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Abstract 

 

 In this study, potential perspectives on entrepreneurship are considered. It concerns an 
entrepreneurship overview, entrepreneurship in context, entrepreneurship innovation, and 
entrepreneurships’ benefit. Moreover, it addresses entrepreneurship and growth enterprises. This is 
followed by entrepreneurship opportunities. It explores government regulation, technology, change 
in customer demand and competition, opportunity recognition, geographically opportunity, niches’ 
opportunity, and timing limitation. Finally, internationalization and the small enterprise are studied. A 
topical bibliography is provided. 
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Introduction 

Potential Perspectives on Entrepreneurship 

An Overview of Entrepreneurship 

 Enterprises today all have a beginning point in time: there must, once, have been an 

entrepreneur or entrepreneurial team who turned a concept into a company. There are three 

strategies for medium and large enterprises to remain profitable. First, they must be innovative, 

introducing new products to replace old products that sales growth declined and whose 
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profitability is threatened by competition. Second, they should abandon their least profitable 

product lines and their least profitable consumers and cut workers who service them. Third, they 

must be able to cut their costs and to get better in making their products, growing their markets 

by reducing prices, attracting new customers and force less efficient competitors to withdraw 

from the market. 

 The combination of dissatisfied consumers and unmotivated staff often leads to falling 

sales and a higher cost of each sale. Even when downsized enterprises continues to grow, it 

seldom accomplishes its previous growth rate. The method to preserve an enterprise’s value is to 

introduce innovative and improved products as the old products lose their market appeal. The 

major innovative corporations launch new products long before sales of their existing products 

have increased and sometimes while the previous product is still showing strong sales growth. 

 The innovative enterprise depends on high staff commitment to keep its product launches 

on track and overcome any difficulties in their launch or development. New products require 

enthusiastic consumers who gain their enthusiasm from committed other staff and sales. Both 

large and medium sized enterprises have created organizational barriers to innovation: 

committees that assess projects, demanding performance targets, tight budgetary controls 

depended on the current product line and even deliberate overload policies. Some products are 

successfully championed by their inventor development engineers. Good research scientists tend 

to have too high a regard for literal accuracy, and too much faith in the power of reason. An 

entrepreneur conducts the critical decisions about the initiation and propose a project and accepts 

rewards for success along with the blame and punishment for failure. In the case where the 

entrepreneur leads a team to bring a product to a successful conclusion, the members of team are 

stakeholders to some extent, but motivating and managing them is usually treated as an aspect of 
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leadership. In some cases, the consumers exist before the new enterprise put its product on the 

market and they do not buy them. Sales revenue and profit are good indicators that enterprise is 

successful at satisfying and identifying its consumers’ requirements. Successful public benefit 

enterprises must satisfy both their customers and their donors. Their entrepreneurs will set out 

their success criteria and get their donors’ agreement to it fairly early in the project. Public 

benefit entrepreneurs always make the mistake of thinking that since their objectives are 

accepted and their motives are impeccable, donors are morally obliged to support them. Donors 

are likely to limit their support to enterprises with excellent objectives and realistic plans for 

accomplishing them. The financers always declare the measures of success before committing 

any money to a project. Different financers have their success criteria difference. The success 

criteria has two parts: the return expected on their funds and the associated schedule of interest, 

capital and divides repayment dates. There is also the maximum level of risk they will permit for 

their investment. Financers manipulate their risks by setting apparently arbitrary rules concerning 

the sort of projects they support and the security they require. 

Entrepreneurship in Context 

 Entrepreneurs are a crucial force for change in developed capitalist nations. 

Entrepreneurs create companies by drawing together of men and resources in order to do 

something. When an entrepreneur’s task is accomplished, economy and society will be growth. 

Entrepreneurs build trademarks, novel designs, trade secrets, trade dress, both un-patentable and 

patentable inventions, promotional materials, operating manuals and more. However, when the 

entrepreneur does this work, a competitor is able to reproduce it at a lower cost and get market 

share of entrepreneur. If an entrepreneur feel that such piracy is likely, they will have little 

incentive to proceed an innovation. Entrepreneurial activity shall be largely stifled in these 
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cultures. Enterprises in a market economy are often under pressure from other businesses, those 

other companies that make similar products or offer similar services. A large number of traders 

or enterprises compete to sell similar products, none of them have much influences over the 

market price. As soon as one enterprise is seen to be getting a good profit, others shall try to cut 

their own costs. The pressure to reduce costs is very strong. The ways to reduce costs of each 

products or service is to make or deliver more of them with the same number of workers, by 

applying better machinery or reorganizing the way the work is done. Cutting unit costs can be 

accomplished by producing large quantities of their product to lower the price in order to 

encourage buyers to take the extra supply. Enterprises with the lowest costs will survive. The 

sellers in one market can be the buyers in another. This will put more pressure on the surviving 

enterprises to cut their costs and increase their market share.  

Entrepreneurship Innovation 

 Innovation encourages an enterprise to an opportunity to earn substantial profits and 

price-based competition until imitators succeed the innovator and the price-competitive cycle. 

Starts in markets for new product. In the same vein,  innovators create new markets and 

introduce new products, getting substantial margins and taking on workers to satisfy growing 

demand. in old markets, price competition forces costs and prices down. 

 Generally, sufficient new enterprises arise, and sufficient new divisions are created to 

absorb workers displaced by progress. Workers make new products and deliver new services. 

Not all the new jobs are in new enterprises as some enterprises shall grow, and employ more 

people as well as other enterprises shall reassign staff to new duties. A modern economy is 

endlessly changing. Old products are replaced by newer ones, old ways of fabrication things 

replaced by better ones. Some divisions of large enterprises close, while new companies are 
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formed and new divisions are opened. Innovations involve new goods and services, new 

processes, or sometimes both. The entrepreneur is an enterprise creator and agent of change, a 

builder of organizations and teams. Very few projects are able to be completed by one person  

and depends on cooperation of suppliers and workers to expect issues and expedite the work. 

When the project is intended to introduce a new product to market, the timing of product’s 

introduction may be critical to its success. 

Entrepreneurs’ Benefit 

 Successful entrepreneurs in one industry and culture may be less successful in another. 

Entrepreneurs must have ability to make decisions with uncertain outcomes, depending on the 

available current information. In the same vein, entrepreneurs must have the capacity to reverse 

decision as soon as the situation make such a critical reversal necessary. They must abandon 

policies suddenly if they are found to be inappropriate. Entrepreneurs may not to be specialists in 

their industries or to be experts in underlying science and technology, but they are required to 

know enough about both to take advice from real experts and recognize and reject the urgings of 

fraud ones. Entrepreneur’s advantage is the ability to form an opinion based upon the facts. An 

entrepreneur should be able to contribute and lead. An entrepreneur’s contribution shall regularly 

be based on some particular competence that sets her apart from her likely competitors. Is 

entrepreneurship able to taught and learned? The answer is no and yes. People whose ambitions 

and talents do not include building teams of people to achieve an social or economic objective 

can be taught to pass evaluation entrepreneurship but this will not turn them into entrepreneurs. 

People who recognize an opportunity and create a company to realize it are entrepreneurs. 

Sometimes a new company fails, because they could not have been foreseen, but far too always 

the failure can be traced to pure ignorance: the entrepreneur in their enthusiasm, ignored some 
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rule of finance, management, marketing, and accounting. Entrepreneurial education is able to 

spread a general recognition of the significance of innovation and entrepreneurship through the 

community.  

 There are three crucial aspects of entrepreneurship: 

 Entrepreneurial business planning: how do entrepreneurs prepare our project document 

proposal to make it intelligible to those who will review it and attractive to those whom 

entrepreneurs wish to join it, such as: financers, partners, key suppliers, key employees, launch 

consumers and others? 

 Revenue forecasting: how do entrepreneurs establish revenue targets? What sales volume 

and marketing budget will be needed to meet these targets? 

 Opportunity screening: how do entrepreneurs make sure that our project has a reasonable 

chance of success? 

 An entrepreneur needs skills in: 

The laws: to obey the law, right structure for the new enterprise, and intellectual property 

protected. 

Ethics: How to keep our self-respect and the respect of our community, to create teams and 

building relationships. 

Marketing: How to introduce product to the attention of potential consumers. 

Team creation: How to procure and motivate team work. 

Finance: How to measure value created by a business, to create financial operating plan, to offer 

potential investors, and find potential investors, as well as to confidence. 

Accounting: How to apply our accounting data to manage the new business. 
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 Entrepreneurs who know these skills before starting their new venture are not certain to 

succeed, but they are more able to identify, and avoid, the causes of failure. A well-structured 

entrepreneurial education program supports opportunities for potential entrepreneurs to test and 

develop their skills of leadership and planning in safe environment. Such programme always 

involve teamwork and team assessment. Marx suggested that as successful enterprises grew and 

those that failed to grow were forced into bankruptcy or taken over, and as enterprises are larger,  

and they are more efficient, through a better leadership of labour force, each member become 

more specialized. Every enterprise needs a unique entrepreneur whose influence became 

ineffective if the company exceeded a certain size, forcing costs up. 

Entrepreneurship And Growth Enterprises 

 Entrepreneurs usually begin with a small business because they desire to develop their 

business, to accomplish growth, expand employment and grow into a medium-sized or a large 

enterprise. Barriers to growth for small enterprises are management and resources; motivation, as 

well as structure and market opportunities, a lack of management training, low qualifications, 

reluctance to delegate, and the need for new management skill and techniques as the organization 

grows; access to skilled workforce, access to finance and market growth rates; access to 

technology, size, as well as frequency of purchases, degree of opportunities for collaboration and 

segmentation or merger. The growth process of an entrepreneurial business is the ability to 

internationalize through an overseas operation or export. Trading overseas needs some 

understanding of different economies, different cultures and different ways of doing business. 

 Entrepreneurs who export are involved with: production at home and licensing another 

company to produce aboard. Entering into partnership or a strategic joint venture agreement 
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production at home and exporting through agents or partners. Owning and monitoring an 

overseas operation, through buying an existing operation. 

 Strategies for entrepreneurial growth depend on factors such as, cost, availability of 

finance, risk involved, regulations in different countries, availability of strategic partners and 

exchange rate risks, as well as culture of different areas and countries. Furthermore, there are fast 

growth information technology enterprises which have rapidly established overseas operations 

through expansion abroad by creating overseas offices and production facilities and operating 

subsidiaries as a multinational company. Factors such as the requirement to be near to their 

consumers and the lower cost of operating oversea are important criteria to such companies. 

Measurements of intangible and subjective values of different national cultures can be subject to 

widely different interpretations. 

 Advanced entrepreneurial economies feature extensive networking, their networks of 

friends and family in order to improve the effectiveness of these networks and to make potential 

entrepreneurs more aware of what they could do themselves to accomplish success. 

Entrepreneurs require to create strong partnerships through consumers, suppliers, competitors 

and other supporting institutions such as the universities, research bodies, these specialist 

networks build more innovation and generate synergies that support them to greater 

competitiveness. New entrepreneurs operate networks, for example: training, advertising, access 

to loan finance at advantageous rate, consultancy advice, are able to secured when do operating 

as part of a larger group to encourage innovation, and to develop degree of trust and co-operation 

in order to transfer of new ideas and new technology, as well as to strengthen the efficient 

operation of the network, but distrust can threaten co-operation. 

Entrepreneurship Opportunities 
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 Identifying an opportunity in the marketplace is necessary, but it is often not sufficient 

because entrepreneurs do not possess the necessary resources to pursue the opportunity. An 

opportunity may be a venture only after the resources are gathered and organized toward the 

attainment of the desired objective. This is a clearly creativity in entrepreneurship. To be successful, 

entrepreneurs must evaluate the business ideas objectively in terms of the opportunities that exist 

in a dynamic marketplace, and the niche ought to be defended against competitors, as well as it 

provide profits during the life of the business. Then, entrepreneurs acquire the necessary 

resources to exploit the opportunity. Examining potential sources of capital is a crucial activity, 

entrepreneurs must determine types of funding are available from venture capital companies, 

financial institutions, private investors or government programs. Entrepreneurs always face with 

inadequate resource to pursue the opportunity effectively. Since resources are limited the 

opportunity ought to be evaluated in terms of the crucial resource needed. Opportunities arise out 

of market changes for example: government regulations, technology, competition, changes in 

consumer preferences.  

Government Regulation - government regulation or privatization is able to create opportunities in 

the market. 

Technology - A technology is able to be developed in one industry and transferred to another, for 

example: the commercialization of products or processes developed by government laboratories. 

Technological advances are able to change the nature of entry barriers by providing a 

competitive advantage to the developer through the patent process.  Change in customer demand 

and competition consumer behavior and demand change affect opportunity desired. Competition 

can affect improvements in products or services. 
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Opportunity Recognition - For an attractive opportunity, there must be acceptable entry barriers, 

a competition advantage, and profit potential. Entry barriers make entry difficult caused by 

technical factors and the conduct of competitors. Technical barriers come from capital resource 

requirement, cost advantages, or existing economies of scale. Competitor barriers are idle plant 

capacity, research and development expenditures, advertising expenditures, or market-share 

changes. In order to have a competitive advantage is the development of a distinctive 

competence marketing mix, organization, design, or through techniques of management. To 

develop competence, it composes of quality, image, flexibility, service, and location. 

Competency to have a competitive advantage, it should be something that is of value to buyers 

and that has created an awareness of company from consumer. Competitors are not able to act if 

the product is protected by a patent. Moreover, they should not act if the cost to act is greater 

than the expected benefit. Firms may realize that it is be necessary to abandon the market when 

its changes exceed their ability to compete effectively. Barriers discouraged an enterprise’s entry 

into a market is little return on its investment. 

Geographical Opportunities - Opportunities can be geographically specific in one city or state 

and may not be in another. In the same vein, an opportunity that is appropriate for some regional 

products may be able to expand nationally. Most national fast-food franchises are originally 

started as domestic restaurants. In some situations, products are special to a limited geographic 

region. 

Niche Opportunity - To gain consumer commitment, an enterprise should able to provide product 

attributes or customer services that other companies can not or unwilling to provide. 

Timing Limitation - There is a limited time when a competitive advantage exists. Waiting too 

long is able to give competitors time to respond. 
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Internationalization and the Small Enterprise 

 The UN definition of Small Enterprise is less than 500 units of labor. The popular press 

definition is less than 100 units of labor. The U.S. Small Business Administration’s definition is 

it varies by industry and applies both sales revenue and the number of units of labor. Small 

enterprises go to international. Some companies go international by following international 

involvement. Some organizations are able to start as a global enterprise. They begin international 

operations at the same time they begin local operations. 

 Most small firms export only after they have a strong local base. Later, joint ventures and 

other forms of direct investment follow. In general, small entrepreneurs do not have the financial 

and managerial resources for immediate globalization. 

 The stages of internationalization of small entrepreneurs are as follow: 

1. The firms supply international orders but do not realize that they have an international market. 

2. Exporting is realized as an opportunity for new business. 

3. Small businesses are finding a good domestic partner for distribution. 

4. Demand of firm’s product is high in a nation or region, it sets up domestic sales offices. Small 

enterprises must possess resources to transfer home managers to expatriate assignments or train 

domestic managers and workforce to run these operations. 

5. Enterprises can apply joint ventures, licensing, or direct investment. This is always risk for a 

small company because the failed direct investment is able to put the whole enterprise at risk 

survival. 

 Global start-ups need special organizations and conditions. Demand for the product or 

service exists in various nations. Enterprise can move to global immediately. Enterprises should 

go global immediately to gain competitors’ domestic markets. When an enterprise has 
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international presence, it is able to move quickly to cheapest sources of funds. Key skills are 

found in different locations in the world. Enterprises should situate wherever the best and 

cheapest skills are located. It is easier to start globally than to change to global later. High-tech 

enterprises need the large sales of global markets to cover the cost of the R&D investment. 

 Small enterprises also face various barriers that delay their becoming multinational 

enterprises. Small size always refers to limited personnel and financial resources to be 

international activities and a lack of sufficient produce goods services. Beside, their managers 

with limited international experience. Larger enterprises have a greater potential to enter 

markets. They possess more resources to absorb the risk of exporting. Beside larger enterprises 

have advantages to access more qualified individuals who can negotiate with geographically 

dispersed partners, and possesses more resources to invest in cross-cultural training. Such 

training is less for smaller enterprises with limited resources. Small enterprises lack of 

knowledge of domestic market. Beside they face disadvantages in competing with domestic 

companies that are more familiar with the domestic context and have better local connections. 

Fast-moving entrepreneurs are able to apply the competitive advantage of speed. Being first to 

market, they are able to capture significant sales before other enterprises react. 

 New ventures are created when an enterprise enters a new market supplies a new service 

or product, or technology, introduces a new method, or innovative use of raw materials. 

International entrepreneurship means the discovery, exploitation and evaluation of market 

opportunities. Another reason for seeking international entrepreneurship is that many 

multinational enterprises depend on entrepreneurs and small businesses to do business when 

entering a nation. Small enterprises are able to provide crucial products or services that are able 

to facilitate a multinational enterprises’ entry into a new country. 
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Summary 

Entrepreneurial Attractiveness of New Entry Opportunity 

 One of an important acts of entrepreneurship is new entry. New entry means: (1) to offer 

an established product to a new market, (2) to create a new organization, (3) to offer a new 

product to new market or an established market, which are able to support differentiate an 

enterprise from its competitors and to create challenges for entrepreneurs. Entrepreneurial 

strategy refers to the set of decisions, reactions, and actions that first generate, and then exploit 

over time, a new entry that maximize profit of minimizes its costs and newness. The generation 

of a modern entry comes from a combination of other resources and knowledge into a bundle 

that its creators hope will be rare, valuable, and difficult for others to imitate. Entrepreneurs 

expect that new entry will support the company with a sustainable competitive advantage. 

Resources are inputs for production process, for example, financial capital, machinery, and 

skilled employees. A highly skilled workforce is an importance resource, it concerns an 

organizational culture that enhances teamwork, communication, and innovation. The resources 

should be rare, valuable, and inimitable: Rare when it has few competitors. Valuable when it 

enables an enterprise to pursue neutralize threats, opportunities, and offer services and products 

that are valued by consumers. Inimitable when replication of resources may be difficult or costly 

for potential competitors Technology is valuable to consumers, novel, and unobvious, it is 

provided a patent, to protect the owner of the technology from offers imitating the technology. 

 Other intellectual property protection such as trademarks and copyrights can be protected 

from competition for a period of time. Knowledge is entrepreneurial resources and valuable, that 

can lead to the creation of a new venture with a prosperous and long life. Knowledge comes from 

personal experience that provided the basis for innovation. Knowledge is related to the market 
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and technology. Market knowledge means the entrepreneur’s possession of the technology, 

information, skills and know-how that provide into a market and its consumers. The entrepreneur 

can share knowledge of consumers, use the performance of products. Entrepreneurs who absence 

of this intimate market knowledge and consumers, behaviors and attitudes, are less likely to 

create attractive opportunities for new products and new markets. Technology knowledge refers 

to a basis for generating new entry opportunities, the entrepreneur’s possession of technology, 

information, know-how, and skilled. 

Attractiveness of a New Entry Opportunity 

 Entrepreneur must evaluate whether the new product or the new market are sufficiently 

attractive to and be worth and developing. It depends on information of new entry and the 

entrepreneur’s willingness to make a decision without perfect information. Market and 

technological knowledge create new entry potential, and evaluate the attractiveness of a special 

opportunity. Knowledge can be augmented by searching for information of the attractiveness of 

this new entry opportunity. The more information the entrepreneur has, the more accurately to 

evaluate whether sufficient consumer demand for the product is able to be generated and whether 

the product is able to be protected from imitation by competitors. Competitive advantage derives 

from being first movers, to introduce a new product or first to create a new market: 

First Movers 

  First movers face less competitive competition. If first movers have assessed the 

opportunity. The market shall grow rapidly. Competitors will enter this growing market. First 

movers are better positioned to satisfy consumers. First movers have the opportunity to choose 

and secure the most attractive market segments, (2) position to be center of the market an 

increased capacity to recognize, and adapt to, changes in the market. (3) Sometimes, they can 
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establish their product as the industry standard. First movers receive expertise through 

participation to improve product, design, manufacturing, and marketing, control changes in the 

market that may be difficult or impossible to detect for other enterprises not participating in the 

market; create their networks, to provide early information about attractive opportunities. 

First movers are able to secure essential channels. First movers have the opportunity to develop 

strong relationships with suppliers and distribution channels. 

 First movers from a cost advantage derive from economies of scale to improve processes 

and products. First movers may not often prosper. It depends on: (1) the stabilities of the 

environment of entry, (2) the capacity of the entrepreneur to educate consumers, and (3) the 

capacity of the entrepreneur to erect barriers to entry and imitation in order to extend the 

company’s lead time. 

Demand Uncertainty 

  Demand uncertainty is difficult to estimate future demand, which has essential 

implications for new venture performance as both underestimating and overestimating demand 

are able to be negatively impact performance. Overestimating demand effects high costs and 

overcapacity but the market is so small. Concerning underestimating market demand, it will 

suffer the costs of under capacity to satisfy existing and new consumers, and losing competition, 

or face with additional costs for augmenting capacity. Demand uncertainty makes it difficult to 

estimate the key dimensions along which the market will grow. Entry barriers support the first 

mover the opportunity to operate in the industry for a grace period under conditions of limited 

competition. This grace period is the first mover’s lead time. The lead time gives the 

entrepreneur a period of limited competition. During the lead time the company is able to apply 

marketing to define quality in the minds of existing and potential consumers. Consumer loyalty 
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may make it more difficult and more costly for competitors to enter the market. Uniqueness of 

the product may be a source of advantage over potential competitors. Intellectual property 

protection is able to take the form of patents, trademarks, copyrights, and trade secrets. First 

movers who can develop exclusive relationships with key sources of supply and key distribution 

channels may force potential entrants to use less attractive alternatives.   

 There is much evidence that publicly funded consultancy aimed at helping SMEs 

ameliorate their marketing capacity is shown as unsatisfactory by the client enterprises. 

Publicly supported fund for SMEs is as follows:  

• Friend and family members. 

• Banks, lawyers, and accountants 

• Semi-public agencies for example the Enterprise Agencies 

• Chambers of Commerce and Trade Association  

 Various entrepreneurs desire to grow their businesses into public enterprises. Investors 

try to assess the potential growth of new businesses and returns. Policymakers need to encourage 

new businesses that shall augment employment. Analysts find to identify members of businesses 

with high potential growth. Scholars find to answers to all these questions how to grow a 

businesses, how much employment and profit can business generate. 
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