus the study examines the degree to which the effect size for country 

(and a specific characteristic of Indiaôs  national culture) has on organizational culture  

operating in India. This study undertakes single country study ( India) of multiple 

organization ï one family managed business which has Indian promoters and another 

MNC operating in India. 

Research Methodology 

Methodology refers to the overall approach to the research process. Social scientists with 

different philosophical assumptions would adopt different approaches in their research. 

Corresponding to the objective-subjective debate in ontology and the positive-

phenomenological contrast in epistemology, there is the quantitative-qualitative debate in 

the methodology dimension. For this qualitative analysis of the social phenomenon, case 

study and observation were the two tools used for the study. Yin (2002, p13) defines case 

as ña contemporary phenomenon within its real life context, especially when the 
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boundaries between a phenomenon and context are not clear and the researcher has little 

control over the phenomenon and contextò .  

Case study is an empirical inquiry that investigates by addressing the ñhowò or ñwhyò 

questions concerning the phenomenon of interest. In collecting case study data, the main 

idea is to ñtriangulateò or establish converging lines of evidence to make your findings as 

robust as possible (Yin,2004).For this study, we revisit the research question ï Is national 

culture a constraint on organizational structure? . The observations and documentation of 

is made with respect to cultural orientation of two firms ï MNC and a family managed 

business operating in India. 

Case Study -  Accenture India ï Think Global, Act Local  

Accenture plc is a multinational management consulting, technology services and 

outsourcing company having its headquarters in Dublin, Ireland, since September 1,2009.  

It is worldôs largest consulting firm measured by revenues. As of 2014, the company 

reported a net revenue of US$ 30 billion and has about 3,19,000 employees serving clients 

in more than 200 cities in 56 countries in 2014. It employed about 80,000 people from 

India and 40,000 in USA. Accenture India, today is the number one paymaster in IT firms 

operating in India, has got the best projects globally and has a great talent pool of over 

80,000 knowledge workers in India, more than anywhere in the world. Accenture ranked 

#2 in the Business Today óBest Companies to Work for in Indiaô survey.  It is focused on 

the talent landscape - recruiting the best talent, developing new capabilities, and retaining 

with non - monetary benefits.       
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Figure 2. Value Centered Culture Framework (Source : Accenture article : Creating a Value-Centered 

Culture to Drive High Performance) 

Value orientation cultural framework at accenture 

On the right-hand side of the Value-Centered Culture Framework is the Ability to 

Influence Performance, which includes the tools that are available to help employees 

translate behaviors into actions that drive value for the organization as a whole. In other 

words, companies that exhibit an exceptional ability to influence performance have the 

process and technology in place so employees can properly plan and monitor how 

effectively they are achieving their commitments and goals, and ultimately enabling the 

employee behaviors that drive overall value creation for the company. Ability to inspire 

on the left-hand side includes , a strong ethos which is an essential component of a value-

centered culture. It includes not only the core values that an organizationôs people share 

and that guide an organizationôs behaviors, but also the cultural norms that govern the 

behavior of people within the organization and the policies that help ensure people will 

act and work in a way that drives value creation. Leaders not only provide a clear picture 

of the direction for the organization, but they also strive for strategic alignment and 

commitment among the entire leadership team. Without this, a leader may not be able to 

influence the culture or beliefs of the people they are trying to lead. 

Some specific HR policies implemented in India by Accenture  
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1. Recruiting is now like part of a large supply chain. It is like manufacturing with specific 

requirements. In fact, the market is such that even before we run out of people to hire, we 

may be short of HR professionals. As a part of this initiative, Accenture has partnered 

XLRI Jamshedpur, India for HR professionals. 

2. Recruitment for fresherôs through undergraduate summer internships and campus 

interviews. For experienced professionals apart from a screening interview, referrals are 

considered and thus the influences of national culture on organizational culture in India, 

as Indian recommend and also vouch for their contacts. 

3. Hours that help ï Accenture recently introduced this policy, and believes that it 

encourages the spirit of sharing. This is influenced by the Indian cultural norms of ñ  Each 

One Help Oneò . It emerged as a result of many of our people wanting to assist colleagues 

who needed extra leave on account of a medical emergency or personal problem. Many 

people did not avail of their leave fully by the end of the year. The person would 

accumulate his leave and carry forward the same to the next year and take it when it is 

needed. 

4. Customization of HR practices can greatly benefit employees and their organizations. Itôs 

also good for the HR function itself. 

Work culture at Accenture 

Accenture Indiaôs  holistic HR management approach is based on three unique traits of 

creating growth opportunities, offering them learning and development prospect and lastly 

compensate and reward them. Accentureôs course ware, apart from other career building 

options, covers a set of over 15,000 courses, including cross-cultural issues. The 

demographics of the Indian employees and the work culture . Accenture India  offers its 

employees much more than a challenging work culture. It is also highly rated for its 

leadership development agenda. Bhavana Rao has been at Accenture for a decade, and 

leads analytics delivery for BPO. A change of role every few years helps keep up her 

interest. After her first child was born, she took on a role that let her work from home 

more often. At Accenture, they facilitated change and also upgraded her skill . She has 

participated in many leadership programmes, including one that gave her the chance to 

network with Accenture's senior women leaders who were experienced in dealing with 

work-life issues. Accenture invests up to $700 million a year on training and HR. 

Cultural orientation @ accenture 
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Accenture India believes that, managing international business means handling both 

national and organization culture differences at the same time. As regards mindsets of 

employees regarding performance, authority and time, they are different for Indian 

companies and foreign companies operating in India. Accenture does not believe in 

reorienting the employees to a particular cultural orientation rather in being in sync with 

the national culture. At Accenture the managers from diverse cultural backgrounds to 

develop their ability to engage and understand and be conscious of otherôs business 

practices. At Accenture, there is a belief that, culture can be learned and Accenture is not 

just learning but a ñlistening organization.  Accenture workforce mirrors the India's 

human diversity. Accenture India, is united by a common culture and commitment to help 

our clients achieve high performance. In this way, we build and maintain a global 

workforce that includes people from different backgrounds, with a vast range of skills and 

experience. Accenture delivers cross-cultural training to their employees when they 

relocate abroad. Even an issue as simple as small talk can be very different in another 

culture. Business Today (2010) reported that Rebecca Schmitt learned the important 

difference between small talk in the US versus small talk in India.The key difference is 

that in India, people like to get to know you not just as a professional but they also want to 

know about your personal life. Do you have children? What does your husband or wife 

do? In the U.S., it is considered rude to ask about someone's personal life at work unless 

you know them relatively well. 

Godrej ï think local act global 

Godrej Group was established in 1897,headquartred in Mumbai, the financial capital of 

India.  It is further subdivided into two main companies ï Godrej Industries Ltd and 

Godrej and Boyce. It has recognized as one of  the leading group in India Inc. Godrej  

group is presently headed by Mr. Adi Godrej, Chairman and Mr. Pirojshah Godrej, the  

managing director. Mr. Jamshed Godrej is the Chairman of Godrej and Boyce. The 

Godrej Industries annual turnover is  as of 31.03.2012  was US $ 1.029 billion and for  

Godrej and Boyce was  US $4.1 billion for the same period. The Godrej brand was valued 

at US $3.2 billion by Inter brand as of 31.03.2012.  Over 400 million people use one or 

another Godrej product every day, worldwide. It is amongst Indiaôs most diversified and 

trusted conglomerates. They have their presence in businesses like FMCG (fast moving 

consumer goods),chemicals, engineering, furniture, agro-products, real estate and 

Information Technology. At Godrej, there is a cross-cultural integration link which is part 

http://www.englishandculture.com/blog/bid/52131/English-Conversation-Practice-How-to-Make-Small-Talk
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of Godrej Groupôs global 3 X 3 strategies: presence in 3 continents ï Asia, Africa and 

Latin America, through 3 core categories ï Home Care, Personal Wash and hair care. 

 

Figure 3.  Godrej Family Tree 

Value Orientation cultural framework at Godrej 

Godrej is an inspiring workplace with an agile and high performance culture that attracts 

and retains the best global talent. The Group companies consistently feature in the Great 

Place to Work list. There are many mergers and acquisition and change management 

initiatives, which have formed a major part of the Groupôs aggressive growth strategy.  

They value diversity at workplace, respect the value system of the individual and as a 

family managed business, they practice,  ñbenevolent patriarchò and care for  organization 

which takes care of their over 1,05,000 employees. 

 

Figure 4. Value Centered Culture Framework (Source : Godrej Industries Ltd ï Annual Report 2012)  

Some specific HR policies implemented in India by Godrej  Industries Ltd 

1. PLEA : Purpose, Learning, Empowerment, Appreciation. The Purpose is the mission and 

the short term objectives are to communicated throughout the organization. Learning 
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opportunities are provided to employees including e-learning infrastructure. 

Empowerment and Employee Engagement receive the highest attention at Godrej, Last 

but not the least, appreciation is done periodically and their contribution to the 

organization acknowledged. 

2. Tough Love : People processes and talent strategy at Godrej is driven by the keywords 

'tough love.' People management process is a two-way process. Employees have certain 

expectations and companies help them in achieving them, as well as their aspirations. The 

process is tough as it is meritocratic and the expectations from high performers are bound 

to go up. Love symbolises the support the organisation will provide the coach and mentor, 

and the reward for high performers. 

3. Talent Management in Africa , South East Asia and Latin America:   Godrej is 

expanding aggressively in the above mentioned markets and believes in hiring aimed at 

empowering the local teams and maintaining ethnicity of business. Understanding local 

culture makes sense strategically and helps build relationship in these geographies. 

Work culture at Godrej 

At Godrej, itôs more than a career. It is an opportunity to be a part of a culture that nurtures 

ambition with challenges and provides you with the freedom to operate and express your 

ideas and contribute to their fruition. It is an opportunity to develop one self and oneôs 

capabilities by unleashing potential through learning and exploring, taking up early 

responsibilities, working in cross functional teams, and moving across businesses, functions 

and geographies, thereby preparing you as a leader. At Godrej, they respect diversity of the 

Indians and facilitate open and transparent functioning. This, along with fun@work, makes 

Godrej a great place to work. 

Cultural Orientation @  Godrej 

Godrej Group believes that, managing international business means handling both 

national and organization culture differences at the same time. As regards mindsets of 

employees regarding performance, authority and time, they are different for Indian 

companies and foreign companies operating in India. Godrej believes in being in sync 

with the local culture and hence recruits local talent abroad. At Godrej the managers from 

diverse cultural backgrounds to develop their ability to engage and understand and be 

conscious of otherôs business practices.  Godrej respects diversity at workplace and is a 

equal employment to all. Godrej believes in cross-cultural training to their employees 

when they relocate abroad.  

http://economictimes.indiatimes.com/topic/talent%20strategy
http://economictimes.indiatimes.com/topic/Godrej
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Conclusion  

National culture determines the survival of an organization over the long term. Cultures 

can be a liability to an organization if it creates barriers to change, create barriers to 

diversity or barriers to mergers and acquisitions. However as documented in the two case 

studies there is a MNC which is in harmony with the Indian culture is able to manage its 

talent in a effective way. Also as regards Godrej group which has its roots in the Indian 

soil believes in employing local talent in countries like Africa, South East Asia and Latin 

America as it understands the influence national culture plays on organizational culture. 

Limitation of the study 

The study is limited to two firms from India which practices multiculturism and has 

diversity in religious faith, ethnicity, and socio-cultural background and as such it is 

difficult to define Indiaôs national culture. 

Implication for future research 

A study can be undertaken for Organisations across different geographies and document if 

their policies are in sync with the local culture they are operating. 
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Abstract 

Early start leadership literature holds the promise that anyone can be a successful leader, with 

the right guidance.  This literature suggests that there is a limited and critical time period 

wherein leaders either build a firm foundation and succeed or act inaptly and doom 

themselves to failure.  While a popular research and practitioner topic, few studies have 

advanced a conceptual model that summarizes key research findings yet serves to support the 

practical application of abstract theory.  To address this gap, this paper examines the strengths 

and weaknesses of existing early start conceptual models and proposes a new framework 

based upon temporal stages that incorporate effective on-boarding strategies for both the HR 

department and individual leaders.   

 

Keywords: Early Start Leadership, On-boarding, Human Resource Management. 
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Introduction  

New leaders are often brought in with the expectation that they will fix or transform their part 

of an organization or, if in a senior role, transform the whole organization.  One study suggest 

that bringing in new leaders happens quite often as it is estimated that more than half a 

million managers enter new positions each year in Fortune 500 companies alone (Watkins, 

2003). The challenge for these new leaders is that their change agendas often fail (Beer & 

Nohria, 2000; McKinsey & Company, 2008).  And with failure, new leaders can be 

scapegoated which means that being a new leader is a risky proposition (Plakhotnik, Rocco, 

& Roberts, 2011). At question then, are there better ways for leaders to start their new tenure 

to help ensure success?  

Early Start Leadership 

Ever since Rooseveltôs infamous first hundred days in office, the notion that every new leader 

has a limited, finite window of time in which to succeed (or fail) has persisted. Early start 

leadership literature draws upon the view that there is a limited and critical time period 

wherein leaders either build a firm foundation and succeed or act inaptly and doom 

themselves to failure.  This literature offers the promise that new leaders can be successful 

leaders, with the right guidance (Barnett & Tichy, 2000).    

Entry into any new job, especially when beginning a new leadership role, is accompanied by 

interactions with organizational insiders and outsiders that will undoubtedly have important 

consequences. The theory of relationship development suggests that, a óhoneymoon periodô 

often tempers the initial relationship between a newcomer and organizational members.   

Extant research on the topic suggests that the honeymoon period lasts only about three to six 

months (Farber, 1994).   

Written work on early start leadership ranges from rigorous scientific studies (i.e. Jokisaari & 

Nurmi, 2009; Kaumeyer-Mueller, Wanberg, Rubenstein & Song, 2013) to summary bullet 

point lists on web pages.  While one commercially successful book, written by Michael 

Watkins (2004) entitled The First 90 Days, has sold over 800,000 copies.   

While a popular topic, few studies have advanced a conceptual model that summarizes key 

research findings that support the practical application of abstract theory by offering on-

boarding advice.  In response to this gap, this paper examines the strengths and weaknesses of 

existing early start conceptual models by drawing on existing models and provides a new 

framework based upon temporal stages that incorporate effective on-boarding strategies for 



81 

 

both the HR department (Downey, 2002) and individual leader.  Therefore the goal of this 

paper is to provide a model in support of effective leadership transition.   

Conceptual Models in Review 

Conceptual models are valuable business tools that can succinctly communicate strategic 

directions and guiding principles to decision-makers: the Balanced Scorecard developed at 

Harvard Business School in the 1990s is one of the worldôs most successful conceptual 

models, now utilized in thousands of firms as a valuable assessment metric (Kaplan, 2010).  

In academic and popular literature on early start leadership, only a limited number of works 

include conceptual models to summarize research findings and recommended actions. 

Manderscheid and Ardichvili (2008) propose a model (see figure 1) which identifies the 

important factors which can help a successful leadership transition focusing specifically on 

team transition.  Drawing from a literature review, the authors suggest that leadership success 

occurs in phases. As Manderscheid and Ardichvili refer to nearly every classic of early start 

leadership literature, the resulting conceptual model is well-grounded, broad in scope and 

clear.  While Manderscheid and Ardichvilliôs model is straightforward and well-focused, 

there are also weaknesses.  While they discuss the concepts in the paper, their model does not 

account for leader origins as an insider or outsider nor the impact of the strength of positional 

power.  As well, there is no element of time illustrated despite the authorsô finding that new 

leadership transitions do occur in distinct phases. 

 

Figure 1.  New Leader and Team Transition Model (Manderscheid and Ardichvili, 2008) 
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Ballinger and Schoorman (2007) present a conceptual model (figure 2) based on the study of 

workgroup dynamics and research in the fields of cognitive appraisal and relational 

leadership.  Ballinger and Schoormanôs model is unique by considering the role played by 

followers in any exercise of leadership. As Kellerman (2012) has critically observed, 

followers are typically neglected by the leadership industry despite their profound influence 

on successful outcomes.  The appearance of surprise, trust, history and job satisfaction are 

also unique elements in Ballinger and Schoormanôs model, along with the addition of a 

timeline indicating stages in an affective state, which research demonstrates is activated by 

any leadership transition.  Of all conceptual models put forward in early start leadership 

literature, Ballinger and Schoormanôs is the most effective in unifying findings from 

academic research with a stage-based approach to new leadership transitions over time.  What 

is missing though are succession strategies to lead the new leader through the various 

proposed stages.   

 

Figure 2. Ballinger and Schoorman, 2007 

 

The STARS (see figure 3) is a model developed by Michael Watkins (2004) and it is included 

in his best-selling book The First 90 Days; it also appears in follow up articles on Watkinsô 

approach to early start leadership.  Along with Watkinsô numerous recommendations for new 

leaders, STARS provides a method by which new leaders can act quickly to ensure financial 

success and continued growth for their firms.  Watkins assumes that all organizations will fall 

in to one of the following four categories: Start-up, Turnaround, Realignment or Sustaining 
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Success.  Having identified which applies, new leaders can then apply a matching set of 

actions recommended by Watkins. 

While STARS is useful for organizational scenarios where quick, decisive action is required 

and financial sustainability is the focus, the model is too narrow to function as a 

comprehensive model for early start leadership.  Many of the critical factors in early start 

leadership success that Watkins has noted in his own work are absent, including the 

importance of building relationships, learning, and securing quick wins. 

 

Figure 3. The Starts Model (Watkins, 2004) 

 

And finally, Jokisaari and Nurmi (2009) examined the important relationship between new 

leaders and their immediate supervisors; in particular the study focused on leaders helping 

newcomer learningðthat is, newcomersô achieving role clarity and work mastery.  The 

authors found that newcomersô perceived supervisor support declined during the period 6ï21 

months after organizational entry and that the steeper the decline the greater the decrease in 

role clarity and job satisfaction.  Thus, the study supports the argument that oneôs boss is a 

key individual in organizational socialization and future personal leadership success.  

However, they do not offer a broad conceptual model as they focus primarily on leader to 

leader mentorship.  
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A New Conceptual Model 

Drawing from extant research and interviews with early start leaders we propose a new 

conceptual model with a consideration of early start leadership in terms of timed stages.  The 

Temporal New Start Leadership conceptual model is validated by qualitative data provided by 

early start leaders.   

A total of 12 leaders were interviewed; participants were distributed evenly across the public, 

private and not-for-profit sectors, working in the following industries: gaming, municipal 

administration, pharmaceuticals, financial services, web development, business development, 

consulting and social services.  Seven males were interviewed.   

Participant interviews were conducted following McCrackenôs (1988) long interview method, 

based on a four-step inquiry model.  As McCracken recommends, respondents will ideally be 

strangers and with 8 respondents enough to provide a reasonably complete picture of shared 

experiences and culture (McCracken, 1988).  All interviews for the purpose of this study were 

conducted over the telephone, with the exception of one which occurred in person. 

During each interview, participants were asked a set of factual questions about their current 

positions and organizations, as well as information pertaining to years of experience in senior 

management leadership and number of leadership transitions occurring in that time.  óGrand 

tourô questions then explored participantsô high level views on the factors, behaviours and 

activities that they believed were most likely to cultivate success during a leadership 

transition. A set of questions regarding particular periods in time then focused on the temporal 

dimension of leadership transitions, asking participants to reflect on their own behaviours, 

mindsets and actions at critical milestones in the transition period: before arrival in the 

organization, Day One and the first 2 weeks, the first 90 days, the first 6 months, and the first 

year.   

Interviews lasted an average of 35 minutes, allowing opportunities to cover the topic of 

leadership transition in considerable detail.  Interviews were recorded and transcribed to 68 

single spaced pages of documentation, with each participant given the opportunity to review 

transcriptions and add further comment; this communication also functioned as a member 

check for potential interviewer bias.  Transcripts were then analyzed to identify trends and 

common themes between participants. 
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The conference presentation will touch on the findings of the study and place critical early 

start milestones in five key phases:  

 

Å Before Arrival to a new leadership position 

Å Day One and the first 2 Weeks 

Å The first 90 Days 

Å 6 months past arrival 

Å Leadership Maintenance (aka the Long Tail of new leadership success). 

 

In summary, this paper highlights key leadership actions for new start leaders drawn from 

extant literature and proposes a new model grounded in qualitative data with modifying 

variables for new leader success effectively mapped against a temporal dimension. 
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Abstract 

The purpose of this paper is to examine in an experimental setting the attitudes toward 

ambiguity over probabilities and over outcomes in the positive and negative domains using a 

mixed design of within-subjects and between-subjects. Ambiguity refers to uncertain 

situations where the probability of the possible events is unknown. One can distinguish 

between two sources of ambiguity: ambiguity over outcomes and ambiguity over 

probabilities. Ellsberg (1961) has shown that people, when faced with positive rewards, 

present aversion to ambiguity. Recent research shows, however, contradicting results.  

Similar to Prospect Theory were people prefer uncertainty over certainty in the negative 

domain we found that in the negative domain people prefer ambiguity over clarity. Perhaps, 

ambiguity serves as an excuse or a justification against regret. When people have to make 

decisions concerning negative outcomes, they would prefer to be less responsible and more 

ignorant. 
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Introduction  

Uncertainty is a major element in the theory of decision making. Research has shown that the 

way by which uncertainty is presented to the decision maker influences the decision process 

itself. Knight (1921) distinguishes between "risk" where the probabilities are measurable and 

"uncertainty" where they are not. Ellsberg (1961) added to this line the notion of ambiguity, 

which is a mix of "risk" and "uncertainty." Eichberger and Kelsey (2007) defined ambiguity 

as situations where some or all of the relevant information about probabilities is missing. 

Ellsberg himself (1961, p. 657) defined ambiguity as "a quality depending on the amount, 

type, reliability, and 'unanimity' of information, and giving rise to oneôs degree of 'confidence' 

in an estimate of relative likelihoods." 

Ellsberg (1961, 2001) has shown that people, when faced with positive rewards, present 

aversion to ambiguity. In contrast to the Subjective Expected Utility (SEU) theory, he shows 

that people have a preference for objective over subjective bets. People make decisions 

differently if there is ambiguity about uncertainty compared with the instance when there is 

no ambiguity, even if the expected risk is the same (Kahn and Sarin, 1988). Similar results 

were shown by Ganzach (2000) and Zajonc (1968) where, based on the Exposure Effect, 

people preferred investing in known ventures such as stocks of the NYSE rather than stocks 

of less known markets. 

Most of the recent experimental studies report that individuals tend to avoid ambiguity (e.g., 

Sarin and Weber, 1993; Kunreuther et al., 1995; Gonzalez-Vallejo, et al., 1996; Kuhn and 

Budescu, 1996; Klein et al, 2010). On the other hand, recent research shows that, on some 

occasions, people prefer ignorance to knowledge (Ehrich and Irwin, 2005, Botti and Iyengar, 

2006).  

Fox and Tversky (1995) addressed ambiguity aversion, the idea that people do not like 

ambiguous gambles or choices with ambiguity, with the comparative ignorance framework. 

Their idea was that people are only ambiguity averse when their attention is specifically 

brought to the ambiguity by comparing an ambiguous option with an unambiguous option. 

For instance, people are willing to bet more on choosing a correct colored ball from an urn 

containing equal proportions of black and red balls than an urn with unknown proportions of 

balls when evaluating both of these urns at the same time. However, when evaluating them 

separately, people are willing to bet approximately the same amount on either urn. Thus, 
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when it is possible to compare the ambiguous gamble to an unambiguous gamble, people are 

averse, but not when one is ignorant of this comparison. Camerer and Weber (1992) reviewed 

the many studies that have examined how individuals react to probabilistic ambiguity. 

Similar to Prospect Theory where we observe risk aversion in the positive domain and risk 

seeking in the negative domain, it seems to us that there should be a difference in the attitude 

toward ambiguity in the positive and the negative domains. 

In the negative domain, however, the results are not consistent. Yassour (1984) replicated 

Ellsberg's experiment but extended it to include the negative domain. Whereas in the positive 

domain significant ambiguity aversion was found, in the negative domain, most subjects 

preferred the ambiguous options over the non-ambiguous ones. 

On the other hand, ambiguity avoidance for both gains and losses was demonstrated by Keren 

and Gerritsen (1999) and by Inukai and Takahashi (2009). In the same vein, we find Camerer 

and Weber (1992), Cohen, Jaffray and Said (1985), and Einhorn and Hogarth (1985, 1986) 

report ambiguity aversion for losses but in a smaller magnitude than for gains. 

Kahn and Sarin (1988) found that "in the gains domain, there is ambiguity seeking at low 

mean probabilities and ambiguity aversion at high mean probabilities.  

Method 

Participants were 329 undergraduate students of business administration and economics from 

the Ruppin Academic Center (152 female and 167 male). The average age was 33 with a 

standard deviation of 5.1 (most participants in the research were students in the executive 

program). 

The experiment was conducted in the classroom during class hours. The subjects agreed to 

participate in the study upon our request. The students had the option of not participating in 

the experiment and leaving the classroom at that point. 

Studentsô attitude toward ambiguity was measured using a questionnaire with four scenarios 

(vacation, health, monetary, survival), all framed positively and negatively. Each student 

answered two questions in the positive framing and two questions in the negative framing. 

In each scenario, the subjects were asked to choose between a known/familiar state and an 

unknown/ambiguous state on a seven-point scale, where 1 represented aversion to ambiguity 

and 7 represented ambiguity seeking. 

There were two versions of the questionnaire. In the first version, scenarios 1 and 2 were 

framed in the positive domain and scenarios 3 and 4 in the negative domain, and vice versa in 

the second version. 

http://www.sciencedirect.com/science?_ob=ArticleURL&_udi=B6V5T-3XMPPF9-9&_user=4147395&_coverDate=11%2F30%2F1999&_rdoc=1&_fmt=full&_orig=search&_cdi=5795&_sort=d&_docanchor=&view=c&_acct=C000062402&_version=1&_urlVersion=0&_userid=4147395&md5=eb136a2039d6d44266e3c61f879f41ed#bib7
http://www.sciencedirect.com/science?_ob=ArticleURL&_udi=B6V5T-3XMPPF9-9&_user=4147395&_coverDate=11%2F30%2F1999&_rdoc=1&_fmt=full&_orig=search&_cdi=5795&_sort=d&_docanchor=&view=c&_acct=C000062402&_version=1&_urlVersion=0&_userid=4147395&md5=eb136a2039d6d44266e3c61f879f41ed#bib7
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Scenarios 1 and 2 dealt with the difference between known and unknown probabilities, 

whereas scenarios 3 and 4 dealt with the difference between a familiar and an unfamiliar 

process. 

Known and unknown probability distribution  

V Scenario 1 (vacation/military service) 

Positive framing: Out of 90 students, 30 students will win a prize of a 1-week stay in Europe, 

all expenses included. The lottery is done by drawing a ball from an urn. The urn contains 

red, black, and yellow balls. In total, there are 90 balls, out of which 30 are red and the rest 

(60) are black or yellow. You can choose between getting the prize by drawing a red ball or 

by drawing a yellow ball. What would you prefer? 

Negative framing: After one month of a difficult reserve military service in a remote, hot, and 

dusty area, it is necessary to choose, out of 90 soldiers, those who would have to stay for an 

extra week and those who could go back home. The lottery is done by drawing a ball from an 

urn. The urn contains red, black, and yellow balls. In total, there are 90 balls, out of which 30 

are red and the rest (60) are black or yellow. You can choose between being selected to stay 

the extra week by drawing a red ball or by drawing a yellow ball. What would you prefer? 

V Scenario 2 (health) 

Positive framing: Two young Israelis traveled in Africa. Their families received an alarming 

message that they are hospitalized in a local hospital. One suffered from Meningitis type A, 

for which the chance of recuperating is 70%, and the other from Meningitis type B, for which 

the chance of recuperating is between 50 and 90%. The telephone connection with that 

country is out of order. Which family feels better? 

Negative framing: Two young Israelis traveled in Africa. Their families received an alarming 

message that they are hospitalized in a local hospital. One suffered from Meningitis type A, 

for which the mortality rate is 30%, and the other from Meningitis type B, for which the 

mortality rate is between 10 and 50%. The telephone connection with that country is out of 

order. Which family feels better? 

In scenario 1, we extended the original Ellsberg experiment to the negative domain. Like 

Ellsberg, we expected our subjects to demonstrate aversion to ambiguity and to prefer the 

option with known probabilities over the one with vague probabilities. The explanation to 

such a behavior can be found in the words of Ellsberg himself: "What is at issue (here) might 

be called the ambiguity of information, a quality depending on the amount, type, reliability, 
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and "unanimity" of information, and giving rise to oneôs degree of ôconfidenceô in an estimate 

of relative likelihoods." (Ellsberg, 1961, p. 657). 

Also, in scenario 2, the subjects had to choose between two options, one with known 

probabilities and the other with less accurate probabilities. Similar to scenario 1, we expected 

our subjects to demonstrate aversion to ambiguity and to prefer the option with known 

probabilities over the one with vague probabilities. 

In the negative domain, however, we expected just the opposite results in both scenarios. 

Kahn and Sarin (1988) found that, in a consumer choice context, subjects were ambiguity-

averse in the gain domain and were ambiguity-prone in the loss domain. Similar to the 

Prospect Theory (Kahneman and Tversky, 1979), we assumed that, when people have to 

make decisions concerning negative outcomes, they would prefer to be less responsible, more 

ignorant, and would rely (mostly for an excuse) more on uncertainty. 

Results 

Ambiguity aversion was measured on a 7-point scale where 1 refers to "extreme ambiguity 

aversion" and 7 to "extreme ambiguity seeking." As expected, ambiguity aversion was 

stronger in the vacation question (positive framing of scenario 1) (M = 3.04, SD = 1.61) as 

compared with the military reserve question (negative framing of scenario 1) (M = 3.86, SD = 

1.65),  (t (327) = 4.52, p< 0.001; see Table I).  

As expected, ambiguity aversion was stronger in the health question framed positively using 

the recuperation chance (M = 4.01, SD = 1.9) as compared with the negatively framed 

question using the mortality chance (M = 4.52, SD = 1.69), (t (229) = 2.09, p< 0.02; see Table 

I). 

Familiar and an unfamiliar process 

V Scenario 3 (monetary) 

Positive framing: An Israeli scholar was awarded a prize by the government of South Korea 

in the sum of ten million Won, which equals, more or less, the value of 6000 Euros. She will 

receive the award a year from now, but should decide now in which currency to get the prize, 

Won or Euro. What would you choose? 

Negative framing: An Israeli traveler was fined while in a trip in South Korea in the sum of 

ten million Won, which equals, more or less, the value of 6000 Euros. She has to pay the fine 

within a year but has to decide now in which currency to pay the fine when it is due, Won or 

Euro. What would you choose? 
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V Scenario 4 (survival) 

Positive framing: An Israeli traveler and an Italian traveler were captured by a cannibal tribe 

in Papua New Guinea. The tribe is known for killing 50% of the white people it captures. The 

procedure of choosing the one to be freed is either by flipping a coin or by blowing feathers to 

the wind by a local priest. In that "blowing in the wind" procedure, the chances are also 50-50 

on the average. If you were the Israeli traveler, in what procedure would you prefer the free 

person to be determined? 

Negative framing: An Israeli traveler and an Italian traveler were captured by a cannibal 

tribe in Papua New Guinea. The tribe is known for killing 50% of the white people it 

captures. The procedure of choosing the one to be killed is either by flipping a coin or by 

blowing feathers to the wind by a local priest. In that "blowing in the wind" procedure, the 

chances are also 50-50 on the average. If you were the Israeli traveler, in what procedure 

would you prefer the victim to be determined? 

According to the Exposure Effect (Zajonc, 1968) people tend to prefer options that they are 

familiar with. Ganzach (2000) has shown that people preferred investing in known ventures 

such as stocks of the NYSE rather than stocks of less known markets. Attitude toward 

ambiguity was also explained by the perceived competence of the decision maker or the 

salience of limited knowledge (Frisch and Baron, 1988; Heath and Tversky, 1991). Similarly, 

Grieco & Hogarth, (2004) show that people make more ambiguous choices when ambiguous 

probabilities are related to domains in which they feel competent. The idea is that missing 

information could consequently lead to greater blame or regret, if the decision proves to be a 

poor one (Kuhn and Budescu, 1996). In the negative domain, however, ambiguity can serve 

as an excuse or a justification against regret. 

In scenario 3, in cases, reward or fine, the subjects had to choose between the won (unknown 

currency) and the euro (more familiar to Israeli students). We expected that, in the reward 

(positive) case, the subjects would reveal aversion to ambiguity and would prefer the euro 

option. On the other hand, we expected that, in the fine (negative) case, the subjects would 

reveal ambiguity seeking and would prefer the won option. 

In scenario 4, the subjects had to choose between an unknown probability-generating process 

and a known one. There is no ambiguity in tossing a coin. We expected that, in the "freeing" 

(positive) case, the subjects would reveal aversion to ambiguity and would prefer the coin 

option. On the other hand, we expected that, in the "being cooked" (negative) case; the 

subjects would reveal ambiguity seeking and would prefer the "feather" option. 
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Results 

As mentioned above, ambiguity aversion was measured on a 7-point scale where 1 refers to 

"extreme ambiguity aversion" and 7 to "extreme ambiguity seeking". As expected, ambiguity 

aversion was stronger in the reward version of the Korean question (M = 2.49, SD = 1.78) as 

compared with the fine version (M = 4.28, SD = 1.85), (t (327) = 8.82, p< 0.001; see Table I). 

As expected, ambiguity aversion was stronger in the survival version of the Papua New 

Guinea question (M= 4.02, SD=1.58) as compared with the negatively framed question using 

mortality chance (M = 4.34, SD = 1.59),  (t (327)=1.84, p< 0.03; see Table I). 

 Summary of results and discussion 

Table I summarizes the differences between subjects with regard to the attitude toward 

ambiguity in the positive and negative domains. 

 Positive domain 

(Mean ± SD) 

Negative domain 

(Mean ± SD) 

 

t 

SMD -  

Cohen's d 

1) Ellsbergôs jug 3.04 ± 1.61 3.86± 1.65 4.52 **    0.50 

2) Health:70% or 50-90% 

    Death: 30% or 10-50% 

4.01± 1.9 4.52± 1.69 2.09 *  0.28 

3) Won or euro 2.49± 1.78 4.28± 1.85 8.82 **  0.99 

4) Survival: coin or  feathers 4.02± 1.58 4.34± 1.59 1.84 *  0.20 

**significant at the 0.01 level;* significant at the 0.05 level. 

Table 1. Ambiguity preference for positive and negative scenarios (1=extreme ambiguity aversion and 7= 

extreme ambiguity seeking). 

As seen in Table I, across all scenarios, ambiguity preference was significantly higher in the 

negative domain than in the positive domain. Notice the very high size effect (SMD 

coefficient) of question 3 and the high coefficient of question 1. 

The results shown in Table I am illustrated in Figure I below. 

 

Figure 1. Ambiguity preference between subjects 
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As mentioned above, each subject answered four questions concerning the four scenarios; two 

in the positive domain and two in the negative domain. Thus, there were two versions of the 

questionnaire. In the first version, scenarios 1 and 3 were framed in the positive domain and 

scenarios 2 and 4 in the negative domain, and vice versa in the second version. 

In addition to the between-subject analysis described above, we also analyzed the within-

subject difference of the attitude toward ambiguity between the positive and the negative 

domains. The within-subject design eliminated better the personal differences of the 

participants. As in the between-subject design, where we expected, and found, differences 

between the two groups, one answering a positively framed question and the other answering 

a negatively framed one, in the within-subject design, we expected to find a difference 

between the positively framed questions and the negatively framed questions for each subject. 

For each participant, we calculated the average score of the two positively framed questions 

and of the two negatively framed questions. We then compared these two figures (using T test 

paired samples) for each version, separately. Notice that scenarios 1 and 2 deal with the 

difference between known and unknown probability and scenarios 3 and 4 deal with the 

difference between a familiar and an unfamiliar process. In version 1, the known/unknown 

probability stories (scenarios 1 and 2) were positively framed, and the familiar/unfamiliar 

stories (scenarios 3 and 4) were negatively framed, and vice versa in version 2. 

Figure II illustrates the attitude toward ambiguity of the subjects in the two versions. 

 

Figure 2.  Within-subject ambiguity preference 

As seen in Figure II and, as expected, the subjects exhibited higher preference for ambiguity 

in the negatively framed questions than in the positively framed questions. The phenomenon 
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was found in both versions, regardless of the nature of the scenarios, namely, in the 

known/unknown probability scenarios and in the familiar/unfamiliar scenarios. 

Conclusion 

This study examined people's attitude toward ambiguity. We found significant differences 

between the positive and the negative domains. The experimental results show ambiguity 

aversion in the positive domain. These results are consistent with the literature beginning 

from Ellsberg (1961) and onward. However, in the negative domain, our subjects showed 

ambiguity seeking in all experiments compared with equivocal findings in research so far. 

In the between-subject analysis, we compared the same questions but in positive versus 

negative framing, across all subjects. In all scenarios, we found that ambiguity aversion was 

lower in the negative domain than in the positive domain. 

In the within-subject comparison, we analyzed the four answers of each subject. Again, we 

found that the subjects demonstrated higher aversion to ambiguity in the positively framed 

questions. Moreover, our subjects demonstrated ambiguity seeking in the negatively framed 

questions. These results were independent of the type of ambiguity embedded in the 

scenarios, i.e., in one version, the known/unknown probability stories were positively framed, 

and the familiar/unfamiliar stories were negatively framed, whereas in the other version, the 

known/unknown probability stories were negatively framed, and the familiar/unfamiliar 

stories were positively framed. 

This study shows similarities between attitude toward risk and that toward ambiguity. Similar 

to the Prospect Theory that shows a major difference between decisions in the positive and in 

the negative domain, we found that people show aversion to ambiguity in the positive domain 

but will show preference to ambiguity in the negative domain. A possible explanation is that, 

in the negative domain, ambiguity can serve as an excuse or a justification against regret. 

When people have to make decisions concerning negative outcomes, they would prefer to be 

less responsible, more ignorant, and relying more on uncertainty. 

Rational thinking assumes that more information is better than less. More and more current 

research shows that, in many cases, ignorance is bliss (Camerer et al., 1989; Birch, 2005; 

Ehrich and Irwin, 2005). For example, Yaniv et al. (2004) showed that only about half of 

young students wished to know if they were carrying the genes of the lethal and incurable 

Huntington disease. In a research that we have just begun, participants were asked whether 

they would like to know the exact date of their death if such a possibility was available.  Most 
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subjects preferred to avoid such information, and more strongly regarding their children and 

other family members. 

Based on our results, we dare to claim that, when dealing with decisions in a negative 

environment, people will often prefer knowing less than more. 

References 

Abdellaoui, M., & Vossmann, F., & Weber, M. (2005). Choice-Based Elicitation and 

Decomposition of Decision Weights for Gains and Losses under Uncertainty. Management 

Science, 51, 1384-1399. 

Birch, S. A. J (2005). When knowledge is a curse: Children's and Adults' Reasoning About 

Mental States. Current Directions in Psychological Science, 14, 25-29. 

Botti, S., & Iyengar, S. S. (2006). The Dark Side of Choice: When Choice Impairs Social 

Welfare. Journal of Public Policy and Marketing, 25, 24-38. 

Camerer, C., Loewenstein, G., & Weber, M. (1989). The Curse of Knowledge in Economic 

Settings: An Experimental Analysis. The Journal of Political Economy, 97, 1232-54. 

Camerer, C. F., & Weber, M. (1992). Recent developments in modeling preferences: 

Uncertainty and ambiguity. Journal of Risk and Uncertainty, 5, 325-70. 

Cohen, M., Jaffray, J. Y., & Said, T. (1985). Individual behavior under risk and under 

uncertainty: An experimental study. Theory and Decision, 18, 203-228. 

Du, N. and Budescu, D. V. (2005). The Effects of Imprecise Probabilities and Outcomes in 

Evaluating Investment Options. Management Science, 51, 1791-1803.  

Ehrich, K., & Irwin, J. R. (2005). Willful Ignorance in the request for product information. 

Journal of Marketing Research, 42, 266-277. 

Eichberger, J., & Kelsey D. (2007). Ambiguity. Discussion Paper Series No. 448, Department 

of Economics, University of Heidelberg. 

Einhorn, H. J., & Hogarth, R. M. (1985). Ambiguity and uncertainty in probabilistic 

inference. Psychological Review, 92, 433-461. 

Einhorn, H. J. & Hogarth, R. M. (1986). Decision making under ambiguity. Journal of 

Business, 59, S225-S250. 

Ellsberg, D. (1961). Risk, ambiguity and the Savage axioms. Quarterly Journal of 

Economics, 75, 643-699. 

Ellsberg, D. (2001). Risk, ambiguity and decision. Routledge. 

Fox, C. R., & Tversky, A. (1995). Ambiguity aversion and comparative ignorance. The 

Quarterly Journal of Economics, 110, 585-603. 

Frisch, D., & Baron, J. (1988). Ambiguity and rationality. Journal of Behavioral Decision 

Making, 1, 149-157. 

Galai, D., & Sade, O. (2003). The 'ostrich effect' and the relationship between the liquidity 

and the yields of financial assets, SSRN working paper. 

Ganzach, Y. (2000). Judging risk and return of financial assets. Organizational Behavior and 

Human Decision Processes, 83, 353-370. 

http://ideas.repec.org/a/inm/ormnsc/v51y2005i9p1384-1399.html
http://ideas.repec.org/a/inm/ormnsc/v51y2005i9p1384-1399.html
http://ideas.repec.org/s/inm/ormnsc.html
http://ideas.repec.org/s/inm/ormnsc.html
http://www3.interscience.wiley.com/journal/118000080/home
http://www.hss.caltech.edu/~camerer/web_material/RecentDvlpmtsModlngPrefs.PDF
http://www.hss.caltech.edu/~camerer/web_material/RecentDvlpmtsModlngPrefs.PDF
http://en.wikipedia.org/wiki/Routledge















































































































































































































































































































































































































































































































































