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ABSTRACT. Based on GEM data this paper explores

whether significantly different growth aspirations of early stage

entrepreneurs in Slovenia, compared to those in Hungary and

Croatia, are also accompanied by significantly different

opportunity recognition, cultural support for entrepreneurship

and self-efficacy. Our results suggest that a higher degree of

alertness to unexploited perceived opportunities, and cultural

support for entrepreneurial motivation may be the cause of

higher growth aspirations of Slovenian early stage entrepre-

neurs, while self-efficacy with regard to entrepreneurial skills,

knowledge and experience was not found to be crucial.
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1. Introduction

Entrepreneurship is regarded as a key to economic
development and to the creation of wealth and
employment. Besides the number of entrepre-
neurs, the ‘‘quality’’ of entrepreneurship (value
added, contribution to employment, sustainable
growth) also matters. Two main streams in exist-
ing literature can be found. The first is based on
longitudinal research designs, which study actual
growth (Gundry and Welsch, 2001; Liao and
Welsch, 2003; Colombo and Grilli, 2005; Barrin-

ger et al., 2005), while the second focuses on the
growth expectations of those entering into entre-
preneurship (Davidsson, 1991; Delmar and Da-
vidsson, 1999; Schott and Bager, 2004).

In 2003, Slovenia led among European GEM
countries regarding growth aspirations of early
stage entrepreneurs, but it also exhibited very
low early stage entrepreneurship participation
(Rebernik et al., 2005a). To identify determi-
nants that might influence very high growth
aspirations of early stage entrepreneurs in
Slovenia, the model established by Shane, Locke
and Collins (Shane et al., 2003) may prove
useful. In their model the authors adopted
Shane and Venkataraman’s (2000) definition of
entrepreneurship as the process by which
opportunities to create future goods and services
are discovered, evaluated and exploited. The
transition of individuals from one stage of an
entrepreneurial process to another is the result
of the combination or integration of some or all
of the components of entrepreneurial motiva-
tion and cognition, where environmental
conditions and entrepreneurial opportunities
also matter. Based on the current state of the
entrepreneurship literature that reports research
results on the impacts of factors described in the
Shane, Locke and Collins’s model (2003),
country differences on the three determinants
that (beside others) might determine growth
aspirations of early stage entrepreneurs are
analyzed. These include opportunity recogni-
tion, cultural support for entrepreneurial moti-
vation and self-confidence in skills, knowledge
and experience needed for entrepreneurship.

People often misunderstand or ignore the fact
that the historical background of companies and
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societies in Eastern and Central Europe differs
significantly from those in the West. Most of the
leading entrepreneurship literature was born in
the US (Schildt and Sillanpaa, 2004), and many
of its empirical findings cannot easily be applied
to other socio-cultural settings (Ulhoi, 2005),
especially to post-communist countries, which
had been divorced from capitalism for seven
decades, and which still enjoy a very different
social, cultural, and institutional environment
(Rebernik, 1997).

In this article we try to identify the impact of
some factors that might better explain the
growth aspirations of early stage entrepreneurs
by comparing three post-communist countries:
Slovenia, Hungary and Croatia. These countries
were selected for analysis because of their
proximity to each other and their common non-
capitalist history, which make them more
comparable. As the analysis will show, the three
countries are at first sight very similar regarding
some social, economic and historic features, yet
they differ significantly with regard to the
growth aspirations of early stage entrepreneurs.
The GEM data source is the only one that
makes comparisons of early stage entrepre-
neurship, as well as the determinants that might
influence entrepreneurship in different countries,
possible. Limitations of the data applied are
described later in the paper.

Our results suggest that a higher degree of
alertness to unexploited perceived opportunities
among adults in Slovenia may be the cause of
higher growth aspirations of early stage entre-
preneurs in Slovenia. Also, most of the com-
ponents of the cultural support for
entrepreneurial motivation are incorporated in
adults’ opinions in Slovenia to a greater degree
than they are in Hungary or Croatia. That may
be the influencing factor for the higher growth
aspiration of entrepreneurs in Slovenia, while
self-efficacy regarding entrepreneurial skills,
knowledge and experience of Slovenian adults
does not seem to be crucial.

2. Theoretical background

Following the theory of growth established by
Penrose (1959; discussion about this inDavidsson
and Wiklund, 1999), researchers explored the

motivational, behavioral and personal factors
that led to venture creation and its growth. The
new venture is viewed as a creation process, per-
formed by an individual (or individuals), who has
the ability to perceive and evaluate possibilities,
andwho ismotivated to exploit them throughhis/
her preferences as well as personal and business
goals (Shaver and Scott, 1991). Several studies
have shown that small- and medium-sized firms
are of significant importance to the economy, and
that this importance is growing. In particular,
these firms are expected to help solve unemploy-
ment and economic recession, especially by
creating new jobs (Storey, 1994; Reynolds et al.,
2003; Arenius et al., 2004). Covin and Slevin
(1997) explained that venture growth is the
essence of entrepreneurship.

In a small firm, the importance of an owner or
manager’s willingness to grow is likely to be rel-
atively greater than in a large firm. But not all
entrepreneurs are willing to grow their business,
since they may expect some consequences of
growth to be negative, and in conflict with their
goals (Kolvereid, 1992, Storey, 1994). Our paper
focuses primarily on entrepreneurs who are in the
start-up phase of the entrepreneurial process, and
whose actual growth cannot be established yet.

The entrepreneurial process includes at least
three main stages: the ‘‘discovery’’ of opportu-
nities, their evaluation and their exploitation
(Shane and Venkataraman, 2000). Variation
among people in their motivations and abilities
to act has an important effect on all phases of
the entrepreneurial process. As Shane et al.
(2003) explain, the attributes of people making
decisions about the entrepreneurial process
influence the decisions they make. All human
actions are the result of motivational and cog-
nitive factors on the one hand, and also the re-
sult of external factors, on the other hand. While
entrepreneurial motivation includes a set of
personality traits, such as a need for achieve-
ment, locus of control, desire for independence,
goal-setting etc., cognitive factors include
ability, intelligence and skills. External factors in
this model refer to economic environmental
conditions, such as the status of the economy,
the availability of venture capital, government
regulations etc. In explaining variations regard-
ing the entrepreneurship process across
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countries, much attention is also devoted to
cultural variables (Hofstede et al., 2004; Gianetti
and Simonov, 2005).

As Shane et al. (2003) suggest, the transition
of individuals from one stage of entrepreneurial
process to another is the result of the combina-
tion or integration of motivation and cognition.
Furthermore, environmental conditions and
entrepreneurial opportunities matter, while the
motivations and ability of particular people
might lead to different types of entrepreneurial
actions under the same environmental condi-
tions. Factors that might determine the growth
aspirations of early stage entrepreneurs in
different countries include (amongst others):
(i) opportunity recognition, (ii) cultural support
for entrepreneurial motivation, and (iii) self-
confidence in skills, knowledge and experience,
needed for entrepreneurship.

All three factors describe subjective percep-
tions and beliefs of the individual but do not
necessarily reflect objective circumstances.
Factors such as these are often referred to as
perceptual (Arenius and Minniti, 2005). One of
the defining characteristics of an entrepreneur is
the ‘‘specialization in judgmental decision-
making’’ (Casson, 2005), which is not culture
neutral. An individual’s personal perceptions
and judgments about the existence of opportu-
nities, about the acceptance of entrepreneurial
behavior in society and about her/his skills are
often formed on the basis of shared norms and
values in the relevant society; they are often
biased, but nevertheless influence the individ-
ual’s entrepreneurial plans and actions.

2.1. Opportunity recognition

With increased attention being focused on the
early stages of the entrepreneurship process in
recent years, the concept of opportunities has
been increasingly used in entrepreneurship
research, and perceiving good business oppor-
tunities was assumed to be important for
entrepreneurship (Kirzner, 1973, 1979; Shane
and Venkataraman, 2000; Eckhardt and Shane,
2003; Reynolds et al., 2003). Davidsson (2003)
suggested that the opportunity concept is
debatable. For example, opportunity by almost
all definitions is considered a favorable

situation, known to be profitable. From this
point of view, individuals cannot know whether
or not what they pursue is an opportunity – only
successful actions can, ex post facto, be marked
as opportunities. Since our paper focuses par-
ticularly on start-up entrepreneurs, evaluating
opportunities retrospectively is not possible.
Therefore, our study adopts the concept of
perceived opportunities.

Individuals participate in entrepreneurial
activities for two main reasons: they start a new
business to exploit a perceived business opportu-
nity, or they are pushed into entrepreneurship
because all otheroptions forworkare either absent
or unsatisfactory. It emerged that 97% of indi-
viduals involved in business start-ups are either
‘‘opportunity’’ or ‘‘necessity’’ entrepreneurs (Acs
et al., 2005). In 2004, a great variability across
countries was observed in the balance of oppor-
tunity and necessity entrepreneurship. On a global
scale, anaverageofabout 65%of those involved in
entrepreneurial endeavors claimed that they were
attempting to take advantage of a business
opportunity, while 35% stated that they were do-
ing so because they had no other viable employ-
ment option. In 2004, the percentage of
opportunity entrepreneurs in adult population
inSlovenia is 2.17, inCroatia 2.04, and inHungary
2.75, and do not differ significantly (Slovenia–
Croatia: p = 0.983; Slovenia–Hungary: p =
0.242; Croatia–Hungary: p = 0.199).

There is a lack of economic literature inves-
tigating national differences in perceiving busi-
ness opportunities, their perception and
exploitation – in more detail than just moni-
toring the number of individuals who own and
run their own firm based on business opportu-
nities versus necessity. The present study aims to
provide a clearer insight into the differences in
the perception of opportunities in Slovenia,
Croatia and Hungary.

As Davidsson (1991) pointed out, the growth
motivations are entirely the result of the reality
perceived. He proved that differences in the
perception of opportunities (among other factors)
explained a substantial share of the variation in
growth aspirations among entrepreneurs.

The model of occupational choice (Wennekers
and Thurik, 1999; Wennekers et al., 2002)
underlines the fact that whether an individual will
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pursue an opportunity and become an entrepre-
neur depends on his opportunity costs. The
exploitation of the opportunity should generate
more benefits than theopportunity costs are, both
in the form of forgiven wages, time and effort
expanded and as a reward for alertness, risk-
bearing and uncertainty (Casson, 1982; Kirzner,
1997; Venkataraman, 1997; Shane 2003).

Another way of looking at opportunity is to
exploit Leibenstein’s visualization of the econ-
omy as a netmade up of nodes and pathways. The
nodes represent industries or households that
receive inputs (or consumer goods) along the
pathway, and send outputs (final goods and in-
puts for other commodities) to other nodes. In the
perfect competition model the net is complete;
pathways and nodes are well marked and well
defined. However, in reality, there are holes and
tears in the net, obstructions (knots) along the
pathways, and some nodes and pathways are,
where they exist, poorly marked or entirely un-
marked from the viewpoint of the element of the
other nodes (Leibenstein, 1968). An important
task the entrepreneur must fulfill is to employ
inputs which are inherently ambiguous and
undefined, to fill in the gaps and to contribute to
the functioning of the market. The entrepreneur
connects different markets, is capable of making
up for market deficiencies (gap-filling), is an
‘input-completer,’ and creates and expands time-
binding, input-transforming entities (i.e. firms).

Leibenstein’s way of visualizing the economy
reveals an important point, which is relevant to
less-developed economies, such as Slovenia,
Croatia and Hungary. The less market institu-
tions are developed and the less developed and
stable the ‘‘rules of the game’’ are, the more holes
and tears in the net there will be. On the one hand,
this means that there are many unexploited
opportunities waiting for entrepreneurs to seize
them. On the other hand, entrepreneurship in
such an environment is much riskier and of
uncertain outcome, and therefore less attractive
for potential entrepreneurs to combine the tasks
of input-completing and gap-filling.

2.2. Cultural support for entrepreneurial motivation

Regarding cultural support for entrepreneurial
motivation, a higher degree of motivation for

entrepreneurship can be expected in those
environments where entrepreneurship is socially
legitimate and viewed as acceptable behavior
(Liao andWelsch, 2003). Some of the earliest and
best-known comparative researches on entrepre-
neurship at the aggregated societal level deal with
environmental factors, both economic and
cultural. Weber suggests that there may be a
causal relationship between economic growth
and the value system of Protestantism, better
known as the Protestant Work Ethic, which
emphasizes personal responsibility for one’s
actions (Weber, 1904). Schumpeter assumed that
strong feelings of competitiveness are probably
the principal motivation of ‘‘heroic’’
entrepreneurs, consistently striving to prove
themselves better than other people (Schumpeter,
1934). The relationship between competitiveness
of a culture and economic growth is validated by
more recent research by Lynn (1992). Dissatis-
faction with society and with life in general also
appears to be a strong determinant of entrepre-
neurship (Hofstede et al., 2004), since individuals
are often attracted to entrepreneurship by the
expectation that it will provide bigger material
and/or nonmaterial benefits, like social status and
respect.A further elaboration of these issues leads
also to the discussion that a higher level of moti-
vation for entrepreneurship can be found in
societies, where the opportunity costs of entering
into an entrepreneurial career are low (Verheul
et al., 2002).

Liao and Welsch (2003) studied the relation-
ship between the three dimensions of social
capital (cognitive, relational and structural) and
growth aspirations of early stage entrepreneurs.
The cognitive dimension of social capital con-
sists of shared norms in society, which are also
an important aspect of culture and the attitude
towards entrepreneurship. As Coleman (1990)
pointed out, a norm in a society exists when the
socially defined right to control an action is held
not by the actor but by others. Liao and Welsch
(2003) argued that the behaviors of early stage
entrepreneurs are shaped by the normative, and
mimic forces that exist in their environment –
the cognitive dimension of social capital would
not only increase accessibility to resources for
early stage entrepreneurs but also their ability to
conduct an enterprise. They proved that the
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greater the cognitive dimension of social capital,
the higher the growth aspirations of early stage
entrepreneurs.

2.3. Self-confidence in skills and knowledge
for entrepreneurship

An individual enters into the process with
limited knowledge and skills for starting a new
venture. An individual’s ability to become an
entrepreneur can be regarded as one of the
major determinants of entrepreneurship
(Davidsson, 1991).

Although the entrepreneur will accumulate
information and experience during the process
(Delmar and Davidsson, 1999), the initial self-
confidence in his/her own skills and knowledge
of entrepreneurship matters. Shane (2000)
demonstrated the impact of entrepreneurs’
competence and knowledge in acting on busi-
ness opportunities. An entrepreneur is an indi-
vidual who has the ability to evaluate
possibilities, and who is motivated to enter and
persist in the entrepreneurial process (Shaver
and Scott, 1991). The entrepreneur should have
the capacity, the entrepreneurial skills/knowl-
edge and motivation, to turn opportunities into
something that creates enduring value.

Baum and Locke (2004) proved that the new
resource skills (as they defined the ability to
acquire and systemize the operating resources
needed to start and grow a new venture) of entre-
preneurs inspiremore challenging visions of the new
venture’s growth and higher growth goals, which
are among variables that are direct predictors of
venture growth. In addition, psychology literature
on intentionality and self-efficacy (Bandura,
1997; Baron, 2000) states that an individual with
high self-efficacy for a given task (being an entre-
preneur) will also set and accept higher goals.

3. Research question and hypothesis

Evidence in the literature stated above, that
growth aspirations, among other determinants,
are also the result of opportunity recognition,
cultural support and self-efficacy leads us to the
research question whether significantly different
growth aspirations of Slovenian early stage
entrepreneurs are also accompanied by signifi-

cantly different: (i) opportunity recognition, (ii)
cultural support for entrepreneurial motivation,
and (iii) self-confidence in skills, knowledge and
experience, needed for entrepreneurship.

Hypothesis H1, H2 and H3 are suggested:
H1: The perceptions of good business oppor-

tunities by adults in Slovenia differ sig-
nificantly from adults in Croatia and
Hungary.

H2: Cultural support for entrepreneurial
motivation of adults in Slovenia differs
significantly from that in Croatia and
Hungary.

H3: Self-confidence in skills, knowledge and
experience, needed for entrepreneurship of
adults in Slovenia differs significantly from
that of adults in Croatia and Hungary.

4. Methodology

4.1. Data

For testing hypotheses, the main data sources
for our study were GEM surveys of the adult
population in Slovenia, Croatia and Hungary in
2004. A detailed data collection design within
GEM is reported by Reynolds et al. (2005). In
analyzing growth aspirations, individuals iden-
tified as early stage entrepreneurs in Slovenia
and Croatia in 2002, 2003 and 2004 research
cycles, and in Hungary in 2002 and 2004
research cycles (in 2003, an adult population
survey was not conducted), were included in a
consolidated sample. This procedure makes
estimates more reliable, since in a single year the
number of people involved in early stage entre-
preneurship is limited in all three countries – due
to limited sample sizes and especially due to low
early stage entrepreneurial activity rates. The
consolidated sample consists of 190 early stage
entrepreneurs from Slovenia, 158 from Croatia
and 255 from Hungary.

4.2. Variables and methods

Early stage entrepreneurs are identified as those
individuals, who are, first, personally involved in
the creation of a new venture or who are,
secondly, employed as owners/managers of a
new firm less than 42 months old.
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Explanations of variables are listed in the
same order as they appear in the second chapter,
described above.

The growth aspirations of early stage entre-
preneurs can be divided into those which are
anticipated by the entrepreneur and those
which are objectively possible, with regard to
the characteristics of their products/services,
competition, etc. The growth aspirations of
early stage entrepreneurs were assessed by
taking into account their anticipation of an
increase in the number of new jobs, while the
potential of their ventures to grow was esti-
mated by their opinions about the creation of
new markets and market expansion with their
products/services, and regarding the technology
used:

(a) Degree of growth aspiration – employment, is
found in those early stage entrepreneurs who
intend to increase the number of jobs by a
certain degree in the next 5 years. Four values
are assigned: no change in the number of jobs,
an increase from 1 to 5, an increase from 6 to
19 and an increase by 20 or more.

(b) Degree of growth aspiration – market creation,
is found in those early stage entrepreneurs who
plan some market expansion/creation for their
products/services by stating that there are only
a few or no other businesses offering the same
products/services to potential customers and
that all or some potential customers consider the
product/service unfamiliar.

(c) Degree of growth aspiration – technology is
found in those early stage entrepreneurs who
stated that technologies or procedures required
by this product/service were not available
more than a year ago.

(d) Degree of growth aspiration – market creation/
technology is found in those early stage
entrepreneurs who plan some market expan-
sion/creation for their products/services by
stating that there are only a few or no other
businesses offering the same products/services
to potential customers, and that all or some
potential customers consider the product/ser-
vice unfamiliar and who stated that technolo-
gies or procedures required by this product/
service were not available more than a year
ago.

The age of the venture was also taken into ac-
count. Following the GEM, we take into con-
sideration three groups of entrepreneurs. The
first are nascent entrepreneurs, who have taken
some action towards creating a new business
and have not paid wages for more than
3 months; the second are new entrepreneurs who
are employed as owners/managers of new busi-
nesses which have not paid wages or salaries for
more than 42 months; while established entre-
preneurs are those who are employed as owners/
managers of businesses that have paid wages or
salaries for more than 42 months. Due to some
methodological doubts also considered later in
the text, established entrepreneurs are not ana-
lyzed in this paper. Those identified as nascent
and new entrepreneurs were counted only once –
as new entrepreneurs.

Namely, some research (for example Schott
and Bager, 2004) shows that entrepreneurial
aspirations seem to be higher in nascent
entrepreneurs than among entrepreneurs in
new firms and established entrepreneurs. Vari-
ous explanations can be found within the
existing literature on the reasons why entre-
preneurial aspirations in nascent/new entrepre-
neurs are, as a rule, higher than the aspirations
of established entrepreneurs (Carter et al.,
1997; Brown and Kirschoff, 1997). To mention
just two: the survival of ventures and learning.
A large number of new ventures do not sur-
vive, and it is likely that those that do not
survive have the highest and most unrealistic
expectations. It is also very likely that nascent/
new entrepreneurs acquire specific knowledge
and skills about the business and entrepre-
neurial frameworks, which subsequently lower
their expectations.

• The perception of (perceived) business opportu-
nities is measured by the share of adults who
are 18–64 years old and answered YES to the
question: In the next 6 months will there be
good opportunities for starting a business in the
area where you live?

• Cultural support for entrepreneurial motivation,
is measured1 by the share of adults aged
18–64, who answered YES to the questions:
Do most people in your country prefer that
everyone has a similar standard of living?
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Do most people in your country consider
starting a new business a desirable career
choice?
Do those successful at starting a new business
have a high level of status and respect in your
country?
Do you often see stories in the public media
about successful new businesses in your
country?

• Self-confidence in skills, knowledge and experi-
ence needed for entrepreneurship, is measured
by the share of adults who are 18–64 years
old and answered YES to the question: Do
you have the knowledge, skills and experience
required to start a new business?

The Chi-square test is used to test differences of
proportions of adults among the three countries
on the variables described above. The general
criteria for rejecting the hypothesis that differ-
ences do not exist are determined by statistical
significance at 5% (two-tailed test).

5. Country similarities in some social, economic

and historic features

The three neighbor countries have a lot of
common features: they share a common history
with the Austrian–Hungarian Monarchy, they
also share the experience of almost half a
century of socialism and a similar communist
history; in the case of Slovenia and Croatia, the
countries also spent seven decades as part of the
same state, having similar government institu-
tions, as well as the same legal and economic
system, etc... Some characteristics of the ana-
lyzed countries are presented in Table I, which
shows, among other things, that total early stage
entrepreneurial activity indices (TEA indices) in
all three countries are on the low side of the
global scale. According to the Growth Com-
petitiveness Report, none of the countries can be
considered as either technologically developed
or globally competitive.

Each country has its own prevailing ethnicity
– Slovenians, Croats and Hungarians. Countries
are highly ethnically homogenous (at 90% of
prevailing ethnicity), and with one dominant
language: 92% (Slovenia), 96% (Croatia) and

98% (Hungary). In each of the countries
analyzed, ethnic minorities of the other two
countries can be found. The three populations
are predominantly Roman Catholic.

6. Country differences in early stage

entrepreneurial growth aspirations

Table II shows the results of the analysis of
growth aspirations – employment: a mean per-
centage of early stage entrepreneurs regarding
their plans on the future number of jobs for each
of the three countries, as well as results on the
significance of differences among countries. The
majority of significant differences are found
between Slovenia on one side, and Croatia and
Hungary on the other. Differences between
Croatia and Hungary are not significant. If we
look at the mean percentages in more detail, we
see that Slovenian early stage entrepreneurs
expect greater job creation. In Slovenia, there
are less early stage entrepreneurs who expect an
increase in the number of jobs from 1 to 5, but at
the same time there is a greater share of those
who expect an increase from 6 to 19 than in
Croatia and Hungary. The lowest share of early
stage entrepreneurs who expect an increase in
the number of new jobs of 20 or more is found in
Croatia.

Analyzing nascent and new entrepreneurs
separately (results are presented in Tables III
and IV), we can conclude that new entrepreneurs
in Slovenia, Croatia and Hungary do not
significantly differ regarding the expected
increase in the number of jobs (except those who
expect no change in the number of jobs). Most
of the differences between countries are the
consequence of differences among nascent
entrepreneurs2. It seems that Slovenian nascent
entrepreneurs are extremely optimistic regarding
the expected increase in the number of jobs
compared to those in Croatia and Hungary.

Table V shows the results of the analysis of
growth aspirations regarding market creation,
regarding technology and regarding market
creation/technology in each of the three coun-
tries, as well as results in the significance of
differences among countries. The majority of
significant differences in growth aspirations
regarding market creation and market creation/
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technology are found again between Slovenia on
one side, and Croatia and Hungary on the other.
Regarding growth aspirations – technology,
percentages across countries do not differ
significantly.

Analyzing nascent and new entrepreneurs
separately (results are in Tables VI and VII), we
can conclude that, again, the majority of differ-
ences between the countries presented in Table V
are the consequence of differences among nascent

TABLE II
Early stage entrepreneurs, regarding entrepreneurial growth aspirations – employment – (nascent and new entrepreneurs)

Slovenia
mean
(in%)

Croatia
mean
(in%)

Hungary
mean
(in%)

Chi-square
(significance)
Hungary–Slovenia

Chi-square
(significance)
Croatia–Slovenia

Chi-square
(significance)
Hungary–Croatia

No change in the
number of jobs

10.53 3.80 18.82 5.167 (0.023) 4.718 (0.030) 18.080 (0.000)

Increase in the number
of new jobs from 1 to 5

28.42 43.67 40.00 5.913 (0.015) 8.124 (0.004) 0.401 (0.527)

Increase in the number
of new jobs from 6 to 19

19.47 11.39 8.63 10.214 (0.001) 3.648 (0.056) 0.566 (0.452)

Increase in the number
of new jobs for 20 or more

21.58 8.86 15.69 2.159 (0.142) 9.552 (0.002) 3.421 (0.064)

TABLE I
Comparing Slovenia, Croatia and Hungary

Indicators Slovenia Croatia Hungary

Total Early Stage Entrepreneurial Activity a

TEA overall 2.60 3.73 4.29
TEA necessity 0.43 1.57 1.24
TEA opportunity 2.17 2.04 2.75
TEA necessity/TEA
opportunity

0.20 0.77 0.45

TEA male 3.59 5.76 5.13
TEA female 1.59 1.74 3.48

Main Economic Indicators b

Real GDP Growth 2.3 3.7 3.4
GDP per capita (US$ at PPP) 21,175 11,256 14,800
Consumer price inflation 3.6 2.1 6.8
Unemployment rate 10.4 18.7 6.1
Total Population 1,990,000 4,442,000 10,100,000
Total Labor Force 2003 a 960,000 2,100,000 4,150,000
Population 18–64 in 2004 a 1,344,000 2,841,000 6,550,000

Global Competitiveness
Report Rankings c

Growth Competitiveness Index 33 61 39
Technology Index 26 46 29
Public Institution Index 31 76 37
Macroeconomic
Environment Index

39 59 55

Business Competitiveness
Index

31 72 42

a GEM 2004 data.
b The Economist Intelligence Unit: Country profiles 2005, actual or estimation for 2004.
c Global Competitiveness Report 2004.
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entrepreneurs and, again, Slovenian nascent
entrepreneurs are extremely optimistic, especially
regarding market creation compared with those
in Croatia and Hungary. Regarding the use of
technologies that were not available more than a
year ago, nascent entrepreneurs in the three
countries do not differ, but significant differences
are foundamongnewentrepreneurs. It seems that

new entrepreneurs in Hungary are ahead of
Croatians, and especially ahead of new entre-
preneurs in Slovenia.

Let us combine the described results on
national differences in Table VIII.

The sign * marks significant country differ-
ences. Differences are numerous and indicate, as
we assumed, that the three countries are at first

TABLE V
Early stage entrepreneurs, regarding entrepreneurial growth aspirations – market creation, – technology and – market crea-

tion/technology (nascent and new entrepreneurs)

Slovenia
mean
(in%)

Croatia
mean
(in%)

Hungary
mean
(in%)

Chi-square
(significance)
Hungary–Slovenia

Chi-square
(significance)
Croatia–Slovenia

Chi-square
(significance)
Hungary–Croatia

Market creation 33.68 19.62 16.86 15.960 (0.000) 7.903 (0.005) 0.334 (0.563)
Technology 13.68 11.39 16.47 0.455 (0.500) 0.229 (0.632) 1.638 (0.201)
Market creation/technology 8.95 4.43 3.53 4.866 (0.027) 2.083 (0.149) 0.040 (0.842)

TABLE III
Early stage entrepreneurs, regarding entrepreneurial growth aspirations – employment (nascent entrepreneurs)

Slovenia
mean
(in%)

Croatia
mean
(in%)

Hungary
mean
(in%)

Chi-square
(significance)
Hungary–
Slovenia

Chi-square
(significance)
Croatia–
Slovenia

Chi-square
(significance)
Hungary–
Croatia

No change in the number of jobs 8.27 3.57 11.51 0.477 (0.490) 1.590 (0.207) 4.304 (0.038)
Increase in the number
of new jobs from 1 to 5

27.07 40.18 41,73 5.826 (0.016) 4.149 (0.042) 0.014 (0.905)

Increase in the number
of new jobs from 6 to 19

20.30 12.50 10.07 4.785 (0.029) 2.125 (0.145) 0.165 (0.685)

Increase in the number
of new jobs for 20 or more

21.05 8.04 12.95 2.625 (0.105) 7.052 (0.008) 1.090 (0.296)

TABLE IV
Early stage entrepreneurs, regarding entrepreneurial growth aspirations – employment (new entrepreneurs)

Slovenia
mean
(in%)

Croatia
mean
(in%)

Hungary
mean
(in%)

Chi-square
(significance)
Hungary–Slovenia

Chi-square
(significance)
Croatia–Slovenia

Chi-square
(significance)
Hungary–Croatia

No change in the
number of jobs

15.79 4.35 27.59 2.325 (0.127) Fisher’s
exact test
(0.106)

9.371 (0.002)

Increase in the number
of new jobs from 1 to 5

31.58 52.17 37.93 0.423 (0.516) 3.659 (0.056) 2.190 (0.139)

Increase in the number
of new jobs from 6 to 19

17.54 8.70 6.90 3.576 (0.059) 1.027 (0.311) Fisher’s
exact test
(0.742)

Increase in the number
of new jobs for
20 or more

22.81 10.87 18.97 0.152 (0.697) 1.756 (0.185) 1.026 (0.311)
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sight very similar regarding some social, eco-
nomic and historic features, yet are significantly
different regarding different aspects of early

stage entrepreneurship. The majority of differ-
ences can be assigned to percentage rates among
nascent entrepreneurs in the three countries,

TABLE VII
Early stage entrepreneurs, regarding entrepreneurial growth aspirations – market creation, – technology and –market crea-

tion/technology (new entrepreneurs)

Slovenia
mean
(in%)

Croatia
mean
(in%)

Hungary
mean
(in%)

Chi-square
(significance)
Hungary–Slovenia

Chi-square
(significance)
Croatia–
Slovenia

Chi-square
(significance)
Hungary–Croatia

Market creation 15.79 10.87 12.93 0.077 (0.782) 0.189 (0.663) 0.009 (0.924)
Technology 3.51 4.35 15.52 4.280 (0.039) Fisher’s

exact test
(1.000)

2.835 (0.092)

Market creation/
technology

1.75 0.00 3.45 Fisher’s
exact test
(1.000)

Fisher’s
exact test
(1.000)

Fisher’s
exact test
(0.578)

TABLE VI
Early stage entrepreneurs, regarding entrepreneurial growth aspirations – market creation, – technology and – market crea-

tion/technology (nascent entrepreneurs)

Slovenia
mean (in%)

Croatia
mean (in%)

Hungary
mean
(in%)

Chi-square
(significance)
Hungary–Slovenia

Chi-square
(significance)
Croatia–Slovenia

Chi-square
(significance)
Hungary–Croatia

Market creation 41.35 23.21 20.14 13.437 (0.000) 8.238 (0.004) 0.188 (0.664)
Technology 18.05 14.29 17.27 0.000 (0.993) 0.384 (0.536) 0.219 (0.640)
Market creation/technology 12.03 6.25 3.60 5.652 (0.017) 1.757 (0.185) 0.465 (0.495)

TABLE VIII
Significant country differences in the growth aspirations of early stage entrepreneurs

Growth aspirations Nascent and new entrepreneurs Nascent entrepreneurs New entrepreneurs

Hungary–
Slovenia

Croatia–
Slovenia

Hungary–
Croatia

Hungary–
Slovenia

Croatia–
Slovenia

Hungary–
Croatia

Hungary–
Slovenia

Croatia–
Slovenia

Hungary–
Croatia

No change in the
number of jobs

* * * * *

Increase: 1–5 jobs * * * *
Increase: 6–19 jobs * *
Increase: 20
or more jobs

* *

Market creation * * * *
Technology *
Market creation/
technology

* *
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where nascent Slovenian entrepreneurs have, in
particular, extremely high growth aspirations.

7. Results and discussion

Kirzner (1979) emphasized that the opportunity
perception is the most distinctive and funda-
mental characteristic of entrepreneurial behav-
ior. Among adults between 18 and 64 years of
age in Slovenia 37.14%, on average, believe that
in the area where they live, good business
opportunities are likely to appear within the
next 6 months. This percentage amounts to
20.83% in Croatia and 17.71% in Hungary, as
presented in Table IX.

There is no significant difference between
Croatia and Hungary, while Slovenia differs
significantly from the other two countries.
Therefore, the hypothesis H1, that the
perceptions of good business opportunities by
adults in Slovenia are significantly different
from the perception by adults in Croatia and
Hungary, is supported. Consistent with find-
ings reported in the literature (Davidsson,
1991; Shane et al., 2003), a higher degree of
alertness to unexploited perceived opportuni-
ties in Slovenia may be the cause of higher
growth aspirations of Slovenian early stage
entrepreneurs. Of course, entrepreneurs are
people and may make different decisions when
confronted with similar opportunities, but an
entrepreneur’s vision is exactly that entrepre-
neur’s expectation about how to exploit the
perceived opportunity. A very strong belief
among people in society that there are ‘‘many
good business opportunities out there,’’ may
lead to rather euphorically formed expecta-
tions about results of their exploitation. On
the other hand, if we take Kirzner’s definition

of opportunity as imprecisely defined market
need, or un- or under-employed resources or
capabilities (Kirzner, 1997), it may be that
potential Slovenian entrepreneurs see more
underutilized or unemployed resources, or are
aware of more of Leibenstein’s holes in the
net. This may be so because Slovenia was
more market-oriented than Hungary during
the socialist era, and more internationalized
than Croatia, if internationalization is mea-
sured in terms of exported goods. Because of
those differences, individuals in Slovenia may
be more sensitive to seeing opportunities, ei-
ther in the form of market needs or under-
employed resources.

The data we had at our disposal did not allow
us to differentiate between the different stages of
opportunity recognition, such as perception,
discovery and creation of opportunity under-
lined by Ardichvili et al. (2003) or the prepara-
tion, incubation, insight, evaluation and
elaboration discussed by Lumpkin et al. (2004).
Therefore, we don’t know whether the respon-
dents had the same perceptions of reality when
asked about opportunities. We also had no
indication of their absorptive capacity and
cognitive processes (Shane, 2003).

Cultural support for entrepreneurial motivation
as a part of entrepreneurial capacity was ana-
lyzed through four questions, as described
above. Table X reports the results. The mean
percentage of adults who answered YES to each
of the four questions was the highest in Slove-
nia, except in the case of those who believe that
most people in the country consider starting a new
business a desirable career choice, where
Croatia’s percentage is the highest. Statistical
significances of country differences are also re-
ported in Table X.

TABLE IX
Mean percentage of adults in Slovenia, Croatia and Hungary, who believe, that in the area in which they live, good busi-

ness opportunities are likely to appear within the next 6 months

Good start-up opportunities in the next 6 months in the area where you live.

Slovenia
mean
(in%)

Croatia
mean
(in%)

Hungary
mean (in%)

Chi-square
(significance)
Hungary–Slovenia

Chi-square
(significance)
Croatia–Slovenia

Chi-square
(significance)
Hungary–Croatia

37.14 20.83 17.71 91.385 (0.000) 40.914 (0.000) 2.290 (0.130)
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We have some doubts that the phrasing of
these questions is correct, since the respondents
were not asked about their opinion, but about the
opinion of the majority of the people in their
country. Of course, people share norms and
values in a society, but entrepreneurs are often
considered exceptional individuals. Not every-
body has the talent, skills and motivation needed
for successful engagement in entrepreneurship.
The values of those who are identified as entre-
preneurs can even be considered as opposite to
those who are not. In Slovenia, for example, a
very high percentage of those who agree that
most people would prefer that everyone had a
similar standard of living, in combination with a
relatively lower percentage of those who agree
that starting a new business is a desirable career
choice, could point to the difficulties that entre-
preneurs face in Slovenian society. This may be
supported by research in which it was established
that capitalism is rated very low among the
shared values of Slovenian people (Slovenian
public opinion 1999–2004, 2004). On the other
hand, Croatians pay less attention to the equality
of everyone, but consider entrepreneurship a
good career choice to a greater extent. The high
percentage of Slovenians who stated that stories
are often seen in the public media about
successful new businesses does not also mean
that stories of those who failed are not even more
frequently published. It is interesting to note that

Hungary is rated the lowest regarding the
percentage of adults who answered YES to three
of the four questions described. On the other
hand, the percentage of those in a country who
stated that fear of failure would prevent them
from starting a new business is the lowest in
Hungary (24.3%), and the difference to both
Croatia (41.6%) and Slovenia (34.8%) is signif-
icant (p<0.05).

Therefore, we are rather skeptical if the form
of the stated questions is appropriate for
analyzing the cultural influence towards higher
entrepreneurial motivation in the country, and if
they ensure a relevant basis for making conclu-
sions about higher or lower cultural support for
entrepreneurial motivation between countries.
Nevertheless, the hypothesis that cultural sup-
port for entrepreneurial motivation is different
in Slovenia can be supported. Most of the
components of cultural support for entrepre-
neurial motivation are incorporated in adults’
opinions in Slovenia to a greater degree than
they are in Hungary or Croatia. That may be the
influencing factor for higher growth aspiration
of entrepreneurs in Slovenia, as strong shared
norms and value define acceptable behavior and
sanctions against opportunistic behaviors, while
contributing to entrepreneurial growth aspira-
tions (Liao and Welsch, 2003).

The results of the analysis of the self-confidence
in skills and knowledge needed for entrepreneurship

TABLE X
Mean percentage of adults that answered YES to the four questions – motivation for entrepreneurship in the society

Slovenia
mean
(in%)

Croatia
mean
(in%)

Hungary
mean
(in%)

Chi-square
(significance)
Hungary–Slovenia

Chi-square
(significance)
Croatia–Slovenia

Chi-square
(significance)
Hungary–Croatia

Most people in your country
prefer that everyone had
a similar standard of living

83.34 66.86 51.16 220.783 (0.000) 54.466 (0.000) 40.694 (0.000)

Most people in your country
consider starting a new business
a desirable career choice

59.28 66.49 55.17 3.063 (0.080) 7.680 (0.006) 20.880 (0.000)

Those successful at starting
a new business have a high level
of status and respect in your country

76.41 50.39 56.98 78.652 (0.000) 105.925 (0.000) 6.783 (0.009)

You often see stories in the media
about successful new businesses
in your country

60.87 48.63 35.67 120.323 (0.000) 21.768 (0.000) 27.857 (0.000)
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are presented in Table XI. The mean percentage
of adults in a country who believe that they have
the skill, knowledge and experience required for
entrepreneurship is the highest in Slovenia, fol-
lowed by Croatia and Hungary. The Chi-square
test reveals that there is no significant difference
between Croatia and Slovenia, while Hungary
differs significantly from the other two countries.

The hypothesis H3 can be partly supported:
there is no difference between Slovenia and
Croatia, while Hungary differs statistically
regarding beliefs among adults about knowledge,
skills and experiences needed for entrepreneur-
ship. It seems that adults in Hungary are either
less confident of their own entrepreneurial skills,
or find entrepreneurship to be a much more
complex action than adults in Slovenia and
Croatia, where the percentage is twice as high.
Self-efficacy is the belief in the ability of oneself to
muster and implement the necessary personal
resources, skills and competences to attain a cer-
tain level of achievement in a given task (Bandu-
ra, 1997). It revealed the fact that self-efficacy
regarding entrepreneurial skills, knowledge and
experience of Slovenian adults is not significantly
higher than that of adults in Croatia, on average,
and it seems that the cause for higher growth
aspirations of Slovenian early stage entrepre-
neurs cannot be searched for in this area. But still,
it can be assumed that extremely low self-confi-
dence of Hungarians in their entrepreneurial
skills, knowledge and experience can explain at
least part of the relatively low growth aspirations
of early stage entrepreneurs in their country.

8. Conclusions and extensions

In this paper we searched for explanations of
factors that impact growth aspirations of
Slovenian early stage entrepreneurs by compar-

ing Slovenia, Hungary and Croatia, especially
on different shared norms providing social
support for entrepreneurship and encouraging
people’s entrepreneurial capacities. Namely,
growth aspirations of Slovenian early stage
entrepreneurs are significantly higher than those
of early stage entrepreneurs in Croatia and
Hungary, even though Slovenia, Hungary and
Croatia share many historic, economic and
social similarities.

Our results suggest that the cause of higher
growth aspirations of Slovenian early stage
entrepreneurs may be a higher degree of alert-
ness to unexploited perceived opportunities
among adults in that country. Also, most of the
components of cultural support for entrepre-
neurial motivation are incorporated in adults’
opinions in Slovenia to a greater degree than
they are in Hungary or Croatia. That may be the
influencing factor for higher growth aspiration
of entrepreneurs in Slovenia, while self-efficacy
regarding entrepreneurial skills, knowledge and
experience of Slovenian adults does not seem to
be crucial.

Even though growth aspirations are very
high, Slovenia has a very low level of early stage
entrepreneurship. One of the explanations may
be given by the prospect theory, which replaces
the notion of ‘‘utility’’ with ‘‘value’’ (Kahneman
and Tversky, 1979), and centers on the sub-
jective perception of gains and losses. Gains or
losses are defined relative to some reference
point, very often a status quo. It is assumed that
the function relating losses to subjective value is
steeper than the function relating gains to sub-
jective value, meaning that people tend to be
risk-averse with respect to gains but risk-seeking
with respect to losses, which may have interest-
ing implications for the process of entrepre-
neurship (Baron, 2004). In egalitarian societies

TABLE XI
Mean percentage of adults who believe that they have the knowledge, skills and experience required to start a new business

Has knowledge, skills and experience required to start a new business

Slovenia
mean
(in%)

Croatia
mean
(in%)

Hungary
mean
(in%)

Chi-square
(significance)
Hungary–Slovenia

Chi-square
(significance)
Croatia–Slovenia

Chi-square
(significance)
Hungary–Croatia

43.18 41.71 21.98 111.481 (0.000) 0.267 (0.605) 89.779 (0.000)
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such as Slovenia, where two thirds of the
population believe people should have a similar
standard of living, and entrepreneurship is not a
valuable and viable option for wealth creation
(Rebernik et al. 2005), people will tend to avoid
an entrepreneurial career, even though engage-
ment in entrepreneurship could bring them more
value than their current employment. As the
majority of new entrants is 95% recruited from
the available stock of employment, a relatively
low level of unemployment in Slovenia com-
pared to Croatia and Hungary, would support
the previous line of arguments. Many of the
barriers enumerated by Sarasvathy (2004) can
also be found in Slovenia: untitled assets, no
market-augmenting government, no risk capital
available, and a comparably lower level of
unemployment than in Hungary and Croatia.

Cognitive errors, such as a strong tendency to
weight negative information more heavily than
positive information (Baron, 2004) may also
contribute to a low level of entrepreneurial
activity in Slovenia, where not many success
stories can be found in the media compared to
lamentation and criticism of entrepreneurial
frameworks, especially government policy.

Several extensions of our research are pos-
sible. First, as described in the paper, adults in
the three countries differ significantly regarding
various aspects of entrepreneurship. Sugges-
tions from our findings, as well as from the
literature (for example Arenius and De Clercq,
2005, who conducted a research on opportunity
recognition) are that researches should com-
pare drivers of entrepreneurial growth aspira-
tions across a wider range of countries, where
cultural factors, in our opinion, are extremely
interesting. To our knowledge, no previous re-
search focused on culturally conditioned dif-
ferences in growth aspirations of early stage
entrepreneurs in different countries. Second, a
logical extension of our research is to establish
if, and to what extent, growth aspirations are
turned into the real growth of ventures. There
is some evidence that the growth goals of
entrepreneurs are significantly related to sub-
sequent venture growth (Baum et al., 2001).
Should further research confirm that high
growth aspirations of early stage entrepreneurs
are important for their actual growth, findings

from our paper are also important for possible
policy implications.

The impact of opportunity recognition, self-
efficacy and cultural norms on growth aspira-
tions of early stage entrepreneurs is very com-
plex, and to some extent also country-specific.
Especially in transitional countries, variables
which are difficult to quantify, such as
nonentrepreneurial socioeconomic history, slow
changing and modernization of traditional
values, and fragile institutional settings with
unclear and evasive rules of the games, should
be taken into account. Because there is a possi-
bility that entrepreneurship research models can
be culturally biased and may not accurately
reflect the reality in these countries, we should
be careful when using them, and when selecting
countries to compare to, especially when policy-
making advice is one of the intended results of
these models.

While conducting this research we faced some
methodological doubts. Besides the previously
mentioned difficulties in explaining cultural
support for entrepreneurship motivation, there
is a lack of comparable data for established
entrepreneurs in the three countries analyzed.
Due to the very small sample, the adult popu-
lation survey does not provide a relevant sample
data for established entrepreneurs. The sam-
pling frame for established entrepreneurs should
not be the adult population but the population
of all enterprises within one country. In Slove-
nia, an attempt to resolve this problem is made
by conducting the other survey – the Slovenian
Entrepreneurship Observatory, in which some
of the same issues as in GEM are investigated,
but addressed towards entrepreneurs taken from
established companies (Rebernik et al., 2005).

There is also the general problem of gathering
data among the adult population by household
telephones – namely, the increasing number of
households that are starting to rely merely on
their mobile phones. In Slovenia, in 2004, the
number of mobile phone subscriptions equaled
the total number of inhabitants, and almost
10% of households are now contactable only
over mobile phone (Vehovar et al., 2004). The
problem seems to be the most severe in Finland,
where the share of mobile-only households has
already approached almost 40% (Kuusela and
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Simpanen, 2002). We can expect that entrepre-
neurs are, in general, more active and less
frequently sit at home by the stationary phone.
This could become a serious problem when
attempting to determine the rate of active
entrepreneurial adults with a survey based on
households with stationary phones. Personal
interviews could solve this part of the problem.

Opportunity perception, perceptions of
cultural support for entrepreneurship and other
so-called perceptual variables are related to
individuals and are not easily or quickly
changeable. Individuals form the society and its
cultural and social norms, which are predeter-
mined by the society’s history. Our results would
imply that at first sight historic similarities of
economic and social systems seen are not also
necessarily leading to similarities in the entre-
preneurship process, particularly to similarities
in growth expectations of early stage entrepre-
neurs, and it is also reasonable to expect that the
effectiveness of government policies depends on
the entrepreneurial history of a society.

Notes
1 We did not form a multi-item (combined) variable, due
to some doubts considered later in this paper.
2 Results of significance of country differences among
nascent and new entrepreneurs are, especially in compari-
sons including Croatia, less reliable, due to a very limited
number of nascent and limited number of new entrepre-
neurs that exhibit the growth aspirations analyzed. If more
than 20% of expected frequencies are less than 5, and/or at
least one expected frequency is 1 or less, the result of sig-
nificance (two-tailed) of Fisher’s exact test are reported in
Tables III and IV.
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