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ABSTRACT

The role of small and medium enterprises in Ghamaot be overemphasized. They provide the bulkaifme

for people in most of the deprived communitieshe tountry. In rural Ghana, SMEs are the main sooifc
employment, contribute to community and nationaledepment, and serve as a basis of entrepreneurial
development. Although statistics on the actualtrdiomtion of SMEs to GDP is not readily available,is
assume to contribute significantly to national im&o To capture the contribution of small businessesational
output, it is often computed as part of privatet@econtribution to national output. In Ghana, naoisthe small
businesses operate as family owned venture. Tvpoiitant issues motivated the study. First, few eicgdi
works have been done on family businesses as aibgeground for some larger companies locally. oBelc
the studies in small businesses have been limitélet few firms that are registered with the NagioBoard for
Small Scale Industries (NBSSI) and sometimes thgidRar of Companies, leaving out the significant
contribution of other small size family businestes are not registered. The study therefore seellstermine
how socio-cultural systems affect most of the negistered SMES’ growth, as well as well as asdessitole in
poverty alleviation. The survey technique is emplbyQuestionnaires were administered to 200 purplysi
selected small businesses from a selected towmeimarthern, middle and southern parts of Ghanalyars is
done using descriptive and inferential statistitsias found that family business growth is inflaed by socio-
cultural factors. The study suggests the integnatod cultures that promote business growth into the
management of small businesses in Ghana.
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BACKGROUND

The nature of business environment affects thebehaand survival of every organisation. The farde the
environment of business would both create an emglgihvironment, proving businesses with opportesitit at

the same time pose threats to the businesses alpsanall businesses by way of their ability tant@hute to

the economic development of a country. Meanwhite, tole small businesses play by way of job creatio
contribution to gross domestic product and inn@ratiave been found to be the way to poverty redncind
economic growth in developing countries (Beck, Dging-Kunt, & Levine,2005; Abor & Quartey, 2010,
Sarwoko, Surachman, Armanu, & Hadiwidjojo, 2013heTimportant role of small businesses has been long
recognised in several countries including Ghana.

The economic recovery programme and structuralsaient programme embarked upon in many West African
countries including in Ghana in the 1980s and 199@s a step towards the promotion of small buse®s
These programmes resulted in public sector reosgtian, diversification, breaking of monopolistialgic
organisations as well as non-performing state overadrprises. This broke the state culture oesfaiminance

in corporate ownership and control. Indeed, sofrhe large organisations were privatised and soetta of
where there are few corporations that often stifiethpetition due to protection by the state wasedndThe
new dawn paved the way for the private sector ite taver the control of establishing new businesg#s the
state providing the needed infrastructure; thuatarg the enabling environment. The era saw tkebéshment

of new small and medium businesses; hence promstivail business era.
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Today, small businesses provide the bulk of the jaliGhana. Although there is no official dataikide, some
empirical evidence suggests that on the averag# bosinesses account for about 60% of employmembost
African countries (Ahiawodzi & Adade, 2012) providdout 85% of manufacturing employment in Ghana
(Abor & Quartey, 2010). Despite such huge contidng, some experts still think small businessesyefl
supported could employ more and contribute sigaifity to economic growth of Ghana.

As a move to support this, there is Local Entegiasd Skills Development Program (a unique model fo
community development in Ghapanstituting national award for entrepreneurs, aging the youth ministry
and entrepreneurship as a way to boost creatinityr@w venture creation (Mensah, 2004; AhiawodZdade,
2012). This has not boost the setting up of indigidbusinesses, that of family-owned ones, espgdial
poverty endemic areas of Ghana. Family-owned legsigs operated by families jointly with at least ohthe
staff being a relative of the owner or managermiabusinesses in most cases are started by dyfameimber
and succession is planned mainly along family linéghis means that business strategy may be clijtura
influenced (Blackman, 2003, Ahmad, Halim & Zain2D10). The growth and survival of the business is
influenced by the culture of the owners. Howevexisting studies have focused on funding marketing
orientation, entrepreneur’s (Sorensen & Chang, pai6the key indicators that influence small beisingrowth.

In Ghana, empirical works have only focused onféve registered at the expense of the unregistetaarity.
The paper fills these gaps in literature by stugytime culture of unregistered SMEs and how culiomgacts on
growth in the selected poverty endemic regions ludi@a.

LITERATURE REVIEW

Hofstede (1984; 2001) developed the cultural dinwersstheory that describes the effects of a sosietyiture
on the values of its members and inevitably itsitutsons. Among other things, the theory has beately used
in other fields as a paradigm for research inclgdimarketing, management and cross-cultural comratioit
(Soares, Farhangmehr & Shoham, 2007). From theatgierspective, several models have been develmped
empirical works have been conducted to explainctiitecal role of culture in business managemenpeewlly
family owned ventures. For instance the culturabweodel (Johnson, 1992), Schein's three levelsultfire
(Schein, 1985) and the onion model (Hofstede, 1991)

In the onion model, the image of an onion is usededscribe the different layers of culture, wheuiuze is
broken down into layers. The surface layers ateelinwith artefacts, products and patterns of behavas part
of culture. This is followed by the next coveridmat makes up beliefs, norms and attitudes. Ther iomeering
symbolises the underlying cultural assumptions ades, an aspect of culture much harder to resegand
understand. However, it is the core of all othgeta.

In the iceberg model (Hall, 1976), the likenesshaf iceberg with its tiny observable portion on thee of the
water and the greater portion hidden under theasar€larify the diversity of culture. Just as tigble portion
of the iceberg, culture has the part that is cjearposed such as clothing, language, gestured, foasic or
rituals. The invisible portion is likened to issugsch as values, beliefs and attitudes. Thereasnted for
managers to understand both parts to be usef@disidn making regarding their business.

There are several empirical works on culture ansin@ss organisation and how the different typesuiture
influence organisations. Smircich (1985) pointed ¢hat national culture is central to proper busie
functioning. Davel and Tremblay (2003) found thational culture affects performance and effectiwsnef
family business. National cultures impact has bfeemd to impact on performance, growth and survifal
family ventures (Shane, Venkataraman & MacMilla®93; Lenartowicz & Roth (1999).

Alwis and Senathiraja (2003) pointed out that beeaamall businesses are often owned by the indilgdthere
is likelihood that their socio-cultural backgroundcluding their personality can influence the veats
operations. They added that a sound business amestguires dynamic social and cultural activitegsthe
society, a well-organized economy and the righiced by the government. Most especially so, faméynture
survival depends to a large extent on somethingh@yamily culture (Denison, Lief & Ward, 2004).

Some studies have made very interesting revelatiard and Arnoff (1991) found that customers haneatgr
trust in the venture because members of family nantewealth. This is because often, the wealtthefamily
is the business. Nonetheless, other studies haveaagjued against family venture citing unprofessiism due
to their system of hiring which is often by virtoé being a family member and not due to one’s campzes
and skills (Ashley-Cotleur, King & Brazael, 2001).
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In most instances, the existing culture; belieugs, and goals embedded in its history and steml(Hall,
Melin & Nordgvist, 2001), is likely to manipulatdé decisions made (Hofstede, 2001) in the businads
impact significantly on managerial behaviour (LeuigBond (2002). Apart from the family and national
cultures, some empirical studies have found raiatipp between personal characteristics and smalhbsis
growth. But the emphases have not been on smailyfaesinesses. Tabak &Barr, (2000) explains hovspeal
characteristics influences strategic decision edhea of technology adoption. Rauch and FreserjZo0nd a
relationship between personal qualities, envirortadeand resources management and business surBiain
and Markman, (2007) posited that for small busieesswned and controlled by an individual, personal
qualities play a critical role in the survival d¢fet venture as one wrong decision could hinder dihéal of the
business. Meng and Liang (1996) cited some of suehities to include education level and experierage,
(see Staw, 1991), industrial and managerial expeei€see Lee & Tsang, 2002).

Theoretically, personality qualities have focusedemtrepreneurial traits flexibility, self-confidemisk taking,

self-controlled, innovative, and autonomous (selea8li, 1991). From the reviewed works, individudiglieves,
religion, values have received less attention. gédueger focuses on these later characteristics ahttieidual in

its analysis.

Based on Hofstede (1984; 2001) cultural dimens@msframework, four main hypotheses are deduced:

a. Social factors have positive relationship on vesgnowth;

b. There is a positive relationship between individugture and venture growth;
C. Corporate culture positively influence venturewito;, and

d. There is positive relationship between nationalureland venture growth.

METHODOLOGY

The data for this study were obtained from 200 rgarg of small size family businesses in Wa, Tamale,
Kumawu and Cape Coast. Apart from Kumawu, thesettaeaegional capitals for poverty stricken regiams
Ghana (2010 Ghana Living Standards Statistics,) #umwas added because there was the need to ebtai
information within the middle belt of Ghana. Withthe middle belt, it is one popular town becausdt®f
historic name associated with Kumasi, but not doiedl at all. The respondents were purposively et
Statistics on non-registered businesses was a tlifficult to obtain because of fear of being prasted. So
random purposive sampling was appropriate for theys

It is constructed to serve a very specific neeghumpose — where one has specific group in mind reviteis
impossible to specify or know and access the pdipnlaThe strategy would be to zero in on the taggeup,
interviewing whoever is available.

The approach to this study was the decision on wkatls to be known, after which an effort was madind
people who can and were willing to provide the infation by virtue of knowledge and experience (Betn
2002, Lewis & Sheppard 2006). According to Ton@2007) the technique is most effective when orexla¢o
study a certain cultural domain with knowledgeadtperts within. It is especially exemplified thréuthe key
informant technique (Bernard 2002, Garcia 2006,t&Let al. 2004, Jarvigt al. 2004, Lyon & Hardesty 2005),
wherein one or a few individuals are solicited t as guides to a culture. Key informants are olasdr
reflective members of the community of interestpdmow much about the culture and are both ablenalfidg
to share their knowledge (Bernard 2002). Howevemes empirics have questioned the generalisabifitthe
technique.

Measurement of Variables
The variables for the study are defined as follows:

Saocial factors — Six indicators were used as constructs for soeietiofs. They aréfestyle, education, taste and
preferences, credit sales, business location anilyfaize.

National culture — Tribes or ethnicity, spirits/powers and extendeahifa system were used as constructs for
national culture.

Corporate culture — This is looked at from the mode of hiring, decisioaking, shared values and code of ethics.

Individual culture —Beliefs, religion and values were the constructgdfestermining individual culture.
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Venture Growth — the number of employees, number of businesshea sales volume and Tax paid

The variables are largely informed by the Hofsté#384; 2001) cultural dimensions. Meanwhile, thalgsis is
done using structural equation modelling (SEM). Mgt section discusses the SEM approach to datgsis

Structural Equation Modelling

SEM is a blend of two statistical methods of faaoslysis and path analysis into one broad stisthethod
(Sarwoko, Surachman, Armanu & Hadiwidjojo, 2013cArding to Sarwoko et al, (2013), SEM consists of
two-part 1) measurement of the part that relatesottserved variable with variable latent throughficmatory
factor analysis, and structural part 2) that rela&hip between variable latent with regression kameous
(Ghozali, 2005).

RESULTS AND DISCUSSION
Test of the theoretical model

The research hypotheses are tested by assessirdir¢lcdon, strength and level of significance bé tpath
coefficients (gammas) estimated by PLS, as shoviaigare 1

| SFA | ‘ SF.2 ‘ ‘ SF.3 ‘ ‘ SF.5 ‘ | SFE | | SF7 |

Poverty Alleviato

Z/(mm) — NG.3
0.822

NC.4

\_/ 0713

National Culture

| CC.1 | ‘ ccz ‘ ‘ cca ‘ ‘ CC.4 ‘ | CCs | | CCe |

Figure 1: Test of the research model (PLS, n=200)

Measurement Model
Before the results from the SEM can be relied bis, hecessary to consider its conformance to uarialidity
and Reliability checks. Construct Validity was assl using the convergent and discriminant valigitys.

Convergent Validity
This is the degree to which items measuring theesaomcept are in agreement (Rouibah, Ramayah & May,
2011). The factor loadings and composite relinedj all exceeded the 0.5 and 0.7 benchmark résplc set
by Hair et al (2010). With composite reliabilitynging from 0.7478 to 0.8754 and a minimum factadiog of
0.5084, this was enough testimony of convergerntlitgal

INSERT TABLE
Discriminant Validity
Just like Hassan et al (2012), the discriminaniditgl is tested by examining the squared corretetibetween
constructs and square root of the AVE. The resuétarly show adequate discriminant validity sinlce items
load strongly on their own than others. For allstancts, the square root of the AVEs is more tlensguared
correlations indicating discriminant validity.
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Corporate Individual National Poverty Social Venture
Culture Culture Culture Alleviation Culture Growth
Corporate Culture 0.66746
Individual Culture 0.52180 0.76250
National Culture 0.49610 0.42120 0.70887
Poverty Alleviation 0.45570 0.48970 0.39930 0.6852
Social Culture 0.47490 0.55280 0.45160 0.5296 0.6482
Venture Growth 0.49970 0.37350 0.48640 0.6107 @507 0.7128

Structural Model
Four main hypotheses were tested by the path asalyar the first hypothesis, Social factors wezersto have

a significant causal relationship with Venture gtiow/3 = 0291, p < 005). Corporate Culture and National
Growth were all seen to have a significant and tp@simpact on Venture Growthf = 0.2542 p < 005

and 5 =0.2372 p < 005 respectively). Only Individual Culture was not sge have any significant impact

on the growth of the venture. This notwithstandingjvidual culture was seen to have a relativélgreg impact
on Corporate culture, which in turn affects ventgrewth.

It was also seen that, out of the three dimensithesSocial culture had the strongest relationsiith venture
growth. Furthermore, these Social factors havellmdeeffect on individuals’ personal beliefs. Fbiational
Culture, it had a greater impact on the Venturemnothan Individuals within the society. Finallyelture

growth was also seen to lead to Poverty Alleviafigh= 0.6107, p < 005).

Hypothesis Beta Std Error t value 0.05
H1 Social Culture -> Venture Growth 0.291 0.0772 7732 Significant
Social Culture -> Individual Culture 0.4555 0.0652 6.9894 Significant
H2 Individual Culture -> Venture Growth -0.0199 67 0.2852 Not Significant
Individual Culture -> Corporate Culture 0.5218 a5 10.1422 Significant
H3 Corporate Culture -> Venture Growth 0.2542 0076  3.3406 Significant
H4 National Culture -> Venture Growth 0.2372 0.0753 3.1519 Significant
National Culture -> Individual Culture 0.2155 0.@72 2.9798 Significant
Venture Growth -> PA 0.6107 0.0482 12.6672 Sigaific

CONCLUSIONS AND POLICY RECOMMENDATIONS

There is a positive relationship between sociatucal and venture growth. In particular, generalelsvof
education within the community turn to influencéedityle. This in turn influences demand for goods a
services within the community. This is consisteithwhe findings of Staw (1991), Meng and Lane(1996

With regards to social culture and individual growthe personal believes or individual charactessand even
the managerial style are influenced by the so@ais and values which in turn influence the wayratividual
runs or operates the business.

Results on individual culture and venture growtlygast that growth in venture may not be influenbgd
personal believes such as religion but may be duether factors such as corporate culture. Forantst
individual lifestyle of the owner may not promotegth but other factors such as team work or oggtignal
culture may promote growth. The results are incgast with the findings of Alwis and Senathiraj@@3).
Again, corporate culture in its right perspectigversity in decision making, right attitudes taihg etc,
supports venture growth,

The result also posits that where national culisiguch that it creates enabling environment foriffabusiness
to thrive, business growth is promoted. For instanke issue of hiring of members within the exashéamily
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system are likely to result in committed employ€8snircich 1985), Davel and Tramblay (2003). This is
because such employees regard the business aewmeand work towards its success.

In addition, the results also show a significansifiee relationship between venture growth and piyve
alleviation. Venture growth significantly impacts @overty alleviation since family businesses pdevihe
livelihood for most households in developing coigstr They provide the source of income for necessit
including water, food, clothing and shelter.

The paper presents an interesting argument ofreylhon-registered small family size businessesyedisas the
impact of such firms on poverty alleviation. Thesults also suggest positive and significant retesiop
between business growth and poverty alleviations Blaggests that if there are policy initiativesbtmost the
activities of such ventures, it can contributedducing poverty in such areas.

The results indicate significantly positive relatship between various cultures and business grdw#ddition,
there is a strong justification of the positive aap of family business and venture growth in Ghafawever,
unlike some previous studies, the paper found &erge relationship between personal culture anduven
growth. The implication is that a stronger corperand social culture may dampen personal culturthef
owner/manager, and possibility over shadow the qmets culture of the manager. The paper strongly
recommends the integration of cultures that pronimisiness growth into the management of small famil
businesses. In addition, policymakers should camsiditiating business development services (BDS&) t
promote the growth of such firms because it hasathility to reduce poverty. Such activities shohtlfocused

on these unregistered firms.
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APPENDIX 1
Corporate Individual National PA Social Venture
Culture Culture Culture Culture Growth
Corporate 0.66746
Culture
Individual 0.52180 0.76250
Culture
National 0.49610 0.42120 0.70887
Culture
Poverty 0.45570 0.48970 0.39930 0.6852
Alleviation
Sacial Culture 0.47490 0.55280 0.45160 0.5296  0.6482
Venture 0.49970 0.37350 0.48640 0.6107 0.5079 0.7128
Growth
AVE Composite R Square Cronbachs Communality Redundancy
Reliability Alpha
Corporate 0.4455 0.8242 0.2722 0.7535 0.4455 0.1075
Culture
Individual 0.5814 0.8062 0.3425 0.6424 0.5814 0.08
Culture
National 0.5025 0.7478 0 0.5316 0.5025 0
Culture
Poverty 0.4695 0.8754 0.373 0.8382 0.4695 0.1715
Alleviation
Social 0.4202 0.8102 0 0.7193 0.4202 0
Culture
Venture 0.5081 0.8029 0.3827 0.6707 0.5081 0.0965
Growth
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APPENDIX 2

Construct Item Loading Composite Reliability
CC.1 0.6607
CC.2 0.6060

Corporate Culture cc3 0.8127 0.8242
CC4 0.7897
CC.5 0.5717
CC.6 0.5084
IC.3 0.7248

Individual Culture IC.4 0.7971 0.8062
IC.7 0.7637
NC.3 0.5691

National Culture NC.4 0.8222 0.7478
NC.8 0.7125
PA.1 0.5589
PA.10 0.6098
PA.2 0.6910

Poverty Alleviation PA3 0.7473 0.8754
PA.4 0.6858
PA.6 0.7335
PA.7 0.7146
PA.8 0.7187
SF.1 0.7740
SF.2 0.5659

Social Factors SF3 0.7492 0.8102
SF.5 0.6205
SF.6 0.5508
SF.7 0.5934
VG.1 0.5719
VG.3 0.7562

Venture Growth 0.8029
VG.5 0.7967
VG.6 0.7063
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APPENDIX 3
Variable Corporate Individual National PA Social Venture
Culture Culture Culture Culture Growth
CC.1 0.6607 0.25 0.3831 0.2357 0.337 0.378
CC.2 0.606 0.11 0.1872 0.1944 0.1321 0.2785
CC.3 0.8127 0.5231 0.5176 0.3388 0.4452 0.3764
CC4 0.7897 0.5408 0.4676 0.4799 0.4822 0.3746
CC.5 0.5717 0.2362 0.0946 0.2792 0.1326 0.2975
CC.6 0.5084 0.1896 0.1202 0.1909 0.1735 0.2921
IC.3 0.3052 0.7248 0.369 0.2538 0.378 0.254
IC.4 0.4569 0.7971 0.2519 0.4412 0.5004 0.3553
IC.7 0.4168 0.7637 0.3625 0.4065 0.3722 0.2325
NC.3 0.2023 0.1576 0.5691 0.0119 0.1922 0.1776
NC.4 0.511 0.4129 0.8222 0.4841 0.4217 0.4109
NC.8 0.2644 0.2582 0.7125 0.1987 0.2915 0.3839
PA.1 0.1038 0.2443 0.2416  0.5589 0.3527 0.2719
PA.10 0.3413 0.3013 0.2212 0.6098 0.3237 0.3116
PA.2 0.2166 0.3706 0.3607 0.691 0.464 0.3911
PA.3 0.3132 0.3008 0.3386 0.7473 0.4649 0.4899
PA.4 0.3032 0.2563 0.2647 0.6858 0.253 0.4248
PA.6 0.3532 0.3831 0.2746  0.7335 0.3333 0.4836
PA.7 0.4075 0.4263 0.252 0.7146 0.358 0.4179
PA.8 0.3973 0.3866 0.2367 0.7187 0.3685 0.4833
SF.1 0.4415 0.4895 0.4569 0.3305 0.774 0.3693
SF.2 0.3605 0.2806 0.382 0.2764 0.5659 0.2777
SF.3 0.2796 0.4672 0.3096 0.4965 0.7492 0.3355
SF5 0.2276 0.3294 0.2758 0.438 0.6205 0.3619
SF.6 0.2235 0.2519 0.1146 0.2532 0.5508 0.2706
SF.7 0.3024 0.2608 0.1587 0.2258 0.5934 0.3581
VG.1 0.3733 0.2245 0.3805 0.296 0.3001 0.5719
VG.3 0.3871 0.2606 0.35 0.4268 0.3734 0.7562
VG.5 0.2881 0.3544 0.3891 0.5405 0.4593 0.7967
VG.6 0.3991 0.2096 0.2723 0.4494 0.2964 0.7063

QUESTIONNAIRE

The Impact of Socio-Cultural Systems on the Growtlof Small Family Size Business in Ghana
Dear Participant,

This questionnaire has been designed to soliairimétion for a research work being undertaken terdgéne
publics’ opinion about thémpact of Socio-Cultural Systems on the Growth of Small Famil Size Business
in Ghana. The results will provide business owners insigithow to incorporate cultural and social issués in
their strategy to enable their businesses growsamdve. Your opinions are important to the studigey will
strictly remain confidential. Thank you for yourjhe
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Part A: Social factors

Using a scale of 1(least) to 7 (highest) rank ioryopinion, the extent to which you think the feliog factors
influence your business:

Factors 1 2 3 4 5 6 7
SF.1 Lifestyle of your clients

SF.2 Educational levels of your clients

SF.3 Taste and preferences of your clients

SF.4 Granting of credit sales

SF.5 Location of the business

SF.6 Family size of your community

SE7 Population trends

SE.8 Medium of exchange

SE.9 Transport system

Part B: Individual culture
Using a scale of 1(least) to 7 (highest) rank ioryopinion, the extent to which you think the feliog factors
influence your business:

Factors 1 2 3 4 5 6 7
IC.1 | Your beliefs

IC.2 | Your religion

IC.3 | Personal values

IC.4 | Your lifestyle

IC.5 | Your taste and preferences

IC.6 | Your political affiliation

IC.7 | Personal ethics and morals

IC.8 | Marriage and family life

IC.9 | Type of food you prefer and its preparation

Part C: Corporate culture:
Using a scale of 1(least) to 7(highest) rank inrympinion, the extent to which you think the follimg factors
influence your business:

Factors 1 2 3 4 5 6 7
CC.1 | Mode of hiring

CC.2 | Decision making process

CC.3 | Shared values

CC.4 | Code of ethics

CC.5 | Lines of communication

CC.6 | Vision and Missions

CC.7 | Symbols and Signs

CC.8 | Leave and permission

Part D: National culture
Using a scale of 1(least) to 7 (highest) ranksaunryopinion, the extent to which you think the doling factors
influence your business:

Factors 1 2 3 4 5 6 7
NC.1 | Tribe and ethnicity

NC.2 | Spirits/powers

NC.3 | Extended family system

NC.4 | Code of ethics

NC.5 | Racial Identity

NC.6 | Inheritance (paternal or matrilineal)

NC.7 | Masculinity vrs. feminism
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NC.8 | Language and dialect
NC.9 | Death and Reincarnation

Part E: Venture Growth
Using a scale of 1(least) to 7(highest) rank thieertxto which your business have experienced gromvtine
following:

Factors 1 2 3 4 5 6 7
VG.1 | No. of employees engaged
VG.2 | No. of Branches opened
VG.3 | Sales volume generated
VG.4 | Tax paid

VG.5 | Number of clients

VG.6 | Profit levels

Part F: Improvement in Standard of Living
Using a scale of 1(least) to 7 (highest), rank duryopinion the extent to which you think the besis has
helped you in the following:

Factors 1 |2 | 3|4/ 5| 6] 7

PA.1 Have access to sufficient clean water

PA.2 Afford adequate and proper nutrition

PA.3 Access to education for children/self

PA.4 Decent accommodation

PA.5 Hold position in the local community or assaicin

PA.6 Acquire some personal assets

P.A7 | Support other members of your household ormaanity
PA.8 Afford basic health care

PA.9 Access to proper toilet and good waste dispos
PA.10 | Access to electricity and gas fuel

PA.11 | Access to telephone and means of transport.

DEMOGRAPHICS:
D1. Please indicate your city
1. Tamale 2. Wa 3. Cape Coast 4. Kumawu
D2. Gender of the owner
1. Male
2. Female
D3. Please indicate the type of business you operat..........cccccccooiiiiiiiiiiiie s ncen

D4. Educational Level of the owner
1. Middle School

Secondary School
Vocational/technical
Diploma

Degree

o0k wn

Postgraduate
BUSINESS ORIGINATION

B1. Who started this business?

1. I inherited it from my parents

2. My self
3. It was a partnership with friends/family members
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B2. If answer to question oneAsskip question two. How did you finance the starfiphis business?
1. From personal savings
2. Credit from financial institution
3. Borrowed from friends/family members.

B3. Who is in charge of the day to day administratf this business?
1. Myself
2. Parents
3. Brother
4. Sister.

B4. In the course of business operations, who tdkesions regarding what should and shouldn'tdoree@
1. Myself
2. Parents
3 Brother
4. Sister

B5. Has any member benefited in terms of finandiisgor her education from the proceeds of the lmssi®
1. YES
2. NO

B6. If answer to question 5 above is YES then hasbusiness benefited from the expertise a famédyntrer it
supported?

1. YES
2.NO

B7. If your answer to question 6 above is YES thas his or her expertise led to the growth of tingiress?

1. YES
2.NO

127



This academic article was published by The International Institute for Science,
Technology and Education (IISTE). The IISTE is a pioneer in the Open Access
Publishing service based in the U.S. and Europe. The aim of the institute is
Accelerating Global Knowledge Sharing.

More information about the publisher can be found in the IISTE’s homepage:
http://www.iiste.org

CALL FOR JOURNAL PAPERS

The 1ISTE is currently hosting more than 30 peer-reviewed academic journals and
collaborating with academic institutions around the world. There’s no deadline for
submission. Prospective authors of IISTE journals can find the submission
instruction on the following page: http://www.iiste.org/journals/  The IISTE
editorial team promises to the review and publish all the qualified submissions in a
fast manner. All the journals articles are available online to the readers all over the
world without financial, legal, or technical barriers other than those inseparable from
gaining access to the internet itself. Printed version of the journals is also available
upon request of readers and authors.

MORE RESOURCES

Book publication information: http://www.iiste.org/book/

Recent conferences: http://www.iiste.org/conference/

IISTE Knowledge Sharing Partners

EBSCO, Index Copernicus, Ulrich's Periodicals Directory, JournalTOCS, PKP Open
Archives Harvester, Bielefeld Academic Search Engine, Elektronische
Zeitschriftenbibliothek EZB, Open J-Gate, OCLC WorldCat, Universe Digtial
Library , NewJour, Google Scholar

e BSCO INDEX@ COPERNICUS
ros INFORMATION SERVICES DN RSN B LI AR

@ vmensyize sourmaocs @

£z Elektronische
@0® Zeitschriftenbibliothek

open

GEORGETOWN UNIVERSITY

LIBRARY



http://www.iiste.org/
http://www.iiste.org/journals/
http://www.iiste.org/book/
http://www.iiste.org/conference/

