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Abstract

Objectives

This study seeks to provide a better understanding of female entrepreneurs in a developing country, Ghana, by examining the motivations, challenges and success factors from their own perspectives. Most of the studies on female entrepreneurship originate largely from developed countries (Hisrich, and Ozturk, 1999). It is important to understand female entrepreneurship in developing countries because female-owned businesses contribute to the economies of less developed and developing countries. The study is positioned within the tourism industry because of the acknowledged potential of tourism in providing economic empowerment of women, especially women in developing countries. 

Prior Work

Prior research (Minniti and Arenius, 2003) shows female entrepreneurs enter self-employment for various reasons. Problems faced by female entrepreneurs (eg Brush 1992; Verheul and Thurik 2001) as well as their success factors (Hisrich and Ozturk 1999; Saffu and Manuh 2004) are well documented. 

Approach

Since the focus of the study is not on statistical representation, but rather on an in-depth study of the motives, challenges and success factors from the entrepreneurs’ own perspectives, the case study approach was preferred (Yin, 2003). Nine female owners/managers of small and medium size tourism ventures (SMTVs) such as hotels/motels, restaurants, car rental and tour operations are studied intensively. 

Results

We found female entrepreneurs went into business for various reasons including financial security, career development and job satisfaction, opportunity availability, desire for independence and passion. Our results indicate a reliance on personal savings to start and grow their businesses. Human resource issues constituted the greatest challenges faced by the female entrepreneurs. Nevertheless, the female entrepreneurs succeeded by building  reputation for themselves and their enterprises.

Implications

The government should assist female SMTV owners/managers to obtain the needed finance by guaranteeing them. The Ghana Tourist Board (GTB) should design HR training programmes to  equip SMTV entrepreneurs with the requisite knowledge and skills in managing their employees more effectively. Prospective SMTV entrepreneurs should develop themselves to deal HR problems. They should also acquire marketing skills to build reputation for their businesses.

Value

The study contributes to our understanding of female entrepreneurship in the service sector, specifically tourism, in a developing country.

Keywords:  Female, owner/managers, tourism ventures, motivation, challenges, success factors

Introduction

The rationale for this paper is to provide an understanding of female entrepreneurship in a service industry, tourism, in a developing country, Ghana. While female entrepreneurship is an evolving phenomenon (Buttner and Moore 1997) that has attracted the interest of entrepreneurship researchers, most studies on female entrepreneurship have been skewed more in favour of developed countries than the less developed ones (Sequeira, Gibbs and Juma, 2007; Lerner, Brush and Hisrich, 1997). It is plausible that the theories emanating from studies involving developed countries may be problematic when applied to developing countries as entrepreneurial experiences are contextually unique (Singh, Reynolds and Muhammad, 2001). 

It is acknowledged that female-owned businesses contribute to the economies of both less developed and developing countries, especially in the area of poverty alleviation. The economic empowerment of women is critical in the attempt to alleviate poverty on the African continent. Consequently, the various heads of governments in Africa are committed to promoting the role of women in the economic life of the continent (NEPAD Document, 2001). As part of the Ghana Poverty Reduction Strategy (GPRS), there is a high commitment on the part of the government to promote female entrepreneurship in order to improve the welfare of Ghanaian women, and thereby alleviate poverty levels in the country (Republic of Ghana 2003a).

The paper is positioned within the tourism industry because of the acknowledged potential of tourism in providing economic empowerment to women in a developing country such as Ghana (Republic of Ghana 2003b). Tourism opens doors for women (Daily Graphic 30/8/2007). Tourism is currently the fastest growing sector in most nations (WTTC, 2003).  At a growth rate of 12% per annum, tourism is the fastest growing sector of the Ghanaian economy and offers a unique potential for economic growth and poverty alleviation (Republic of Ghana 2003b).  

Given the critical importance of women entrepreneurship as well as the significance of small tourism ventures in the economies of most countries (Getz and Carlsen, 2000) understanding  the motivations, challenges and success factors of Ghanaian female owners/managers of SMTVs based on their own perspectives will be a worthwhile  contribution to a holistic understanding of the female entrepreneurship phenomenon. 

Prior Studies

The female entrepreneurship literature is replete with reasons why women go into business. These may be categorised into push and/or pull factors.  Push factors comprise extrinsic factors that lie beyond the entrepreneur’s control and include job dissatisfaction, limitation in career development. Pull factors imply intrinsic factors that lie within the entrepreneur’s control greater freedom, flexibility and satisfaction, career advancement, increased economic rewards, more freedom and flexibility offered by business ownership, the challenge and opportunity for self-fulfilment (Kalleberg and Leicht, 1991; Morrison et. al., 1992).

Minniti and Arenius (2003) contend that women in low income countries tend to start businesses out of necessity while those in higher income countries tend to start businesses because they identified an opportunity. Other motivations include the quest for challenge and self-determination, independence, financial rewards and recognition, the needs for achievement, job satisfaction, more money, the opportunity to apply their skills and also to determine their own destiny (Buttner and Moore, 1997).  Hisrich and Ozturk (1999) reported that the need for independence and achievement were the strongest reasons why females went into self-employment, followed by individual job satisfaction and economic necessity. Carter et. al., (2001) also identified similar factors in addition to lack of jobs and inadequate education as reasons why women chose to found their own businesses.  These findings have also been confirmed by the Global Entrepreneurship Monitor (GEM) Report (2003). 

In developing countries, the most often cited reason for women’s self employment is ensuring the survival of the female entrepreneurs and their families (Rauch 1991).  In a recent study of African women entrepreneurs, Gooding and Mischel (2007) found that majority of the entrepreneurs (82%) went into business to acquire some level of financial security to support themselves and their families. 

The female entrepreneurship literature has catalogued numerous problems faced by female entrepreneurs as they start and grow their businesses. First and foremost, female entrepreneurs are somewhat disadvantaged in attracting financial capital to their business. Empirical research shows that as opposed to their male counterparts, the greatest challenges faced by female entrepreneurs are attracting and securing funding to start and grow their businesses (Carter et. al., 2006). Female entrepreneurs have less starting capital than men at founding (Brush 1992; Verheul and Thurik 2001). A very small percentage of investments, if any at all, is made in female-owned businesses and access to external funding to these businesses is far less than is the case in male-owned businesses (Aidis et. al., 2006;Gundry and Yoseph-Harold, 2004). Accessing bank loans is more difficult for women than men (Buttner and Rosen 1989).

The second set of problems faced by female entrepreneurs comprise human resource and general management issues. Some researchers (e.g. Lituchy and Reavley, 2004) argue that female entrepreneurs grapple with problems relating to hiring, training and retaining competent staff. Prior empirical research also shows that female entrepreneurs mostly lack management and business skills and this negatively affects the performance of their enterprises (Loscocco and Robinson, 1991). Other problems that female entrepreneurs face include lack of information, lack of assistance for their businesses, child raising and family responsibilities, lack of education and inadequate training (Buttner and Moore, 1997). Females seem to have less and less valuable work, managerial and self-employment experience (e.g. Boden and Nucci 2000; Hisrich and Brush 1984). 

Socio-cultural values constitute problems for female entrepreneurs. In a developing country like Ghana, socio-cultural values and norms can serve as formidable barriers to women’s business creation (Bour 2007). The traditional roles of women in families often conflict with self-employment obligations. For instance, for many years, the role of women in Ghanaian society has been seen primarily within the home as wives, mothers and homemakers (Dolphyne 2000). Implicitly, there is a high premium on marriage and child bearing, and women see fulfilment in their lives primarily in terms of being married and having children (Dolphyne 2000). 

Furthermore, there is a considerable amount of cultural discrimination stemming from cultural norms, taboos and prohibitions that affect the advancement of Ghanaian women. For instance, there is discrimination in the care of male-female children, where premium is placed on the male child in the provision of basic facilities in life as well as in the education of male-female children (Bour 2007). Although a Ghanaian woman may have a business she is still expected to provide the needs of the spouse and family (Loscocco 1991; Aldrich 1989). Performance of household chores falls on mother and female children leaving little time for the girls to study and do their home work. Furthermore, authority structure in the Ghanaian family favours men (Bour 2007). 

The entrepreneurship literature is replete with success factors of women entrepreneurs. Success has been denoted by economic or financial or ‘hard’ measures such as increases in turnover, profit, return on investment and increases in employees (Kalleberg and Leicht 1991). Non-financial or ‘soft’ measures include job satisfaction, or a change in personal circumstance linked to lifestyle (Haber and Reichel 2007). Prior research has established that membership of and reliance on network affiliations positively affects the performance of a venture (Lerner et. al., 1997). The authors also identified availability of competent labour, government assistance and the location of business as being of strategic importance to the success of the business. Success factors of female entrepreneurs also include the ability to generate and develop new ideas and products; being good at operating inventory control systems and ensuring quality (Hisrich and Ozturk 1999). Studying a cross section of Ghanaian women entrepreneurs, Saffu and Manuh (2004) identified business skills, planning for new products and focus on areas of strength in business as important success factors. In another study, Saffu (2005) found spousal support to be a success factor for female entrepreneurs. 

Approach

The case study approach was used in this study for two reasons. First, since the focus of the study is not on statistical representation, but rather on an in-depth study of the motives, challenges and success factors, from the women entrepreneurs’ own perspectives, the case study approach was preferred (Yin, 2003). Furthermore, the nature of the research questions warranted the use of the case study method. 

Six out of the ten administrative regions of Ghana were selected for the study due to their rich tourism potentials and the resultant high concentration of tourism ventures. These regions are Greater Accra, Ashanti, Eastern, Volta, Western, and Central Regions. Popular tourism industry sectors in Ghana include accommodation, catering, car rentals and tour operation. 

Nine women operating SMTVs (such as accommodation, catering and tour operation) were invited for a focus group interaction.  The purpose was to provide an open forum where the women would have the opportunity to freely express themselves on issues critical to their businesses. An experienced independent moderator from a local university led the focus group discussion. 

The researchers decided to find out more from the women why they chose to go into the tourism industry in particular.  We also wanted to find out why in spite of the problems they appeared to be doing well in business. A questionnaire, informed by instruments used in earlier studies by Brush (1988) and later by Saffu and Manuh (2004), was developed and administered to the participants to seek more information on the variables of interest in this study.  The face-to-face encounter with the women afforded the opportunity to probe for more details.  The data were analysed to establish trends and patterns which were used as a basis to explain the findings. Financing, reasons for going into business, problems and success factors predominated and were chosen for more in-depth examination.  

The following research questions guided the study:

a.
Why did the female entrepreneurs decide to go into business?

b.
More specifically, why did they decide to set up SMTVs?

c.
How did the female entrepreneurs finance their businesses?

d.
How did they deal with the problems that they faced?

e.
Why did they succeed given the challenges that they faced? 

Findings and discussion

Table 1 presents a summary of business and respondent demographics. For confidentiality, the participants are assigned alphabetical codes A to I.

Table 1: Business and Respondent Demographics

	Participant

Code
	Type of Business
	No. of years 

In Bus.
	Educational

Background
	Marital

Status
	Previous Entrep’l

Experience
	Age

	A
	Hotel/Restaurant
	5
	Bachelors
	Married
	Yes
	50-59

	B
	Guest House
	3
	Diploma
	Divorced
	Yes
	40-49

	C
	Hotel/Restaurant
	5
	MSLC
	Divorced
	Yes
	40-49

	D
	Hotel/Restaurant
	28
	Secondary
	Married
	No
	50-59

	E
	Guest House/Restaurant
	10
	Diploma
	Married
	No
	30-39

	F
	Restaurant
	21
	Certificate
	Married
	No
	50-59

	G
	Tour Operator
	13
	Diploma
	Married
	Yes
	50-59

	H
	Restaurant
	15
	Diploma
	Divorced
	No
	50-59

	I
	Restaurant
	6
	Secondary
	Unmarried
	No
	40-49


Table 1 indicates three participants ran catering facilities, one was a tour operator, one operated a Guest House and the remaining four had a combination of accommodation and catering facilities. Only one participant had a bachelor’s degree, 3 had diplomas, one  had a certificate, two were secondary school leavers and one was a middle school leaver.  Five of the respondents were married, three were divorced and one was a spinster. Four of the women entrepreneurs had previous entrepreneurial experience, mostly in retailing while the other 5 had no entrepreneurial experience before setting up their tourism ventures.  In terms of age, with the exception of one entrepreneur who was in her thirties, three of the entrepreneurs were in their forties, and four were in their fifties. The profile of the female entrepreneur who has established a small medium sized tourism venture is likely to be married, aged forty or above, has a diploma and has no prior entrepreneurial experience.  

Motivation Factors

Table 2 presents the reasons given by the female entrepreneurs for starting their businesses. The participants were asked to rate the importance of motivation factors (see in Table 2) using a 3-point scale where 1 represents not important, 2 – important, and 3 - very important.  Table 2 shows that financial security, career, money and job satisfaction received the highest number of the rating “very important”.  Seven out of the nine participants indicated they went into self-employment to gain financial security, make money, develop a career, and obtain job satisfaction.  The next important set of reasons for establishing SMTVs were the need for independence and seizing opportunities. These were followed by the need to achieve and the need for power.

Table 2:  Reason For Starting Own Business

	Code
	Opptnty.
	Fin. Sec
	Redplymt.
	Indpdnc.
	Career
	Achievmnt.
	Status
	Money
	Pow’r.
	J’Satisfctn.

	A
	3
	3
	1
	3
	3
	3
	2
	3
	3
	2

	B
	2
	3
	2
	1
	3
	2
	2
	3
	3
	3

	C
	3
	2
	1
	2
	3
	2
	1
	2
	1
	3

	D
	3
	1
	1
	3
	3
	3
	2
	3
	3
	1

	E
	2
	3
	2
	3
	3
	3
	2
	3
	2
	3

	F
	1
	3
	1
	3
	1
	3
	2
	2
	1
	3

	G
	3
	3
	1
	3
	3
	2
	2
	3
	1
	3

	H
	2
	3
	2
	1
	3
	2
	2
	3
	3
	3

	I
	3
	3
	1
	2
	1
	2
	1
	3
	1
	3


The most important reasons for going into business were first financial security, second, career development, job satisfaction, third opportunity, and finally independence. The need to make money and thereby provide for the entrepreneurs’ financial security is encapsulated in the following statements: 

A: “I wanted to make more money, so when a friend told me that the hotel

               business is good, I decided to give it a try and I think it is good.”

I:  “I needed money to educate my siblings to the university since my own educational  

      
      background is not good.”

Job satisfaction as a reason for going into tourism enterprise is summarised by the statements made by Entrepreneurs C and D:

C:  “I have a natural flair for cooking that is why I chose to run a restaurant”.

D:   “I love to cook.  It runs through the family”.  My parents got me to do something different – being a secretary, but I stopped to set up a restaurant and then two hotels.  I am happy doing this job than being a secretary”.

The next set of very important reasons for establishing SMTVs were the need for independence and seizing opportunities. These were followed by the need to achieve and the need for power.

The findings are consistent with those of prior studies (eg Gooding and Mischel 2007; Buttner and Moore 1997). The difference in the case of the Ghanaian female entrepreneur lies in how the factors are prioritised. Being less privileged socio-economically, financial security is crucial for the advancement of the Ghanaian woman. The female entrepreneurs want to make sufficient money for themselves and their dependants (especially their daughters) now and in the future. The significance of financial security as a motive supports the contention by Minniti and Arenius (2003) that women in low income countries tend to start businesses out of necessity. 

It is plausible that the women chose to set up SMTVs such as providing accommodation (hotel/motel), providing a place to eat (restaurants, local eating joints) because of the passion for the job, and also because these enterprises are related to what women do best.  In traditional Ghanaian society, a major role of the woman includes childbearing, child-raising, housekeeping, cooking and caring for visitors/guests (Brown, 1994; Dolphyne 2000) and the socialisation process of girls reflect this.  The link between tourism ventures and the traditional roles of the Ghanaian woman may explain why the women went into these ventures in the first place. Besides, female entrepreneurs believe that their main strengths are dealing with people (Hisrich and Brush 1984). 

Financing

The participants were asked to indicate how they acquired start-up capital.  Table 3 shows that personal savings constituted the main source of financing for start-up. Three of the respondents  supplemented personal savings with a loan from the bank, while two received financial assistance from relatives and friends. 

Table 3: Financing Start-up

	Code
	Personal

Savings
	Family, Friends,

Relatives
	Partners
	Bank

Loan
	Non-Fin

Bank Inst
	Govt

Source
	Leasing
	Other

Sources

	A
	Yes
	
	
	
	
	
	
	

	B
	Yes
	
	
	Yes
	
	
	
	

	C
	Yes
	
	
	
	
	
	
	

	D
	Yes
	
	
	
	
	
	
	

	E
	Yes
	Yes
	
	
	
	
	
	

	F
	
	Yes
	
	Yes
	
	
	
	

	G
	Yes
	
	
	
	
	
	
	

	H
	Yes
	
	
	Yes
	
	
	
	

	I
	Yes
	
	
	
	
	
	Yes
	


Most of the SMTV owners/managers started their ventures with their own resources. This is consistent with prior studies that found personal savings constituted the major sources of finance for start-ups (Van Auken and Carter 1989; Carter and Van Auken 1990; Cassar 2004).

It is plausible that the female entrepreneurs used their own savings because they were not comfortable with bank loans for fear that they might lose their business and property if something went wrong. This fear is exemplified by the remarks made by Entrepreneur A who said:

 “ I do not want any trouble with the banks. You take their money and they end up selling your property.  I started with my own money and so if there is a problem nobody will sell my property”. 

This is an apparent reference to the demand for landed property as collateral by the banks. Interest rates are generally very high in Ghana and almost all the participants said they found bank loans unattractive because of this. Given the high interest rates in Ghana, it makes economic sense to use personal savings. The other reason for using own savings is the length of time it takes to get a loan. Entrepreneur C for instance tried once to take a loan but was asked “to go and come so many times” that she gave up.  She said no reasons were given for the way she was treated, but she conjectured that she was treated that way because she was a woman. 

It is worth noting that 4 of the entrepreneurs had prior entrepreneurial experience before their current ones. It is conceivable that they had savings from their previous businesses. Similarly, the five entrepreneurs who did not have any prior entrepreneurial experience, may have had savings from their previous employment. Either way, they may not have found it necessary to take a loan.

Table 4: Financing Venture Growth

	Code
	Personal

Savings
	Family,Friends,

Relatives
	Partners
	Bank

Loan
	Non-Fin

Bank Inst
	Govt

Source
	Leasing
	Other

Sources

	A
	Yes
	
	
	Yes
	
	
	Yes
	

	B
	Yes
	
	
	Yes
	
	
	
	

	C
	
	Yes
	Yes
	
	
	
	
	

	D
	Yes
	
	
	
	
	
	
	

	E
	
	Yes
	
	Yes
	
	
	
	

	F
	Yes
	
	
	
	
	
	
	

	G
	Yes
	
	
	
	
	
	
	

	H
	
	
	
	Yes
	
	
	
	

	I
	Yes
	
	
	
	
	
	
	


The female entrepreneurs were also asked to indicate how they acquired funds to grow their businesses. Similar to the start-up phase, most of the participants relied on personal savings to grow their businesses (see Table 4). In the course of the interview, it was discovered that personal savings meant income from the business that was ploughed back. Entrepreneur A who at start-up had an aversion for bank loans said she went in for “a little push” at the growth phase to complete expansion works. The views of the other 4 entrepreneurs who had taken loans from the bank to grow their businesses were similar to those expressed by A.  They had personally financed a greater percentage of the expansion and went for small loans, mostly overdrafts. The others who did not opt for bank loan preferred to expand gradually by ploughing back their profits into the business. They complained of “too much paper work”, and “killer interest” (in the words of H). 

Similar to the start-up phase, personal savings constituted the major source of financing at the growth phase of the business. One can explain the dependence on personal savings to grow the business in a number of ways. Firstly, majority of the female entrepreneurs indicated that their businesses were profitable. Given the high rates of interest and consequently, the cost of capital, it was pragmatic to avoid bank loans if it at all possible. It was therefore more economical to plough back profits into the business rather than take a high interest bank loan. It is also possible that the female entrepreneurs had moderate growth ambitions that seemed achievable with personal funding (Haber et. al., 2007). 

The dependence on personal savings to start and grow their businesses may be because they found the interest rate unattractive and they did not have landed property for collateral (Saffu and Manu, 2004).  They probably might not want to use their businesses as collateral either because of the fear that “they (the bank) will end up selling your property”.  When one’s business is lost one loses financial security, source of money, job satisfaction, independence and career which are the main reasons why they went into self-employment in the first place.  It therefore appears safe for the women to start and grow their businesses gradually from their own personal savings.  They only accessed small credits mostly overdrafts (debts) to finish off expansion works. This is consistent with the findings by Saffu and Manu (2004) who found personal savings to be the number one source of financing for Ghanaian female entrepreneurs. 

Challenges

The female entrepreneurs were asked to rate the significance of the problems as they related to their business using a 3-point scale where 1 = not important, 2=important and 3=very important. As shown in Table 5, the problems that received most of the highest rating of “3” were “staff dishonesty” and “poor staff attitude”.  Each problem was rated very significant by 8 out of the 9 participants.  When asked to cite instances of staff dishonesty the following are some of the complaints the participants made:

C:  “I personally shop for the ingredients and other items, even when I am not well.    

     You cannot trust these workers”.

There was unanimity on rampant stealing by staff and the workers’ poor attitude to work. The remarks by some of the female entrepreneurs underscore the unbridled stealing by staff. Entrepreneur A stated: “They steal everything from food to money”. This view was reinforced by B who stressed “The front office girls are very smart with the money, and the kitchen staff  steal ingredients”. F summarised the impact of the stealing thus: “I once wept when I found out the quantity of ingredients a trusted staff had stolen”.

Table 5:  Problems faced by entrepreneurs

	Code
	Family

Relations
	Staff

Dishonesty
	Poor

Infrastr.
	Poor

Staff Attitude
	Lack of

Capital
	Mgt Problems
	Mktg. 

Difclts
	Techlgy
	Govt

B’cracy
	Corrupt.

	A
	1
	3
	1
	3
	1
	2
	1
	2
	1
	2

	B
	3
	3
	1
	3
	3
	1
	1
	1
	1
	3

	C
	1
	3
	1
	3
	1
	2
	1
	2
	1
	2

	D
	3
	3
	3
	3
	1
	2
	1
	2
	3
	2

	E
	2
	3
	3
	3
	3
	2
	2
	1
	3
	3

	F
	1
	3
	2
	3
	3
	2
	3
	1
	1
	3

	G
	1
	2
	3
	3
	3
	2
	3
	3
	1
	2

	H
	1
	3
	1
	2
	2
	3
	1
	2
	1
	3

	I
	2
	3
	3
	3
	3
	1
	1
	2
	2
	3


The extent to which staff would go in order to steal is best summarised by entrepreneur E:

      “I found out they had two receipt books.  They charged the customers higher and gave  

      them their own receipt, then they will write out the actual price on my receipt and pocket 

      .the difference.  They are terrible”. 

A manifestation of the poor attitude to work was the widespread absenteeism. Implicitly, constant monitoring would be required to ensure the employees were punctual, and came to work regularly. Participant E summarised the need to monitor thus: “The workers put up the right attitude or do things right only when they know they are being monitored”. There was consensus among the entrepreneurs regarding the solution of the problems. Culprits of more serious offences were fired while culprits of less serious offences were cautioned in the first instance.  

One explanation of these human resource issues is the fact that the tourism industry in Ghana is in its infancy and is therefore not yet competitive. As a consequence, little attention is paid to ‘best’ human resource management (HRM) practices. Another reason for the lack of attention to HRM practices may be the extreme poverty and high unemployment in Ghana (Boeh-Ocansey, 2005). The high unemployment rates in the country appears to make replacement of staff relatively easy. For instance, there is a large pool of Junior secondary school (JSS) and Senior secondary school (SSS) leavers from poor rural families who are seeking jobs in order to make some money to further their education. The size and nature of SMTVs can also explain the lack of attention given to HRM best practices. Being generally small lifestyle family ventures, SMTV owners/managers are less likely to use formal HRM practices. Rather, they are more likely to use informal practices (Saffu et. al., 2007). It is reasonable to argue that HRM issues are critical in this study because the female respondents lack the relevant management skills and knowledge  (Buttner and Moore, 1997).
The finding that the greatest challenge faced by the women entrepreneurs was how to deal with human resource management issues, namely: stealing, dishonesty and poor attitude to work by the employees is contrary to earlier studies that showed that access to finance was the number one problem facing women entrepreneurs (Brush et. al, 2001). In this study, lack of capital places third in terms of its significance as a problem.  As previously explained, this inconsistency may be due to reliance on personal savings and the desire by the female entrepreneurs to grow slowly. 

Success Factors

The women entrepreneurs were asked to indicate whether their business was profitable, made a loss, or neither made a profit nor a loss. All the entrepreneurs with the exception of two, indicated that their businesses were profitable. All the ventures recorded an increase in the number of employees ranging from 50% to 400% (over a period of 28 years).  Using a 3-point scale where 1=not important, 2=important and 3=very important, the entrepreneurs were then asked to rate the importance of the factors in Table 6 to the success of their businesses.  Their responses indicated that reputation and supervision were very important to the success of their ventures. 

Success Factors

Table 6: Success Factors

	Code
	Av’ble

Cash
	Sup’vsn
	Mktg/

Prod.

Focus
	HiringTech Staff
	Attractin Fin
	Comptnt

Sales

Persnl
	Reputatn/Image/Identity
	Locat’n


	Strat. Pln’g
	Expans’n
	Crptn

	A
	3
	3
	3
	3
	3
	3
	3
	2
	3
	3
	

	B
	2
	2
	3
	1
	2
	3
	3
	3
	2
	3
	

	C
	2
	3
	2
	3
	2
	1
	3
	1
	2
	2
	

	D
	2
	3
	2
	3
	2
	1
	3
	1
	2
	2
	

	E
	3
	3
	3
	1
	1
	3
	3
	3
	3
	3
	

	F
	3
	2
	3
	2
	3
	2
	3
	2
	2
	2
	

	G
	1
	3
	1
	3
	3
	3
	3
	2
	2
	2
	

	H
	2
	3
	3
	2
	1
	1
	3
	2
	2
	1
	

	I
	1
	3
	3
	1
	1
	1
	1
	3
	3
	1
	


In spite of the problems highlighted in the preceding section, majority of the female  entrepreneurs considered themselves successful, attributing their success to the reputation they had built for themselves and their enterprises. The importance of and the need to build a reputation is best summarised by entrepreneurs A and I. A contends that “Reputation is very important because when people hear about your good services then they will patronise them.  You have to make sure that everything is done right.  That means you must be there to see to personally supervise, else you will be embarrassed”.

Given the poor work ethic of the staff, building a reputation for the business would necessitate constant supervision. This is best summarised by I: “I am always in the kitchen during the preparation of the food to ensure quality, else my reputation will be at stake and that will be the end of my business”. 

In a service business like tourism, SMTVs could obtain competitive advantage through the design of tourist service and experience which depend on the quality of service personnel (Gronroos 2000) and quality of the food. Entrepreneur C stresses this point:

“There are big hotels around, but when there are funerals and other big occasions, the

“big men bring their guests to my place to eat and sleep.  This is because, the food tastes

just like the good old traditional cooking with no monosodium and other artificial flavours

and one is made to feel at home”.

Small business owners, especially women business owners (Hamilton, 2002), tend to rely heavily on strong social ties and word of mouth to manage and grow their businesses (Shields, 2005). The statements by entrepreneurs D and F underscore the findings of prior studies.

D:  “In this business it is clients who will do the advertisement for you. So the reputation is very

important.  You have to be there 24 hours a day and 7 days in a week to ensure that

standards are maintained, else these workers will spoil your business”.

F:  “I have been in business for a long time. Though there are many more restaurants now than

when I started, those who really know “x restaurant” and the quality of food still patronise

my services. (x is used for confidentiality).

Product focus was an important factor that can explain the success of the participants. The female entrepreneurs had a product focus. For instance, entrepreneur “I” specialises in traditional catering with bush meat, while “F” is famous for certain traditional dishes and the same can be said of “C” whose facility is popular for tilapia dishes.  The focus of “D” is on indigenising the hotel concept – using local materials to build and operating open-door, beach front and river front resorts and restaurants. They were of the view that focusing on a particular product gives one competitive advantage and also ensures quality. 

Concluding Remarks and Implications. 

This study sought to provide a better understanding of female entrepreneurship in a service industry, tourism, in a developing country, Ghana. We positioned the study within the tourism industry because of the acknowledged potential of tourism to provide economic empowerment of women (Daily Graphic 30/8/2007). The choice of case study method was based on the in-depth study of the motivations, challenges and success factors from the female entrepreneurs’  own perspectives. Furthermore, the nature of the research questions we posed warranted the use of the case study method. More specifically, the following research questions guided our study: Why did the women decide to go into business?  Why did they decide to set up tourism enterprises? How did the women SMTE entrepreneurs acquire resources for their businesses? How did they deal with the challenges that they faced? Why are the women successful given the challenges that they faced? 

The profile of the female entrepreneur who has established a small and medium sized tourism enterprise is likely to be married and aged forty or above and has a diploma and no prior entrepreneurial experience. The most important reasons for going into business were first financial security, second, career development, job satisfaction, third opportunity, and finally independence. The findings are consistent with prior studies (Gooding and Mischel, 2007; Buttner and Moore 1997; Kalleberg and Leicht, 1991). The female entrepreneurs chose to set up tourism enterprises such as providing accommodation (hotel/motel), providing a place to eat (restaurants, local eating joints) because of the passion for the job and also because the enterprises were related to what women do best. This is in consonant with an earlier study that found women entrepreneurs believe their main strengths are in dealing with people (Hisrich and Brush 1984). Consistent with prior research (eg Cassar 2004; Carter et. al., 2007; Carter and Van Auken, 1990) most of the women relied on personal savings to start and grow their businesses. 

HRM issues, specifically stealing, dishonesty and poor attitude to work by the employees.

posed the greatest challenge to the women entrepreneurs. Notwithstanding the foregoing, the women entrepreneurs had profitable ventures due to the reputation for quality experience, service and food that they built for themselves and their enterprises. 

Our study has implications for policy makers, trainers, researchers and the female  entrepreneurs themselves. First, the government has a role to play in assisting SMTV owners/managers to obtain the needed finance by guaranteeing them. By so doing, the government  motivates financial institutions to grant soft loans to women SMTV owners so that they can grow their businesses. Alternatively, the government should provide the SMTV female entrepreneurs with loans that do not require collaterals.

The Ghana Tourist Board should design training programmes to equip the female entrepreneurs with knowledge and skills in HRM that will help them to motivate their staff to have the right attitude to work and, thereby increase their productivity. HR training could offer SMTVs  competitive advantage through the design of tourist service and experience which depend on the quality of service personnel (Gronroos 2000). HRM training that focuses on practices that attract, develop and maintain energetic workforce may secure the future of the tourism venture in the long run (Haber et. al., 2007). Training in marketing must also be conducted to hone in the marketing skills of the female SMTV entrepreneurs so that they can continue to develop and sustain their respective reputations and develop further product focus.

Limitations

The study suffers from a number of limitations. First, the case study approach involving nine SMTV owners/managers precludes generalisability of the findings. Secondly, the study focused on SMTVs and therefore suffers from size- and industry-specific limitations. Thirdly, the study suffers from self-reporting bias. Owner-managers were required to evaluate the success of their ventures, and implicitly, the performance of their ventures. Caution must therefore be exercised in generalizing the findings to large tourism enterprises, and also to enterprises in other industry sectors. These limitations offer fruitful areas for future research that utilises a larger sample that is not industry-specific and where steps are taken to reduce self-reporting bias. 
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