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Abstract

Conventional marketing appears not to be effective for small business entrepreneurship
competitiveness. Entrepreneurial marketing performance is dependent on so many factors with culture
which seems to be the most silent. This study examines the dimensions of culture on entrepreneurial
marketing performance. The geographic areas for this study were Oshimili South, Uvwie, and Ethiope
East local government areas in Delta State, with total population of 760 SMEs. The sample objects
comprised 262 small business entrepreneurship outfits that were selected through stratified random
sampling method. The research instrument for data collection was a 30- item modified structured
questionnaire on a five point likert scale. Data obtained were analyzed using correlation and multiple
regression as analytical tools. The findings revealed that low power distance, low uncertainty avoidance,
collectivism and masculinity dimensions of culture exhibited positive effect on small business
entrepreneurial performance, while individualism has no statistical effect on entrepreneurial
performance. It is concluded that cultural dimensions have significant impact on entrepreneurial
marketing performance, in the context of cultural setting in the business environment. The study
recommends that entrepreneurs should minimize inequality in their venture, have positive attitude
towards uncertainty and environmental changes, and achievement motivation.

Keywords: Cultural Dimension, Masculinity/feminity, Entrepreneurial Marketing Performance.

of the divers triggers of entrepreneurship, the
relation of culture and entrepreneurial
marketing activities is vital because the innate
culture in a nation invariable has a link with
how people think and behave therefore, one can
easily infer that culture seems to shape the
entrepreneurship practices. It may either hinder
or stimulate.

Conventional marketing practices appear not
to be effective for entrepreneurial firm

Introduction
he nature of today's business world
makes it seem mandatory to consider
culture as one imperative factor which
could influence the success of businesses and
organizations. Improper understanding of
cultural interplay is capable of ruining business
deals, hurt sales, or harms the corporate image

of any organization. The impetus of
entrepreneurial marketing in a country mostly

lies within the individuals in that society and on
the degree of internal and external stimuli with
regards to the spirit of enterprise. Based on this,
the key question surfaces, what actually
triggers entrepreneurial marketing[Regardless

competitiveness. Entrepreneurial marketing
(EM) refers to the interface between
marketing and entrepreneurial orientations of
Small and Medium Enterprises. This
underlines an awareness of the importance of
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entrepreneurship and innovation to
marketing, and marketing for successful
entrepreneurship. The emphasis is adapting
form of marketing that are suitable for small
and medium enterprises (SMEs) and
recognizing the important role of
entrepreneurs in any marketing activities
(Stokes, 2000). Entrepreneurial marketing
(EM) 1is proactive identification and
exploitation of opportunities for acquiring and
retaining profitable customers through
innovative approaches to risk management,
resource leveraging and value creation."
(Morris, Schindehutte, and LaForge, 2002).
Morris et al. (2002) develop seven underlying
dimensions of EM: Proactiveness, calculated
risk taking, innovativeness, opportunity
focus, resource leveraging, costumer
intensity, and value creation.

The use of cultural dimensions as
framework in entrepreneurial discourse has
been proposed in a variety of studies and in
different contexts for example cultural
dimension has been used to understudy role
conflict and ambiguity, entrepreneurial
intentions, entrepreneurial starts ups,
entrepreneurial orientation, risk taking,
innovation etc. however, none of these
previous studies have shown how cultural
dimensions affect positively or negatively the
entrepreneurial marketing performance.
Again, many of these studies were conducted
in western world with only very few in Africa
and non in Nigeria to the best of our
knowledge. Despite the theoretical and
practical limitations of previous studies, they
have contributed to better understanding of
culture [ entrepreneurship relationship.
However, these studies are rather prescriptive
without getting to a very clear/strong
description of how entrepreneurship is
culturally constructed. Therefore this research
strives to broaden our understanding of how
cultural dimensions can be adopted to analyze
the behavior of entrepreneurs in Nigeria with
respect to their performance.

The constructs of cultural dimensions
such as power distance, uncertainty

avoidance, masculinity/feminity and
individualism/collectivism as put forward by
Hofstede (2001) would be examined in
relation to entrepreneurial marketing
performance.

The major objective of this study is to
examine the impact of cultural dimensions on
entrepreneurial marketing performance in
Small and Medium Scale enterprises. The
specific objectives are to: find out the impact
of power distance on entrepreneurial
marketing performance, ascertain the impact
of uncertainty avoidance on entrepreneurial
marketing performance, examine the impact
of individualism/collectivism on
entrepreneurial marketing performance and
determine the impact of masculinity/feminity
on entrepreneurial performance.

Statement of the problem

Culture has been recognized in various
management theories and models as a factor
that affect positively or negatively the
performance of business but in practice, most
entrepreneurs appear not to consider the
cultural factors in their business environment
and how they play out, hence the reason for
poor performance in most entrepreneurial
outfits. What appears apparent to researchers
about conventional marketing practices is that
they are seldom available to appropriate for
entrepreneurial firm competitiveness. Again
in mostresearch studies, culture was treated as
a sub variable rather than a main variable that
is as a context in which business performance
should be explained. There have been a lot of
studies on the factors that militate against the
performance of small and medium scale
enterprise ( SMEs) some studies came up with
findings like inadequate access to finance,
poor infrastructure, lack of managerial skill
etc but little or no attention is given to culture
whereas, culture is a fundamental issue in
today's business.
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Research Hypotheses

This study is anchored on the following
research hypotheses:

HO, Power distance has no significant
relationship with entrepreneurial marketing
performance.

HO, Uncertainty avoidance has no significant
relationship with entrepreneurial marketing
performance.

HO, Individualism/collectivism has no
significant relationship with entrepreneurial
marketing performance.

HO, Masculinity/Feminity has no significant
relationship with entrepreneurial marketing
performance

Conceptual Review

Concept of Cultural Dimension

Culture is a collective programming of the
mind that distinguishes members of one group
from another (Hofstede,1980). Hofstde came
up with four basic cultural dimensions: power
distance, uncertainty avoidance,
individualism/collectivism, and
masculinity/feminity. Power distance is a
“measure of the interpersonal power or
influence between B (the boss) and S (the
subordinate) as perceived by the less powerful
of the two, S (the subordinate)” (Hofstede,
1980). In high power distance cultures there is
an unequal distribution of power, strong
hierarchies and control mechanisms are
present, there is less communication among
organizational levels, and an emphasis is
placed on subordinates being deferential and
obedient to those in positions of power.
Uncertainty avoidance measures the ability of
a society to deal with the inherent ambiguities
and complexities of life. Cultures that are high
in uncertainty avoidance rely heavily on
written rules and regulations, embrace formal
structures as a way of coping with uncertainty,
and have very little tolerance for ambiguity or

change. Individualism describes the
relationship that exists between the individual
and the collectivity in a culture. Societies high
in individualism value freedom and
autonomy, view results as coming from
individual (and not group) achievements, and
place the interests of the individual over the
interests of the group. Masculinity is primarily
concerned with the level of aggression and
assertiveness present in a culture. Highly
masculine cultures place a high emphasis on
assertive and ostentatious behavior, material
goods and prestige are highly sought after,
individuals tend to exhibit a high need for
achievement, and organizations are more
willing to engage in industrial conflict.

Entrepreneurial Marketing Performance.

A stream of research describes Entrepreneurial
Marketing as the Marketing orientation of
SMEs. It involves a focus on establishing a
balance between marketing and
entrepreneurial orientations of SMEs. Highly
performing entrepreneurs are important to the
development of society because they
contribute to the creation of employment
opportunities, and to the advancement of
economic growth (WeilWen, 2009). Firm
performance is a focal, complex and
multidimensional phenomenon in business
studies and it is used to refer to the firm's
success in the market, which may have
different outcomes. Performance can be
characterized as the entrepreneurial ability to
create acceptable outcomes and actions. The
concept of performance is often used to refer to
a firm's financial outcome (Islam, Khan,
Obaidullah and Alam, 2011). Entrepreneurial
marketing performance has been defined in
various dimensions by different scholars. In
most studies in Nigeria, entrepreneurial
marketing performance was defined as
surviving the first two or three years that the
venture was in business (Owoseni and Akanbi,
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2010). In Paige and Littrell (2002),
entrepreneurial marketing performance was
defined by both intrinsic criteria (including,
freedom and independence, controlling a
person's own future, and being one's own boss)
and extrinsic outcomes (including, increased
financial returns, personal income, and
wealth). Masuo, Fong, Yanagida and Cabal
(2001) found that entrepreneurial marketing
performance is commonly defined in terms of
economic or financial measures which include
return on assets, sales, profits, employees and
survival rates; and non pecuniary measures,
such as customer satisfaction, personal
development and personal achievement.

Sun (2004) believed that entrepreneurial

marketing performance as a concept has

evolved through the past, and these days,

institutions such as banks and venture

capitalists use financial facts as a measure of

performance. For some researchers,

performance can be measured by: profitability

(Devine, 2002), Proactiveness, calculated risk

taking, innovativeness, opportunity focus,

resource leveraging, costumer intensity, and

value creation.Survival (Devine, 2002;

Duchesneau and Gartner, 2007), growth in

employees (Chandler and Hanks, 2002; Covin

and Covin, 2000), and sales growth (Smith et

al., 2001). Aldrich and Martinez (2001); and

Devine (2002) noted that there is a close

relationship between performance and

survival.

Based on the assertions above, we can
say that the following are entrepreneurial
performance indicators: sales growth,
employee growth, profit growth, survival, and
return on investment, market share, level of
creativity and innovation. As Simons (2000),
opined that performance indicators should
assist entrepreneurs in tracking the
implementation of business strategy by
comparing actual results against strategic
goals and objectives. He further argued that
performance measurement can play a critical

role as means of facilitating innovation and to
adapt to changing business conditions.

Power Distance and Entrepreneurial

Marketing Performance

Power distance describes the degree to which
less powerful members in the society expect
and accepts that power is being distributed
equally or unequally (Hofstede 1980). Power
distance is a general measure of the degree of
interpersonal influence that those who hold
power in a social structure can exert over those
who lack power. Power Distance
measurement in societies/ cultures could
either be high or low. In low power distance
society, people do not perceive a large
difference in power between lower and higher
ranking members. In low power distance
societies, individual, managers and people at
the top of organizations and society attempt to
minimize inequality between classes,
emphasizing the ideal of equal rights for all
members of the society even if it is not
perfectly achieved. In high power distance
societies tend to exert much influence over the
behavior of subordinates who tend to be
submissive rather than independent.
Organizations tend to be highly centralized
with a clear[cut separation between white and
blue collar workers, characterized by
relatively large wage differentials between the
groups. There is little opportunity for low[]
level employees to move up in organizational
hierarchies.

Power distance in relation to
entrepreneurial marketing performance: Low
power distance cultures/societies are likely to
generate a higher level of entreprencurial
activity simply because more people will
assume the role of entrepreneurs (Russell,
2004). In high power distance organizations,
less[powerful subordinates tend to be
"submissive" and primarily concerned with
preserving their position within a rigid
hierarchy. Such individuals are not likely
candidates to leave their organizations to
become risk(faking entrepreneurs, further
reducing the potential supply of entrepreneurs
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(Abazi and Safari 2009). The general
consequence of low power distance on
entrepreneurial marketing is relatively easy
access to entrepreneurial resources, greater
entrepreneurial opportunities, more
entrepreneurial initiatives leading to
creativity and innovativeness. High power
distance makes access to resources and
entrepreneurial opportunities restricted hence
fewer entrepreneurs emerge (Gruyter, 2014).

Uncertainty Avoidance and Entrepreneurial
Performance
Uncertainty avoidance is the extent to which
people feel threatened by uncertainty and
ambiguity and try to avoid them (Hofstede,
1988). Uncertainty avoidance (UA) is a
measure that indicates a group's level of
anxiety regarding future events. It evaluates the
degree of tolerance within a culture/society for
the ambiguity that is inherent in a continuously
unfolding future (Abazi and Safari 2009).

In countries/societies characterized by
a high degree of UA, social relations tend to be
relatively formal, rules and procedures are
heavily relied on to standardize the behavior of
group members. Individual levels of ambition
are relatively low and there is a tendency to
prefer group rather than individual decision!]
making processes. Conflict and competition
among group members is considered
disruptive, creating dissension and uncertainty;
therefore, it tends to be avoided rather than
confronted. There is a strong resistance to
change in high UA societies accompanied by a
low tolerance for risk(faking behavior. In
contrast, low UA societies tend to produce less
formal organizations with fewer written rules
and procedures. Competition and conflict
among organizational members is more
accepted, they are viewed as positive processes
in many contexts, leading to innovation and
improvement. Riskfaking behavior is more

acceptable and resistance to change is not as
great in low UA as in high UA
countries/societies.

The implication of Uncertainty
Avoidance to entrepreneurial marketing
performance is that High uncertainty
avoidance entrepreneurs will tend to have a
relatively low tolerance for ambiguity and an
aversion to risk(faking. Such individuals will
be less likely to seek out proactive
identification and exploitation of opportunities
and innovative ventures. Opportunities that
will involve change and innovation may be
shunned or overlooked. Low uncertainty
avoiding entrepreneurs possesses
entrepreneurial marketing traits as high
tolerance for ambiguity and a perception to see
changes in the environment as opportunities
instead of threats, they believe in taking risk to
become successful and practitioners are giving
credibility for marketing messages.

Individualism/Collectivism and
Entrepreneurial Performance

Individualism is the tendency of people to look
after themselves and their immediate family
only and want to differentiate themselves from
groups, while, Collectivism is the tendency of
people to belong to groups who look after them
in exchange for loyalty (House, 2004). In
individualistic societies, personal values and
goals are the prime determinant of behavior
and selflidentity. Individual autonomy is more
important in individualistic societies and
staying a member of a group is not as highly
prized. Conversely, in collectivist societies,
group values and goals predominate and
individual desires are considered to be
subservient to or derived from group values.
Identity is derived primarily from group
membership rather than individual
characteristics (Hofstede, 1980).

The relationship between
individualism and entrepreneurial marketing
performance is that in individualistic societies,
the ownership of individual resources is
paramount hence; business resources such as
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financial profits are reinvested in the business
for its growth (Ogbor, 2012). Individualistic
entrepreneurs are driven by personal need for
achievement, self esteem, self actualization
and self obligation. Collectivism in relation to
entrepreneurial marketing performance; in a
collectivist marketing entrepreneurial setting,
customer intimacy is valued, the concept of
value col¢reation is paramount and resource
leveraging. It has been argued that collectivism
helps entrepreneurship because collectivistic
societies provide more social support and
resources (Gruyter, 2014). For example,
families in collectivistic societies tend to be
more helpful in providing the needed resources
for one's entrepreneurial endeavors and the
needed social security in the event that things
donotwork out.

Masculinity/Feminity and Entrepreneurial
Performance

Masculinity measures the extent to which male
characteristics dominate the society and
stresses achievement, competition and
resolution of conflict through violence.
Feminine societies stress solidarity, emotional
displays, relationships among people and
resolution of conflicts by compromise (House,
Hanges, Javidan and Dorfman 2002). In
masculine societies, individuals tend to set
high performance standards and act forcefully
to achieve these standards. Achievement
motivation is high within these societies and
markers of achievement such as earnings,
formal recognition and advancement are
relatively more important than work climate
and relationship issues. Independent rather
than group decision making is preferred. In
feminine societies, nurturance issues are more
prominent. A desirable work environment is
defined in terms of high quality social
relationships, friendly organizational climates
and employment security. Achievement
motivation is relatively weak and
organizational effectiveness is defined in terms
of social climate and the quality of human
contact. Group decision(making is preferred
over individual initiatives (Hofstede, 2001).

Masculinity/Feminity relation to
entrepreneurial marketing performance would
seem to be through the assertiveness and high
need for achievement characteristic of
"masculine" cultures (Abzari and Safari,
2009). McClelland (1961) found a strong
correlation between need for achievement and
the level of entrepreneurial activity within a
society. In masculine societies, the material
success achieved through successful
entrepreneurial ventures is valued and
entrepreneurs who attain such success are
recognized and esteemed. Conversely, in
relatively feminine cultures, achievement
motivation in the material sense is relatively
weak and success is defined in terms of
pleasant human relationships. Consequently, it
is presumed that more individuals will be
attracted to entrepreneurship as a means of
achieving material benefits and social position
in masculine cultures/societies while there will
be less interest in entrepreneurial activities in
feminine cultures. Finally, masculine culture
instills competitive spirit in entrepreneurs,
innovativeness, calculated risk taking, thereby
gaining competitive advantage in the industry
where they operate, but feminity instills spirit
of collective bargaining and negotiation that
creates a friendly atmosphere for
entrepreneurial activities to thrive.

Theoretical Framework

Hoselitz's Culture-Entrepreneurship
Theory

This study draws on the Hoselitz
Culture/Entrepreneurship theory. This theory
is considered relevant for this study because it
views entrepreneurship from a cultural
perspective emphasizing that entrepreneurship
and entrepreneurial performance is governed
by cultural factors and culturally minority
groups are the spark —ups of entrepreneurial
and economic development. He further opined
that in many countries, entrepreneurs have
emerged from a particular socioeconomic class
or group which means that such cultures are
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supportive of entrepreneurial activities thus, in
such culture, individuals have natural
inclination towards becoming entrepreneurs
and they have special trait that drives
performance. For example the Igbos from
across the Niger are considered as culturally
marginal group and from this group, a lot of
entrepreneurs have emerged whose
entrepreneurial activities have favorable
impact on the economy of Nigeria. Again
women generally are now being considered as
well performing entrepreneurs because of
cultural barrier and glass ceiling. Hoselitz
cultural theory can be viewed from the
following cultural angle:

Hypothesis of marginal men: Hoselitz
in his theory formulated the hypothesis of
marginal men. He opined that marginal men are
important reservoir of entrepreneurial
development because of their ambiguous
position from a cultural or social statement
makes them particularly suited to make
creative adjustments in situations of change
and in the course of this adjustment process,
they develop genuine innovations in social
behavior. Secondly managerial and leadership
ability: individuals who possess extraordinary
managerial and leadership skills bring
entrepreneurial talents in the society. Lastly,
contribution of specific social classes: The
theory reveals that entrepreneurial talents are
found in persons/groups having particular
socio[] economic back ground and this
background drives them into entrepreneurship
and also makes them performs better than
others in their entrepreneurial venture.

Research Methods

The cross sectional survey research design was
employed. The population of this study,
comprised of small and medium scale
enterprise in three local governments in Delta
State; uvwie, Oshimili South and Ethiope East
which came to a total of 760 (source: Delta
State industrial directory, 2006), the stratified
random sampling technique was used and a
workable sample size of 262 was gotten. The
research instrument was a 307item validated
modified structured questionnaire adapted

from Yoo et al (2011); Yildiz, (2014); Zhao,
(2010). Which respond formant is on five point
Likert scale. Data obtained were analyzed
using correlation and regression

Cultural dimensions was measured using four
constructs( Power distance {high and low},
uncertainty avoidance{high and low},
individualism/collectivism, and
masculinity/feminity) the four dimensions of
culture were measure was measured using 24
items,6 item for each construct then
entrepreneurial marketing performance was
measured using 6 items. The scale was further
validated using exploratory factor analysis
(EFA) which examined the interrelated
measures among power distance, uncertainty
avoidance, individualism/collectivism and
masculinity/feminity. As shown in table 1, all
factor loading exhibited favorable values
above 7.0 for each item that measured a
particular construct which implies that all items
used to measure a particular construct are
appropriate. For the reliability check, a testl]
retest method was used to estimate the internal
consistency. Favorable reliable scores were
obtained from all items since all coefficient
values were above 0.6 thus exceeding the
minimum bench mark of Cronbach's
coefficient Alpha value recommended by
Malthotra (2004).

Results and Findings

This section presents the results of data
gathered from the field survey. Data collected
were analyzed using correlation and multiple
regression analytical tools, hypotheses were
further tested and meanings were given to the
findings

Table 1: Results of Exploratory Factor
Analysis and Reliability of Scales
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Scale | Power | Uncertainty | Individualism/
items | Distance | Avoidance Collectivism
(PD) (UA) (IC)

Masculinity/
Feminity
(MF)

Entrepreneurial
Performance
(EP)

Cronbach

s o)

PD1 | 0.71

PD2 | 0.77

PD3 |0.70

PD4 | 0.72

PD5 | 0.70

PD6 | 0.79

0.80

UA1 0.70

UA2 0.70

UA3 0.78

UA4 0.75

UAS 0.79

UA6 0.70

IC1 0.79

Ic2 0.71

1C3 0.72

1C4 0.77

ICS 0.71

1C6 0.70

0.84

MF1

0.75

MF2

0.71

MF3

0.70

MF4

0.74

MF5

0.72

MF6

0.71

EM1

0.70

Table 2: Correlation matrix among the Variables of Cultural Dimension and

Entrepreneurial Marketing Performance.

1 2 3 4
1. Power Distance 1
2. Uncertainty Avoidance 1

S533%*
3. Individualism/ Collectivism 467 203%* 1
4. Masculinity/ feminity .632%* A450%* 305%* 1
5. Entrepreneurial Marketing .669%* 435%* S544%* 704%*
Performance

**Correlation is significant at 0.01 (2tailed)
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The correlation analysis in table 2 showed that
power distance exhibited positive correlation
with entrepreneurial marketing performance
(r=.669** P<.,01). Uncertainty avoidance was
also positively correlated with entrepreneurial
marketing performance (r = .435%* P< .01).
Individualism/Collectivism exhibited positive
correlation with entrepreneurial marketing

performance (r .544%% P<.01).
Masculinity/feminity exhibited positive
correlation with entrepreneurial marketing
performance.

Table 3: Multiple Regression Analysis of
Dimensions of Culture and Entrepreneurial
Performance

Model Unstandardized Standardized T Sig
coefficients coefficients
B Std. Error Beta
(Constant) 16.121 3.857 4.180 |.001
High PD -.018 .045 -.145 -403 | .697
Low PD .044 .043 .370 1.027 | .034
High UA -.047 .340 -.3.382 - .045
Low UA 1.163
Individualism .049 .049 1.398 1.212 | .023
. -.025 .043 -.206 -.595 | .041
Collectivism
- .027 .039 2.240 3.696 |.015
Masculinity
.. .071 .033 599 2.139 |.050
Feminity
-.069 .036 -.535 1.912 | .081

Dependent variable: Entrepreneurial marketing performance

In table 3, results from the regression analysis
showed that high power distance exhibited a
negative effect on entrepreneurial performance
having Beta value (B = -.145). Low power
distance revealed a positive effect on
entrepreneurial marketing performance with
Beta value (B = .370). Low uncertainty
avoidance exhibited a positive effect on
entrepreneurial marketing performance having
Beta value (B = 1.398). High uncertainty

Beta value (B =-3.382). Collectivism exhibited
a positive effect on entrepreneurial marketing
performance (B = 2.240) while individualism
exhibited a negative effect on entrepreneurial
marketing performance (B = -206). Beta
coefficient of (f = .599) for masculinity and (8
= -535) for feminity which implies that
masculinity has a positive effect on
entrepreneurial marketing performance while
feminity has negative effect on entrepreneurial

avoidance revealed a negative effect on marketing performance.
entrepreneurial marketing performance with
Model R R Square Adjusted R Square | Std. Error of the Estimate
1 .544? .296 .183 1.425
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a. Dependent variable: entrepreneurial
marketing performance
b. Predictors: (constant), High PD, Low

Individualism, Collectivism,

Masculinity and feminity.
Table 5: Multiple Regression Analysis of
Dimensions of Culture and Entrepreneurial

PD, High UA, Low UA, performance
Model Unstandardized Standardized T Sig
coefficients coefficients
B Std. Error Beta
(Constant) 52.648 10.911 4.825 | .000
Power distance .180 176 .190 1.025 | .031
Uncertainty Avo idance 196 176 206 1.117 | .027
Individualism/ 248 165 274 1.506 | .014
collectivism 198 77 206 1115 | 0.12
Masculinity/feminity

Dependent variable: entrepreneurial marketing performance

Table 6: Model summery

Model R Square

Adjusted R Square

Std. Error of the Estimate

1 464|215 189

1.629

a. Dependent variable: entrepreneurial
marketing performance

b. Predictors: (constant), Power distance,
Uncertainty Avoidance
Individualism/Collectivism and
Masculinity/feminity.

Discussion

The study focused on the impact of cultural
dimensions on entrepreneurial marketing
performance. The correlation analysis
involving all the indictors of cultural
dimension reported positive correlation in table
2, which indicates that they are good measures
of cultural dimension. From table 3, the B value
(B = -.145) for high power distance indicated
that high power distance has negative effect on
entrepreneurial marketing performance while
the B value (f = .370) for low power distance

indicates that low power distance has positive
effect on entrepreneurial marketing
performance. The result from test of hypothesis
one (H,) further confirms that there is a
statistically significant relationship between
power distance and entrepreneurial marketing
performance. This is supported by the findings
of (Hayton et al 2002) where they revealed that
entrepreneurship thrives in low power distance
societies. The result also follows Dwayer,
Masak and Hsu (2005) position where a
positive relationship was established between
low power distance and innovation. Yildiz,
(2014), opined that equality of power (low
power distance) in organizations increases
corporate entrepreneurship.

The implication of this finding is that, low
power distance entrepreneurs encourages
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initiatives in their venture and thus leading to
innovation and creativity, evenly distribution
of resources and survival because only creative
and innovative entrepreneurs can withstand
competition and survive for more than five
years.

From table 3, the § value ( = 1.398) for
low uncertainty avoidance indicated that low
uncertainty avoidance has positive effect on
entrepreneurial marketing performance while
the B value (B = -3.382) for high uncertainty
avoidance indicates that high uncertainty
avoidance has negative effect on
entrepreneurial marketing performance. The
result from test of hypothesis two (H,) further
confirms that there is a significant relationship
between uncertainty avoidance and
entrepreneurial marketing performance. This
finding is consistent with the opinion of
Mueller and Thomas, (2000); Wennekers et al.,
(2007) asserted that uncertainty avoidance
entrepreneurs have high tolerance for
ambiguity which implies long term planning,
environmental scanning and the prediction of
future developments. This finding is also
supported by the finding s of Abzari and Safari
(2009), that uncertainty avoidance directly
addresses the uncertainty associated with
entrepreneurship by reducing business risk,
increasing the quality of products and services
and leads to new product developments and
business growth.

The implication of this finding is that
uncertainty avoidance entrepreneurs are very
proactive and they are always willing to accept
the change inherent in the environment of
business.

From table, the B value (B = 2.240) for
collectivism indicated that collectivism has
positive effect on entrepreneurial marketing
performance while the p§ value (p = -.206) for
individualism indicates that individualism has
negative effect on entrepreneurial marketing
performance. The result from test of hypothesis
three (H,) further confirms that there is a
significant relationship between

individualism/collectivism and entrepreneurial
marketing performance. This finding is
consistent with the finding of Gruyter, (2014)
opined that collectivist society provides more
social support and resources to support ones
entrepreneurial pursuit and also the needed
social security in the event that things go
wrong.

This finding contradicts prior findings in
the literature review by (Ogbor, 2012; Hayton
et al., 2002; Morris et al., 2005; and House et
al., 2002). That collectivism negatively favors
entrepreneurship. It will be important to note
that Nigeria is a collectivist society and there
are a good number of entrepreneurs whose
activities directly have positive effect on the
economy for example, the Igbo people are
known and applauded for their contribution to
the nation's growth and development through
their entreprenecurial activities. These people
are culturally tuned to entrepreneurship
because of their culturally marginalized
background and these socioeconomic groups
are highly collectivist in nature that families
and relative provide the needed resources for
member's entrepreneurial endeavor and once a
member starts performing well, there is a
trickledown effect since that entrepreneur
starts grooming a person from the family or
community to start up his or her own business.

From table 3, the B value (p = .599) for
mas culinity indicated that masculinity has
positive effect on entrepreneurial marketing
performance while the  value (B = -.535) for
feminity indicates that feminity has negative
effect on entrepreneurial marketing
performance. The result from test of hypothesis
four (H,) further confirms that there is a
significant relationship between
masculinity/feminity and entrepreneurial
marketing performance. This finding is
supported by the findings of Hayton et al,
(2002), in their study; they revealed a
significant relationship between need for
achievement and masculinity index they
opined that masculinity leads to greater focus
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on entrepreneurship as a source of achievement
and wealth. Yildiz, (2014), further opined that
to survive in business, entrepreneurs need an
aggressive and strategic behavior which is
accordance with masculine values.

The implication of this finding is that
entrepreneurs who possess the masculine
cultural trait always strive for achievement,
they like to take responsibility, they set
moderate challenging and attainable goals and
they desire regular feedback on their
performance and these are basic attributes that
drives performance in entrepreneurship.

Based on the data analyzed, the
following conclusions were made. That culture
has significant effect on entrepreneurship. This
study concludes that low power distance leads
to performance entrepreneurial venture
because in such wventures, entrepreneurs
attempts to minimize inequality by having
simpler or flatter structures where everybody
can participate, egalitarian ideas and initiatives
are encouraged and these are the necessary
ingredient for innovation, creativity and
survival because of easy access to resources
and more opportunities.

Uncertainty avoidance affects
entrepreneurship positively because based on
the study findings; low uncertainty avoidant
entrepreneurs are people who have the faculty
to deal with ambiguity, they are very proactive
and in the event of change, they are always
ready to accept because change is perceived as
an opportunity instead of threat. The
development and implementation of
innovative products and processes is inherent
in uncertainty and risk and only entrepreneurs
who are proactive can survive.

From the study findings, collectivism
favors entrepreneurial performance. In prior
studies by (Ogbor, 2012; Hayton et al., 2002;
Morris et al., 2005; and House et al., 2002),

collectivism was negatively related to
entrepreneurship but this study findings
revealed a different dimension. Collectivist
entrepreneurs have collective orientation,
social group identity, group decision making
and group encouragement. Collectivism favors
entrepreneurship because it fosters
commitment and sacrifice amongst employees
and provides a protective environment that
minimizes uncertainty associated with
business.

Masculinity positively affects
entrepreneurial performance. The masculinity
cultural index places emphasis on the desire to
take responsibilities, engage in healthy
business competitions will in turn lead to more
creative and innovative ideas, accomplishment
and performance measurement, these are
necessary attributes that drives entrepreneurial
performance.

Recommendations

Culture can support or impede entrepreneurial
marketing performance. This study therefore
recommends that since culture is the
foundation of any entrepreneurial endeavor it
should not be overlooked. Entrepreneurs
should pay attention to the cultural make up or
their business. By cultural make up we mean,
firstly the cultural characteristics of the
entrepreneur secondly, the cultural factors
inherent in the business environment and lastly
how both cultural make up can be harnessed to

the good of the business.

This study also recommends that in
order for entrepreneurs to perform better in
their venture, they should imbibe the spirit of
achievement motivation. Achievement
motivation is the most important factor that
contributes to growth rates and it is also related
to high tolerance for ambiguity and the
willingness to take risk. Again initiatives,
access to resources and the ability to exploit
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opportunities have been tied to entrepreneurial
performance; entrepreneurs should therefore
minimize inequality in their venture to as to be
able to tap into all resources available for
exploit.
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