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Abstract 

 
The strategic management literature indirectly considers entrepreneurship as a subset of strategy, and 
the historical evolution of the field, specifically that of the Entrepreneurship division of the Academy 
of Management. Schendel (1990) which placed great emphasis on the topic of entrepreneurship and 
admitted that some argue that entrepreneurship is at the very heart of strategic management. This 
thesis explores the strategic use of entrepreneurship in the telecommunication industry. 

Through the use of strategic entrepreneurship theories both from the strategy and entrepreneurial 
fields provide the thesis with a foundation to explore and extract empirical results from two case 
samples known as Vox telecom and Telkom limited. Through an Interpretivist research design which 
includes thirty interviews in three different phases resulted in the empirical primary data for analysis. 
The research approach was carried out through an adaptive GT (Grounded Theory) technique which 
allowed the thesis to capture industry and organisational specific behaviours. The adaptive GT 
resulted in open, axial and selective coding which finally represented three themed domains. The 
domains include: the environmental, innovation and corporate orientation domain.  

The adaptive GT results were conducted through eighteen steps which finally represented three 
cycles. Chapter 6 represent the first cycle, which demonstrate the analysis and result of the primary 
data which was gathered during the 1st interview phase, mostly collecting entrepreneurial 
management practises while the 2nd interview phase represent the strategic organisational empirical 
findings. The result mainly describes the telecom industry through the scope of the two organisations 
in our sample, namely Telkom and Vox telecom in South Africa. 

The second cycle demonstrates the analysis and results which ultimately described the thesis 
knowledge contribution. The result is displayed and demonstrated in Chapter7 as the Telepreneur 
framework. The Telepreneur framework includes three models, namely the Telenetwork, 
Technovation and Telepreneurship model.  

Finally, in Chapter8 we attempt to test the formulated Telepreneur framework. This chapter represent 
the third cycle in which describes the result and analysis of the tested Telepreneur framework. The 
testing is conducted through evaluating the Telepreneur framework in the telecom industry through 
the third interview phase. The testing processes use two sets of survey data therefore quantitatively 
testing the result against specified industry data to further generalize the Telepreneur frame. In the 
end the outcome demonstrated a positive correlation regards the suggested formulated findings 
grounded in theory verses the empirical testing of the two sample cases and secondary survey data. 
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1. Introduction 
 
In the business environment today we observe organisations in various forms and sizes. Several 
organizations have competed for generations and grown into corporate giants, while others have 
stagnated and sooner than later faced destruction and forced to exit the market. In addition these 
organisations could have emerged as a result of a venture capital schemes (Hellmann, 2002) or 
organically grown by visionary entrepreneurial efforts (Hyndman, 2006) which could be triggered by 
spinoffs from former employees (Dahlstrand, 1997) or bright students with new ideas generated from 
research at universities (Steffensen, 1999). 

Why various organizations fail, stagnate, survive or grow is a coherent complex combination of 
reasons. These reasons could be triggered and categorized by internal decision factors such as 
organisational culture, internal relations and organizational structure (Child, 1972), or external 
factors which include the external environment, competition rivalry, customer demand, supplier 
power and external relations (Birkinshaw, 2004; Porter, 2008). Management practises and leadership 
approaches contribute to either a more flexible autonomous environment or a bureaucratic controlled 
environment (Burns, 2005). Mintzberg (1985) argues that some of these decision factors could be 
deliberate or emergent due to the cause and effect of other decisions or environmental changes. 

In the business environment there is a tendency to control the simplified realities through analysts, 
economists, consultants and management in which ultimately form part of the decision making 
process. This control is practised through strategic planning to discover organisational goals 
(Eisenhardt, 1992). The strategic planning process is continuously been updated to a certain extent, 
to align the business core and operations with the external forces. Moreover, organizations have 
learnt that it’s easier to change or renew itself internally as opposed to changing the complex external 
environmental forces, therefore follow the path of the least amount of resistance (Mahon, 1981). 
Ultimately, executives usually prioritize their decisions based on future visions of the environment 
whilst aligning today’s most dominating needs (Priem, 1994). 

Several organisations today are built and created on classical entrepreneurship. Moreover, in studies 
of corporate entrepreneurship, Paul Burns (2005) identifies entrepreneurial influences practised 
through management approaches, leadership and group orientation, contributing to the strategic 
success of these organisations in an industry today. Consequently this thesis aims to explore the 
entrepreneurial influences and provide a framework to allow for the strategic use of entrepreneurship 
in the telecommunication industry. 
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2. Background 
 

2.1. Definitions 
 

Corporate entrepreneurship: Miller (1983) defines CE as embodying risk taking, pro-
activeness, and radical product innovations. These CE activities can improve organizational 
growth and profitability and, depending on the company's competitive environment. 

Strategic Entrepreneurship: Strategic Entrepreneurship is the integration of entrepreneurial 
(i.e., opportunity seeking actions) and strategic (i.e., advantage seeking actions) perspectives to 
design and implement entrepreneurial strategies that create wealth (Hitt, 2002). 

Strategy: "Strategy is the direction and scope of an organisation over the long-term: which 
achieves advantage for the organisation through its configuration of resources within a 
challenging environment, to meet the needs of markets and to fulfil stakeholder expectations" 
(Scholes, 2006). 

Innovation: Innovation according to Schumpeter (1934) is an effort made by one or more people 
who produce an economic gain, either by reducing costs or by creating extra income. Innovation 
can thus be a new product, a new production process, a new organisational or managerial 
structure or finally a new type of marketing or overall behaviour on the market.  

Entrapreneur: The individual or group charged with pushing through innovations within a 
larger organisation (Ross and Unwalla, 1985; cited in Burns, 2005). 

Technovation: Innovation practise through the means of balancing technology newness and 
market knowledge (Telepreneur Framework, Chapter 7). 

Telenetwork: The strategic position of suppliers and competitors within the telecom industry 
network (Telepreneur Framework, Chapter 7). 

Telepreneurship: The practise of corporate entrepreneurship, entrapreneurship and 
entrepreneurial orientation practises trough entrepreneurial roles in the telecoms industry 
(Telepreneur Framework, Chapter 7). 

 

2.2. Conceptual Research field 
 

In this paper we explore the use of three interrelated concepts derived from three theoretical fields to 
better describe and understand strategic entrepreneurship practised within the telecommunication 
industry. These theoretical domains are listed as strategic entrepreneurship which includes the 
entrepreneurship and strategy field itself. 

Entrepreneurship today is a well accepted field connected and routed in several sciences in the 
attempt to model and make sense of a dynamic practise of profiteering. The practise of such a broad 
perspective of activities is an ongoing debate developed in an evolutionary stance (Bygrave, 1993). 
This study explores to understand strategic entrepreneurship, better aligned and equipped for today´s 
telecommunication industry. Much has changed and calls for the realization of the use of corporate 
entrepreneurship by academics and management as part of an organizations strategic efforts and 
formulation process. 
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Entrepreneurship has been redefined in several clusters (Karlsson, 2008), described as a singular 
term such a traditional entrepreneurship definitions (Schumpeter ,1934), management science such 
as corporate entrepreneurship (Burns, 2005), behaviour entrepreneurial orientation (Lumpkin, 1996) 
and organizational entrepreneurship with a future vision and strategy in mind (Venkataraman ,1997). 
Further we explore the formulation and domain specific entrepreneurship concepts such as high 
technology entrepreneurship (Morris, 1998) and techno-entrepreneur (Therin, 2007) which all 
contribute to the better understanding of strategic entrepreneurship within the telecommunication 
industry.  

This paper borrows the term “Telepreneur” to form a concept described further on in this thesis as 
Telepreneurship. The word Telepreneur was created by the company, Vox telecoms of South Africa 
(Vox, 2009). In addition, the word is used in a multilevel marketing initiative to describe the practise 
of entrepreneurship as a dealer subscription member. Furthermore we used a term known as 
technovation, previously used in a journal named “Technovation”.  

The thesis research questions are formulated in the attempt to further increase knowledge and 
literature directly related to the strategic use of entrepreneurship in the high technology industries. 
Due to the extensive wide spectrum of the high technology industries we considered to focus and 
limit our study to those of the telecommunication industry. The thesis study position itself well 
within the field of Informatics represented by the technology industry itself, the strategic nature of 
the use of technology, the understanding of the products and service in this high technology industry 
and the distribution of knowledge through governance practices in this specific industry. Moreover 
we also realize the importance of entrepreneurship practises and dependence thereof in the high 
technology industry, demanding a great deal of innovation in this corporate environment setting. 
Therefore the thesis also positions itself well within the fields of Corporate Entrepreneurship and 
Strategy studies. 

This thesis focus is positioned in an arm’s length distance away from a pure economics perspective; 
however do include an indirect discussions based on an economics perception related to the thesis 
purpose and high technology industries. Therefore the thesis predominantly focuses on the strategy 
management and entrepreneurship studies. Burns (2005) wrote that the formalised strategic planning 
is inappropriate in today’s changing environment; therefore explain the focus on strategic 
entrepreneurship. 

Broadly economist has looked at four areas of the marketplace that affect innovation (Steil, 2002):  

• The size of the market (Macro economics) 
• The appropiability of new ideas (Micro economics and Strategy management) 
• The structure of the industry (Industry economics and Strategic management) 
• Investment in public knowledge and institutions. (Knowledge management) 

Further studies include Strategic management studies which are a systematic approach for managing 
strategic change which consists of the following: 

• Positioning the firm through strategy and capability planning (Resource based view of 
economics and core competencies of Strategic management). 

• Real-time strategic response through issue management (Risk management) 
• Systematic management of resistance during strategic implementation (Change 

management). 
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2.3. Problem 
 

Burns (2005) wrote that formalised strategic planning is inappropriate in today’s changing 
environment and what are needed instead are more strategising and the development of strategic 
options. Options that lead the firm in the general direction it wants to go but make decisions on 
which option to select depends upon market conditions and opportunities. 

In the telecommunication industry there is a need for better understanding of the industry itself, 
where and how the industry organizations are connected. The importance is directed towards a better 
understanding of how competitors and suppliers are bounded, depended and placed in relation to one 
another and how they compete against or aligned with one another. Organisations inside the 
telecommunication scope have strategic decisions to make in regards to product placement, 
innovation and organisation research and development. All these factors will also have a tremendous 
impact in regards to how managers organise, control and practise strategy.  

Michael A. Hitt (2002) states the importance for future research on what differentiates a successful 
from an unsuccessful entrepreneurial firm, and for understanding the sources of competitive 
advantage among entrepreneurial firms in the creation of the new technology. In response to Hitt 
(2002) statement this paper contributes towards understanding how entrepreneurial strategy 
combined with new product development are management to lead to a competitive advantage within 
a industry specific scope. 

 

2.4. Purpose 
 

The purpose of this paper is twofold. Firstly it is to explore the use of strategic entrepreneurship and 
interrelated theories restricted to the telecommunication industry. Secondly, is to contribute new 
knowledge and introduce a theoretical framework to help explore and answer the research questions. 
Furthermore, we will test the framework in both practise and through secondary data testing, 
therefore in the attempt to ground the theory. The material directly related to the topic of strategic 
entrepreneurship in the telecommunication industry is rather limited, therefore the need to explore 
the industry and contribute knowledge where the possible knowledge gap appear. 

 

2.5. Delimitation 
 

The coverage of this study is dedicated to the strategic use of entrepreneurial activities within the 
telecommunication industry. Therefore the study focuses on entrepreneurial and strategic practises in 
the specified industry and encourages an environmental observation in which these organisations 
compete in. The primary data collection boundary is limited to those of South Africa, due to the 
nature of the study philosophy from those of the Interpretivist which demand samples best suited to 
explore the heterogeneous relationships (Saunders, 2007). The secondary data is open for exploration 
to best describe the behaviour within the study industry boundary. Other research limitations include 
only theories related to the western perspective of both academic contributions and business 
understanding. The research limits itself to the study of publicly listed companies, which probably 
exclude certain smaller family firms in which is rather uncommon in the industry setting itself. 
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2.6. Research questions  
 

 
How can entrepreneurship contribute to the strategic decision making processes in the 
telecommunication industry? 

Q1. In what way does entrepreneurship affect the corporate strategy in the telecom industry? 

Q2. How is innovation practiced through technology different from traditional product 
innovation in terms of strategic use in the telecom industry? 

Q3. What is the relationship among suppliers and competitors in the telecom environment, 
how do these entities compete in this environment? 

The next chapter will reveal the research methodology and research design framework in 
which the thesis followed to collect the primary and secondary data. In addition the chapter 
will include the research approach and the philosophy adopted to carry out the study. 

 

3. Methodology 
 

3.1. The research philosophy 
 

The research philosophy is further explained trough the study’s epistemology, ontology and 
axiology. The Epistemology concerns what constitutes acceptable knowledge in a field of study. The 
philosophy is concerned to how knowledge is produced and the reflection upon the truth.  This 
explores how the generated knowledge produced is affected by the researcher perception and 
assumptions of the knowledge. In terms of the research epistemology the study is conducted through 
an Interpretivist point of view. Interpretivism is an epistemology that advocates that it is necessary 
for a researcher to understand humans in the role as social actors (Saunders, 2007). 

The Ontology is concerned with the nature of reality which includes the assumptions researchers 
have about the way the world operates and the commitment held to particular views. In this study a 
subjectivist point of view is followed. The subjectivist practises a subjective view which is that of a 
social phenomena which are created from the perceptions and consequent of social actors. This is 
usually a continual process of social interaction that functions in social phenomena that are in a 
constant state of revision. This position might stress the necessity to study the details of the situation 
to understand the reality, or reality behind them and is often associated with the Interpretivist 
position that is necessary to explore the subjective meanings (Saunders, 2007). 

The Axiology studies the judgement about the value possessed in the fields of aesthetics and ethics. 
It is the process of social enquiry with which we are concerned and the role our own values play in 
all stages of the research to be credible (Saunders, 2007). In the study great emphasis is placed on the 
personal interaction therefore selected interviews as the primary data approach with an extensive 
amount of professionals in the telecommunication industry to reflect their personal and professional 
opinions.   

 



 

13 

 

 

3.2. The research approach 
 
The exploration of how entrepreneurship impacts the strategic decision process in the 
telecommunication industry is carried out by an exploratory approach. Furthermore the exploratory 
study is described as a valuable means of finding out what is happening and seek insight to ask 
questions and to assess the phenomena in a new light (Robson, 2002). The exploratory study is done 
through interviewing experts and a search of literature. 

Induction leans itself well aligned to the Interpretivist research philosophy. Moreover the approach 
of induction´s purpose would be to get a feeling of what is going on, to understand better the nature 
of the problem. The result of the analysis would be the formulation of a theory. Consequently the 
theory would follow the data and enable a cause-effect link between particular variables with an 
understanding of the way in which humans interpreted their social world (Saunders, 2007).   

 

3.3. The research design 
 
This thesis is conducted within an Interpretivist research design. Furthermore the research is mainly 
based on an inductive reasoning, in the attempt to make sense of the situation, without a precise pre-
existing expectation (Patton, 1990). The data are collected, analysed on which concepts are 
developed based on the relationship and patterns (coding) in the data (Reneker, 1993). Moreover this 
is where the similarities is closely aligned of those of grounded theory where theory is literally built 
from the ground upwards, that is, from data observed and collected in the field  (Glaser and Strauss, 
1967). 

The idea is to gain an understanding of the topic at hand to seek and be open to the setting and 
subject of the study (Gorman & Clayton, 1997). The possibility was there to adjust the research 
question and data collection plan to take all new prospectives into account. The research design tend 
to be less linear but rather iterative. In addition the interpretive research does not predefine 
dependent or independent variables and does not set out to test a hypothesis, but aims to produce 
understanding of the social context of the phenomenon influences and is influenced by the social 
context (Rowlands, 2005). 

The data is analyses through an adapted grounded theory approach for inductive theory building 
(Rowlands, 2005). Furthermore grounded theory (GT) techniques is chosen to analyze the case study 
interview text because, according to Strauss & Corbin (1990) grounded theorizing is well suited to 
capturing the interpretive experiences of the managers and developing theoretical propositions from 
them. In the same line of thought, an application of GT is appropriate when the research focus is 
explanatory, contextual and process oriented (Rowlands, 2005). Therefore the GT approach was best 
suited to the thesis problem statement. 

In a qualitative driven research frame collected data is explored to distinguish which themes or issues 
to follow and concentrate on (Glaser and Straus, 1967; Strauss and Corbin, 1998; Yin, 2003). 
Likewise to commence the data collection by examining them to asses which themes are emerging 
from the data through an exploratory purpose and analyse the data which was collected to develop a 
conceptual framework to guide the subsequent work. This is mainly referring to a grounded approach 
because of the nature of the theory and explanation that emerges as a result of the research approach. 
The approach is characterised by the emerging theory through the process of data collection and 
analysis. Consequently the theoretical framework does not commence a clearly defined appearance, 
but instead identify relationships between the data (Glaser and Straus, 1967).    
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Grounded Theory as a theoretical strategy was chosen as an analysis process to build an explanation 
and generate theory around the research central theme which emerges through the data. Grounded 
theory is followed as a strategy rather than a set of explicit procedures therefore result in the process 
of analysing in a less formalised and proceduralised way while maintaining a systematic and rigorous 
approach to arrive at the grounded explanation or theory. In the grounded theory approach one use 
open coding to disaggregate the data, Axial coding to recognise relationships between categories and 
selective coding to integrate categories to produce a theory (Strauss and Cobin, 1998). 

The GT method described by Glaser and Strauss (1967) is built upon two concepts that which are a: 
“constant comparison,” in which data are collected and analyzed simultaneously, and those of a 
“theoretical sampling, “in which decisions about which data should be collected next are determined 
by the theory that is being constructed. Both of these concepts violate the positivist assumptions 
about how the research process should work. Furthermore this constant comparison contradicts the 
myth of a clean separation between data collection and analysis. The theoretical sampling violates 
the ideal of hypothesis testing in that the direction of new data collection is determined, not by prior 
hypotheses, but by ongoing interpretation of data and emerging conceptual categories. Grounded 
theory should also be used in a way that is logically consistent with key assumptions about social 
reality and how that reality is “known” (Suddaby, 2006). 
 
An Inductively based analytical procedure is used as a starting point for the exploratory study. In 
addition the use of the inductive approach allow a good “fit” to develop between the social reality of 
the research participants and the theory that emerges in which will be grounded in reality. This 
theory is specifically used to suggest, appropriate actions derived from the events and circumstances 
of the research setting. Moreover the generalisability is also tested in other contexts (Glasser and 
Strauss, 1967; Strauss and Corbin, 1998). Ultimately this research did require a clearly defined 
research question, but is altered by the nature of the data during the GT process (Erlandson et al, 
1993). 

The triangulation of type Method triangulation is used to check for consistency of the founding’s by 
using different data collection methods. Additionally the triangulation method includes both 
qualitative and quantitative methods. In result the advantage is supported by the fact that the 
conclusions could be more reliable if data are collected by more than one method and from the 
perspective of more than one source. Besides that, source triangulation is also practised in the cross-
checking for consistency of the information derived at different times from different people and 
sources.  

A qualitative research strategy is used with more than one data source type to confirm the 
authenticity of each source. In addition primary data is collected through three interview stages in 
sequence and supported by secondary data guided by the research question. NVIVO is used to 
manage the qualitative analysis processes. Furthermore a Grounded theory strategy is followed to 
finally ground the theory. In addition to the qualitative research, a quantitative analysis is used to 
assist in the generalization of the findings through statistical analysis using both primary and 
secondary data that might seem relevant at the time.  

 

3.4. Methodology background 

3.4.1. Quantitative approach 
The entrepreneurial process is a dynamic, discontinuous change of state. In addition it involves 
numerous antecedent variables which are extremely sensitive to initial conditions. To build an 
algorithm for a physical system with those characteristics would be daunting to the most gifted 
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applied mathematician (Bygrave, 1993). Schumpeter (1934) pointed out; “the entrepreneur destroys 
that equilibrium with a perennial gale of creative destruction.” What’s more, that act of creative 
destruction is a sudden leap; it is a discontinuity. Thom (1968) remarked, “Nothing makes a 
mathematician more ill at ease than a discontinuity, because any usable quantitative model is based 
on the use of functions that are analytic and hence continuous.” (Bygrave, 1993).  
 
Furthermore the essence of entrepreneurship is the entrepreneur (Mitton, 1989). Therefore, a model 
of entrepreneurship must recognize the essence of human volition, “there is an essential non-
algorithmic aspect to the role of conscious action” (Penrose, 1989). It’s a discontinuity (as opposed 
to a smooth change). It’s holistic the components depend on one another to such a high degree that 
you cannot understand the whole process simply by examining each of its components separately 
(Bygrave, 1993). The quantitative approach is best used to test and further generalize the result, 
supportive to the formal analysis during the grounded theory process. 
 

3.4.2. Qualitative approach 
 
In studying people, their learning and their work, it is not only legitimate to adopt an interpretative 
social science methodology, but it is essential to find ways to "get in close" and to build deep 
understanding by involvement (Rae, 2000). Likewise the study of narratives (Bruner, 1990; 
Polkinghorne, 1991) has become a recognised approach in social science and has been described as 
the new "root metaphor" (Sarbin, 1986) for psychology (cited in Rae, 2000). Many researchers 
recommend for conducting interpretative research on entrepreneurial learning (Deakins, 1996; Gibb 
Dyer, 1994; Reuber and Fischer, 1993; Steyaert and Bouwen, 1997), Gartner (1989), who suggested 
that researchers should view entrepreneurship from a behavioural perspective in order to explore 
what entrepreneurs do to create organisations, has been to move away from studying "the 
entrepreneur" as an entity and towards a processual understanding of entrepreneurship (cited in Rae, 
2000). 

In this research we would like to measure and explore Entrepreneurial roles. The approach used in 
this research is one of social constructionism recommended by Burr (1995), which aims to 
understand entrepreneurial practices in a cultural context, through the use of language, narrative and 
discourse through roles. In doing this there is a conscious move slightly to the imitative approach 
which seeks to define measure and categorise entrepreneurial activity, but also towards an 
interpretative approach to social enquiry which aims to generate insight and understanding and 
useful rather than definitive theory.  

Moreover in the quest for "generalisable theory", it is also too easy to lose the value of the specific 
human experience. In this way, the voice of the entrepreneur has become disconnected from 
academic study through being lost in the statistical samples therefore explain the use of the 
qualitative driven research approach. 

3.5. Sampling 
 
The study´s sampling technique is chosen to best fit the thesis purpose. In the research a non-
probability sample technique is used. The non probability sample is where the probability of each 
case being selected from the total population is not known and it is impossible to answer research 
questions or address objectives require one to make statistical inferences about the characteristics of 
the population. One may still generalise from non-probability samples about the population, but not 
fully on statistical grounds (Saunders, 2007). 
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The Purposive sampling method is used to determine the research sample. The Purposive or 
judgemental sampling enables a researcher judgement to select cases that will best enable the 
researcher to answer the research questions and meet their objectives. This form of sampling may 
also be used by researchers adopting a grounded theory strategy as in the case of this study. The 
founding’s cannot be used to statically represent the total population (Saunders, 2007). 

The heterogeneous or maximum variation sampling method is used to collect data. The 
heterogeneous or maximum variation sampling enables one to collect data to describe and explain 
key themes that can be observed that contain cases that are completely different to a certain degree. 
This is selected to assure maximum variation to identify diverse characteristics prior to selecting the 
sample (Saunders, 2007). 

The heterogeneous or maximum variation sampling took place in South Africa because the country 
demonstrate two extreme cases on both end of the scale, namely the Old telecoms where we observe 
Telkom which did monopolized the industry until 1995, but trade in a free and open market. On the 
other end of the scale Vox Telecoms which represent the New Infocommunications category. 
Furthermore for generalization purposes we selected the two organizations with both heterogeneous 
and homogenous characteristics: Firstly, heterogeneous characteristics for maximum variation and 
accurate theory building to accommodate different organizational entities to answer the research 
questions and practical usability of the result and secondly homogenous classification characteristics 
to allow for a qualified comparison. The homogenous classification characteristics include facts that 
both organizations: are qualified samples within the telecom industry, are public listed companies on 
the JSE (Johannesburg Stock Exchange), and are registered telecommunication firms that share the 
same industry rules and regulations. Both organisations follow the Western business culture and 
management practises. Both organisations have British, European and American business influences.  

3.6. Data collection 

3.6.1. Secondary data 
 
The research includes an extensive amount of secondary data located and sourced to fit the study 
prerequisites. The secondary data mainly include documentary written material, multiple source time 
series based data and survey data based on ad hoc type surveys. The survey based secondary data 
refers to data collected using a survey strategy, usually by questionnaires that have already been 
analysed for their original purpose. In this study survey based secondary data will mostly include 
industry specific data, therefore select surveys that in which the industry type or organisation type 
can be identified (Saunders, 2007). The multiple source secondary data can be based entirely on 
documentation or surveys or the combination of the two. The main factor is that different data sets 
have been combined for the specific purpose prior to accessing the data (Saunders, 2007). 
 
The documentary secondary data include written materials in which include books, articles, journals, 
organisational notes, manuals and more. The documentary secondary data also include non written 
material such a audio recordings, video footages and other streaming material. 
 

3.6.2. Primary data 
 
In terms of obtaining primary data an interview approach is used. Additionally the study interviews 
all consist of a non standardised, one-to-one, face-to-face interview type. Through an exploratory 
study, an in depth interview is selected to find out what is happening and to seek new insights. The 
interviews are guided as a semi-structured interview to obtain a combination of open questions 
directed by instructions in particular situations to guide the interviewee (Saunders, 2007). Individuals 
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from the two telecommunication organizations in South Africa are selected. Among the individuals 
is CEO´s, MD´s; CIO´s, general managers, R&D developers, customer service team leaders and 
engineers. The sample is chosen to represent both the Old telecoms and Infocommunications 
organisations (Fransman, 1999) in the telecom industry. The interviews were recorder and transcript 
documented for coding purposes. 
 

3.7. Validity  
 
The validity is concerned with whether the findings are really about what they appear to be about. 
The validity can be minimized by a research design that build in an opportunity for a focus group or 
post interview after the exploration of primary and secondary data to make sure that what was said 
before is valid (Saunders, 2007). The threats to validity include customization of tactics cited in 
Saunders (2007): 

History: If the data collection includes product information on specified time which might influence 
a particular product range at that given moment it might obscure the data collected. This problem can 
be overcome to find out about post-product options or re-interview at a later time and evaluate 
changes. 

Testing: The interviewee might act differently during the interview and might think that the 
information might be used against him/her. Therefore ensuring the participant that the information is 
only used for research purpose might help. Also revalidate the findings against another interviewee 
in the exact same situation might help to establish differences. 

Mortality: Having backup participants might help to re-interview another individual in the same 
position to help minimize the occurrence of this problem. 

Maturation: Reducing the time difference between the 1st interview round and the 2nd interview 
validation round might help. 

Ambiguity about casual direction: An attitude evaluation among managerial suggestions to 
interviewee participants and re-evaluation might help to reduce misleading statements and detect the 
intention of certain opinions. 

 

3.8. Reliability 
 
The reliability refers to the extent to which the data collection techniques or analysis procedures will 
yield consistent findings. It can be assessed by posing the following three questions (Easterby-Smith 
et al. 2008). 
 
(1). Will the measure yield the same results on the other occasions? 
(2). Will similar observations be reached by other observers? 
(3). Is there transparency in how sense was made from the raw data? 
 
Robson (2002) asserts that there may be four threats to reliability.  

(1). Subject or participant error. 
(2). Subject or participant bias. 
(3). Observer error. 
(4). Observer bias.  
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The value of using non-standardised interviews is derived from the flexibility that one can use to 
explore the complexity of the topic. Therefore an attempt to ensure that qualitative, non standardised 
research can be replicated by other researchers would not be realistic or feasible without 
undermining the strength of this type of research. Notes can be kept during the research design, with 
reasons underpinning the choice of strategy, methods, and data obtained (Saunders, 2007). 
 

3.9. Generalization 
 
The first issue in regards to generalization concerns data quality issues relating to the semi-structured 
and in-depth interview. The concern was around the generalisability of using qualitative research, 
which was based on a small and possible unpresentative number of cases. This problem can be 
bridged by using a case with a wide enough range of different people and activities which are 
invariably examined so that the contrast with the interview sample is generalisable. Selecting for 
instance a sample organisation that represents a major part of the industry market could represent 
among the same characteristics of other organisations within the same industry of the same size. If 
the organisation is a national sample, one can argue that the generalization could be nationally 
generalisable and measured against countries with the same industry characteristics. 

The second concern (Bryman, 1988; Yin, 2003) in regards to the generalisability of qualitative 
research or a case related to this significance of this type of research would concern the theoretical 
propositions (cited in Saunders, 2007). If we are able to relate our research project to existing theory 
one will be able to demonstrate that the findings will have a broader theoretical significance than the 
case that forms the basis of our work alone (Marshall and Rossman, 1999). A clear relation can be 
formed which link the founding’s to existing theory. Therefore this relationship will allow the study 
to test the applicability of existing theory to the settings that the research is conducted within. This 
will allow for theoretical propositions to be advanced and tested in another context (cited in 
Saunders, 2007). 

 

4. Theory - Frame of Reference 
 

4.1. Abstract 
 

The thesis research question asks how entrepreneurship could contribute to the strategy process in 
the telecommunication industry. Theories guided by the primary data will be used to analyse and 
interpret the sample companies data, described in the Methodology chapter above. To understand the 
link between entrepreneurship and strategy we explore the subject of Strategic Entrepreneurship. 
Once the linkage of the subject fields is described we follow an exploration subject field namely 
Entrepreneurship and Strategy. The exploration process is executed by listing and use of traditional 
models and theories to measure both strategy and entrepreneurship independently.  
 
This chapter is mainly dedicated to explore and support the collection of primary data during the 
three interview phases guided by the empirical data (Interpretive method) and not the theory per say. 
The use of the theoretical models is used to support the analysis by providing efficient empirical data 
to answer the research questions, stated in the thesis Background. The three subordinate research 
questions will further guide the construction of the theoretical framework used during the data 
collection process.  
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A theoretical frame “Theory tree” (Figure.2) displayed below is used to map and serve as a guide of 
the theoretical framework representing the measures needed to best provide relevant data to finally 
support and answer the research questions listed in the Background chapter. In addition the theory 
tree consists of the combination of interrelated theories within the field of strategic entrepreneurship 
and spiralled upwards to a more detailed observation towards the independent and depended 
characteristics of entrepreneurship and strategy. The “Theory tree” is further supported by the 
Strategic Entrepreneurship theory of Ireland & Webb (2007) displayed in figure.3. 

 
Figure 2: Theoretical Frame (Theory Tree) 

 
 

4.2. Strategic Entrepreneurship 
 

Strategic Entrepreneurship is the integration of entrepreneurial (i.e., opportunity seeking actions) and 
strategic (i.e., advantage seeking actions) perspectives to design and implement entrepreneurial 
strategies (Hitt, 2002).  

Both entrepreneurship and strategic management research have contributed unique and valuable 
contributions to organization science. However, similar to some scholars, Ireland; Hitt & Sirmon 
(2003) believe that the two disciplines are often complementary mutually supportive. Meyer and 
Heppard (2000), for example, observed that the entrepreneurship and strategic management 
disciplines are inseparable, making it difficult to understand one’s field research findings without 
simultaneously studying the results reported in the other.  
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Organisations, therefore, create wealth by identifying opportunities in their external environments 
and then developing competitive advantages to exploit them (Hitt, Ireland, Camp, et al., 2001, 2002; 
Ireland et al., 2001). Based on this work, we conclude that strategic entrepreneurship results from the 
integration of entrepreneurship and strategic management knowledge. Hitt, Ireland, Camp, et al. 
(2002) and Ireland (2001) argued that Strategic Entrepreneurship involves taking entrepreneurial 
actions with strategic perspectives. Organisations are able to identify opportunities but incapable of 
exploiting them and do not realize their potential wealth creation, thus under rewarding stakeholders 
(Ireland; Hitt & Sirmon, 2003). 
 

 
Figure 3: Strategic entrepreneurship: A value-creating intersection between strategy and 

entrepreneurship (Ireland & Webb 2007). 
 
Defining the terms strategy and entrepreneurship is a useful start to become familiar with strategic 
entrepreneurship (Ireland & Webb, 2007). Figure.3, present some characteristics of strategy, 
entrepreneurship, and Strategic Entrepreneurship .As suggested in Figure.3, strategy is concerned 
with the organizations long term growth (Ghemawat, 2002). Organisation’s long term growth 
includes certain essentials which include monitoring the organisational scope, how resources are to 
be attained, managed and intended competitive advantage of competitors (Hofer & Schendel, 1978 
cited in Ireland & Webb 2007). The elements listed in Figure. 3 recommend that, in the most general 
sense, entrepreneurship is concerned with actions taken to create newness (Ireland et al., 2003). The 
newness also refers to actions framed around efforts to create new business units, to establish new 
business, or to renew existing businesses (Sharma & Chrisman, 1999). These descriptions propose, 
strategy and entrepreneurship are commodities of a collection of decisions made about various 
problems and phenomena (Miller & Ireland, 2005 cited in Ireland & Webb 2007). Strategic 
Entrepreneurship results in combining parts of strategy and entrepreneurship. The organization 
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unites the exploration-oriented attributes with exploitation oriented attributes to develop consistent 
streams of innovation and to remain technologically ahead of competitors. Therefore, Strategic 
Entrepreneurship is concerned with actions the firm intends to take to exploit the innovations that 
result from its efforts to continuously explore for innovation-based opportunities, therefore new 
organizational forms, new products, new processes. An ability to anticipate and then properly 
respond to environmental change is one of the important outcomes of effective Strategic 
Entrepreneurship. Furthermore, through Strategic Entrepreneurship, the organisation intends to rely 
on innovation and its exploitation as the source of sustainable competitive advantages and effective 
responses to continuous environmental changes (Ireland & Webb, 2007).  
 
Moreover to explore Strategic Entrepreneurship we aim to describe Entrepreneurship which includes 
entrepreneurship practised in the corporate setting and innovation theories. Furthermore we describe 
strategy which includes the environmental factors. The strategic use of entrepreneurship is further 
demonstrated through the theoretical framework in isolation as Entrepreneurship and Strategy which 
is ultimately connected by the strategic entrepreneurship theory supported by Ireland & Webb (2007) 
Figure.3.  
 

The first subordinate research question asks how entrepreneurship affects the corporate strategy in 
the telecom industry. This appeal for the use of measures connected to the field of entrepreneurship. 

 
In the attempt to answer the first subordinate research question it firstly calls for the exploration of 
traces of entrepreneurship through creating newness or organisational renewal and opportunity 
seeking behaviours (Ireland; Hitt & Sirmon, 2003) in the telecom industry. To be able to understand 
how entrepreneurship is interpreted in this phenomenon we first start by capturing the meaning of 
several entrepreneurship definitions. 

 

4.3. Entrepreneurship 
 

During the literature search of entrepreneurship definitions and theories we identify an evolutionary 
shift of entrepreneurship adapted through time to better describe the use of it in its current 
environment. Among these theories Schumpeter (1934) stated that entrepreneurship is seen as new 
combinations including the doing of new things or the doing of things that are already being done in 
a new way. New combinations include (1) introduction of new goods, (2) new method of production, 
(3) opening of a new market, (4) new source of supply, (5) new organization. Kirzner (1973) defined 
Entrepreneurship as the ability to perceive new opportunities this recognition and seizing of the 
opportunity will tend to “correct” the market and bring it back toward equilibrium. Drucker (1985) 
wrote that entrepreneurship is an act of innovation that involves endowing existing resources with 
new wealth-producing capacity. Stevenson, Roberts & Grousbeck (1985) explained entrepreneurship 
as the pursuit of an opportunity without concern for current resources or capabilities. Rumelt (1987) 
stated that entrepreneurship is the creation of new business, new business meaning that they do not 
exactly duplicate existing businesses but have some element of novelty. Low & MacMillan (1988) 
described entrepreneurship as the creation of new enterprise while Gartner (1988) rather explained 
entrepreneurship as the creation of organizations, but the process by which new organization come 
into existence. Timmons (1997) wrote that entrepreneurship is a way of thinking, reasoning, and 
acting that is opportunity obsessed, holistic in approach, and leadership balanced. Venkataraman 
(1997) stated that entrepreneurship research seeks to understand how opportunities are brought into 
existence in regards where future goods and services are discovered, created and exploited and by 
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whom, and with what consequences. Morris (1998) further explain that entrepreneurship is the 
process through which individuals and teams create value by bringing together unique packages of 
resources inputs to exploit opportunities in the environment. It can occur in any organizational 
context and results in a variety of possible outcomes, including new ventures, products, services, 
processes, markets, and technologies. Ultimately Sharma & Chrisman (1999) introduce 
entrepreneurship as encompasses acts of organizational creation, renewal or innovation that occur 
within or outside an existing organization. 

The definitions described more recently explain entrepreneurship in a higher degree of structure, 
with purpose of strategic intend. Entrepreneurship becomes a strategy rather than an occurrence of 
ambition. Morris’s (1998) explanation of entrepreneurship described and support entrepreneurship in 
the context of technology occurrences. This technology occurrences best describe entrepreneurship 
in the telecom industry.  

To further understand entrepreneurship practised through the use of technology we explore the 
concept known as Techno-entrepreneurship explained below as an entrepreneur enhanced by 
technology, information and technology marketing capabilities.  

 

4.3.1. Techno-Entrepreneurship 
 

Techno-entrepreneurship aims at creating and captures economic value through the exploration and 
exploitation of new technology-based solutions. A entrepreneur have to find their way in an existing 
world in order to recreate or create a new phenomenon where they will be able to reap the benefit of 
their idea or vision. The ability to recognize business opportunities is a skill of the entrepreneur. 
Entrepreneurs are able to anticipate and build a credible vision of the future business. Two series of 
parameters explain this ability: Firstly the willingness to bear uncertainty and specific cognitive 
abilities starting with alertness and secondly the opportunity recognition means both gathering 
knowledge and conceptualizing future business value (Therin, 2007). 

 
Technology enhanced entrepreneurs 

 
Further research contributions support the findings that the technology based entrepreneurs do 
practise entrepreneurship differently than the traditional entrepreneurship. Schumpeter (1934) 
differentiates between traditional capitalist who exploit existing resources and entrepreneur who 
engage in new activities. Technology-based entrepreneurship means that technology is at the core 
and origin of the new venture. Introducing technology to innovation and the scope of 
entrepreneurship brings more novelty, new eventualities related to R&D and assets as well as 
specific constraints and context. As soon as technology is involved, entrepreneurship consists in 
bringing important changes into the market to the traditional entrepreneur (Therin, 2007). 
 
Technology and the use of Information 

 
The technology based entrepreneur depends to a greater extend on the quality of information 
gathered and availability of such information. Most authors agree on information to be gathered, and 
information needs to match two dimensions of opportunity and are correlated to the level of 
perceived uncertainty: Firstly the Technological dimension in which most techno-entrepreneurs build 
on non-proven technologies and face specific technological risks. Secondly the technology-driven 
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new businesses most often build on technology development activities although this may be 
triggered by market needs. On the market dimension, techno-entrepreneurs have to match 
technological opportunities with market opportunities through the technology development process 
(Therin, 2007). 

 

Marketing of high-technology products 

 
The market conditions of the techno-entrepreneur are somehow different than traditional industry 
conditions. Furthermore the techno entrepreneur needs not only knowledge about the technology 
itself but needs to communicate and deliver or create the needs of the high technology market. The 
last two decades of the twentieth century witnessed a market growth in the use of specialized 
marketing techniques in high-tech industries (Davidow, 1988; Davies and Brush, 1997; Davis et al, 
2001; Easingwood and Koustelos, 2000). It is a clear that the marketing efforts of high-technology 
firms are as important as, if not more important than the reliance on state-of-the-art technology (cited 
in Traynor 2004). 
 
By understanding EO (Entrepreneurial Orientation) we are able to measure the traditional 
entrepreneurial activities involved in the sample companies therefore allow this research to capture 
the entrepreneurial opportunity seeking behaviours associated to the strategic entrepreneurship 
exploration.  
 

4.3.2. Entrepreneurial orientation 
 
Traditionally we measure all firm level entrepreneurship across all industries using the same 
measures. The following dimensions are rationally used to measure to what degree a firm practise 
entrepreneurship. Corporate Entrepreneurship is measured by the degree in which entrepreneurial 
orientation is practised which consists of five dimensions (Lumpkin, 1996). 

 

Autonomy 
 
Autonomy is the freedom granted to individuals and teams who can exercise their creativity and 
champion promising ideas that is needed for entrepreneurship to occur. Autonomy refers to the 
independent action of an individual or a team in bringing forth an idea or a vision and carrying it 
through to completion and being aware of emerging technologies and markets. Firms must actually 
grant autonomy and encourage organizational players to exercise it (Quinn, 1979). 
 
Innovativeness 
 
Innovation in an industry specific stance explore the general description of innovation describe by 
Lumpkin (1996). Innovation is a "creative destruction," by which wealth was created when existing 
market structures were disrupted by the introduction of new goods or services that shifted resources 
away from existing firms and caused new firms to grow. The key to this cycle of activity was 
entrepreneurship: the competitive entry of innovative "new combinations" that propelled the 
dynamic evolution of the economy (Schumpeter, 1934). Thus "innovativeness" became an important 
factor used to characterize entrepreneurship. 
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Risk taking 
 
Lumpkin (1996) explained the practise of risk as Strategic risk: (a) "venturing into the unknown," (b) 
"committing a relatively large portion of assets," and (c) "borrowing heavily". Presently, however, 
there is a well accepted and widely used scale based on Miller's (1983) approach to Entrepreneurship 
Orientation,  which measures risk taking at the firm level by asking managers about the firm's 
proclivity to engage in risky projects and managers' preferences for bold versus cautious acts to 
achieve firm objectives. He continuous to explain to measure a organizations tried-and-true paths or 
tendency to only support projects in which the expected returns were certain or not certain as a 
dimension to measure the ability to take risks. 
 
Proactiveness 
 
Lieberman and Montgomery (1988) emphasized the importance of first-mover advantage as the best 
strategy for capitalizing on a market opportunity (cited in Lumpkin, 1996). By exploiting 
asymmetries in the market-place, the first mover can capture unusually high profits and get a head 
start on establishing brand recognition. Miller and Friesen (1978) argued that the proactiveness of a 
firm's decisions is determined by the introducing of new products, technologies, administrative 
techniques. Proactiveness is used to depict a firm that is the quickest to innovate and first to 
introduce new products or services (cited in Lumpkin, 1996). 
 
Venkatraman (1989), suggested that proactiveness refers to processes aimed at anticipating and 
acting on future needs by "seeking new opportunities which may or may not be related to the present 
line of operations, introduction of new products and brands ahead of competition, strategically 
eliminating operations which are in the mature or declining stages of life cycle" (cited in Lumpkin, 
1996). Proactiveness refers to how a firm relates to market opportune-ties in the process of new 
entry. It does so by seizing initiative and acting opportunistically in order to "shape the 
environment," that is, to influence trends and, perhaps, even create demand. Passiveness (rather than 
reactivates), that is, indifference or an inability to seize opportunities or lead in the marketplace. 
Proactiveness has more to do with meeting demand (cited in Lumpkin, 1996). 
 
Competitive aggressiveness 
 
In contrast to Proactiveness, (Lumpkin, 1996) refers to how firms relate to competitors, that is, how 
firms respond to trends and demand that already exist in the marketplace. Competitive 
aggressiveness is about competing for demand. Chen and Hambrick (1995), stated that a firm should 
be both proactive and responsive in its environment in terms of technology and innovation, 
competition, customers, and so forth (cited in Lumpkin, 1996). 
 
Previous researchers have operationalized firm-level proactiveness. Covin (1990), for example, 
asked managers if they adopted a very competitive 'undo-the-competitors' posture or preferred to 
"live-and-let-live." Activities aimed at overcoming rivals may include, for example, setting 
ambitious market share goals and taking bold steps to achieve them, such as cutting prices and 
sacrificing profits (Venkatraman, 1989) or spending aggressively compared to competitors on 
marketing, product service and quality, or manufacturing capacity (MacMillan & Day, 1987) 
 
 
   
The studies of entrepreneurship and orientation itself are not sufficient for the study purpose. A 
deeper understanding is needed of the use of entrepreneurial trades within the corporate setting. 
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Therefore we further elaborate to Corporate Entrepreneurship in the attempt to explore organisational 
renewal, creating newness and creating units through managerial practises. 
 

4.3.3. Corporate entrepreneurship 
 
Miller (1983) has provided a useful starting point to define corporate entrepreneurship. He suggested 
that an entrepreneurial firm is one that "engages in product market innovation, undertakes somewhat 
risky ventures, and is first to come up with 'proactive' innovations, beating competitors to the punch". 
Accordingly, he used the dimensions of “innovativeness," "risk taking," and "proactiveness" to 
characterize and test entrepreneurship. Implementation of corporate entrepreneurship strategies is 
important and can play a major role in the success or lack thereof to efforts which produce 
innovation in firms (Hitt et al, 1999). Furthermore we explore that corporate entrepreneurship is 
mainly exercised through management, and incorporate through the behaviour aspects of 
management therefore we continuous by discussing entrepreneurial management. 

 

Entrepreneurial Management  
 
Entrepreneurial management is defined as the ability to lead and manage larger entrepreneurial 
organisation which is about encouraging opportunity seeking and innovation in a systematic manner 
throughout the organization, always questioning the established order, seeking ways to improve and 
create competitive advantage. Entrepreneurial management is about creating and managing an 
entrepreneurial architecture – the network of relational contacts within, or around, an organisation, 
its employees, suppliers, customers and networks (Burns, 2005).  

 

Entrepreneurial architecture 
 
To further support the entrepreneurial management traits we recognise the setting or entrepreneurial 
architecture to further cultivate entrepreneurship behaviours and managerial effort. The 
Entrepreneurial architecture creates within an organisation is the knowledge and routines that allow 
it to respond flexibility to change and opportunity in the way the entrepreneur does. According to 
Burns (2005) it is considered to be a very real and valuable asset to sustain and improve competitive 
advantage. The Entrepreneurial architecture is described as a strategic architecture that is sufficiently 
detailed to provide guidance about how it can be achieved, but not so prescriptive as to become 
constraining. Indeed one of the paradoxes of this architecture is that it cannot be prescriptive but it 
evolves and develops (Burns, 2005).  

 

 

The second subordinate research question asks how innovation practiced through technology is 
different from traditional product innovation in terms of strategic use in the telecom industry.  

This question emphasise the use of models related to strategy formulation, innovation in the high 
technology industry and product development itself. The concept of strategy supports both the first 
and the second subordinate research questions. The concept of strategy is related to strategic 
entrepreneurship elements by designing the firm´s scope, managing the firm´s resources, developing 
the competitive advantages and advantage seeking behaviours (Ireland; Hitt & Sirmon, 2003). 
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4.3.4. Innovation 
 

Innovation according to Schumpeter (1934) is an effort made by one or more people who produce an 
economic gain, either by reducing costs or by creating extra income. Innovation can thus be: First, a 
new product, second a new production process, thirdly a new organisational or managerial structure 
or, finally a new type of marketing or overall behaviour on the market (Sundbo, 1998).  

When we measure entrepreneurial orientation we recognize innovation as one of the dimensions 
(Lumpkin, 1996). In terms of innovation we identify several classifications of the practise of 
innovative attempts to realize a competitive edge in the telecom industry. There are numerous 
methods by which to classify innovations (Downs & Mohr, 1976), but perhaps the most useful 
distinction is between product-market innovation and technological innovation. Technological 
innovativeness consists primarily of product and process development, engineering, research, and an 
emphasis on technical expertise and industry knowledge (Cooper, 1971; Maidique & Patch, 1982). 
In our research we emphasize the use of technology through innovation as a major contributor. The 
telecommunications industry is the most dynamic industry among those subject to sector specific 
regulation. Dynamic industries are characterized by a high speed of innovation. Further we identify 
two types of innovation, namely innovation for new services and innovation for alternative network 
infrastructures, underlie competition in the telecommunications industry (Bourreau, 2006).  

 

Product development is also well aligned with the use and measure of innovation performance but 
more focused on the actual product or service which imposes direct interest to the consumers from a 
strategic standpoint where innovation is more affiliated to those of entrepreneurial standpoint. 
Therefore to be able to measure innovation we need to discuss Product Development. 

 

4.3.5. Product Development 
 

Product development is further described as a continuous flow of new products, which is the 
lifeblood or firms that hope to remain competitive in high-technology industries such as 
telecommunications. Today the telecom industry is faced with a rapidly shrinking product life cycle. 
The competitive environment for most firms has been transformed by global competition, rapid 
changes in technology, and shorter product life cycles (Ali, 1994: Bettis & Hitt, 1995: Quinn, 2000). 
The average life cycle of the products in the telecom industry has reduced to less than a year 
(Chakrabarti, 2002). The diversity of communication standards across the globe and rapid changes in 
the standards with the evolution of technology is exacerbating the uncertainty and complexity of new 
products. 
 
NPD (new product development) strategy and its corporate goals and capabilities are further 
described through R&D teams which are more important for first-to-market firms than they are for 
fast followers and late entrants. An R&D team provides the technical skills necessary for playing the 
role of the pioneer (Barczak, 1995). The problems of product development in a dynamic industry 
like, telecommunication can be explained in terms of newness of the technology, customers and 
trajectory of the technology development. Classical models of product development assume the 
process to be a linear one, although the process of technology development differs with these 
parameters. The role of the company changes with the novelty of the technology and novelty of the 
market. In cases of new technology intended for an existing or realized market, the firm has a 
dominating role (Chakrabarti, 2002). 
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Leonard-Barton (1995) presents the process of technology development which differs in parameters 
of newness versus exiting and new customers displayed in figure.4 below. 
 

 

Figure 4: Product Development Processes Reference: Leonard Barton (1995) 

There are many different processes for product and technology development. The role of the 
company changes with the novelty of the technology and novelty of the market. In cases of new 
technology intended for an existing market, the firm has a dominating role. Customers take an 
increasingly important new role in situations where existing technology is modified for new 
applications. In this figure.4 the top right quadrant represents the process where market and 
technology evolve in a symbiotic way. The rapid development of the telecommunication industry, 
particularly in the mobile communication area is representative of this phenomenon (Chakrabarti, 
2002). 

 

 

4.4. Strategy 
 

The word strategy has been used implicitly in different ways (Bowman and Kakabadse, 1997; 
Mintzberg and Quinn, 1998). The term strategy has been conceptualized in diverse forms according 
to the parent social discipline (Montzberg, 1994; Marsh, 1999). The concept of strategy in business 
and management has been derived and analogous to that in war.  

Strategy is viewed from four perspectives: Classical, Processual, Evolutionary and Systemic. The 
classical school confidently prescribes a rational and sequential approach offered as a universal form. 
The Evolutionary and Processual approaches are more cautious, each sceptical of the strategists 
capacity to direct strategy in this rational hierarchical way, And a system theorists take a more 
relativists stance insisting that both ends and means of strategy depends on the character of 
prevailing social systems (Whittington, 1993). 
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Figure 5: Four perspectives on strategy 

 

4.4.1. Generic strategies 
 
Porter (1985) suggested that each of the generic strategies involves a fundamentally different route to 
competitive advantage, combining choice about the type of competitive advantage sought with the 
scope of the strategic targets in which competitive advantage is achieved. 

Cost Leadership: This assumes that, cost can be reduced, for example through economics of scale 
and this is important to customers. 

Differentiation: This is where forms set out to be unique in the industry align some dimension that is 
widely valued by customers, and developing a unique selling proposition. 

Focus: Where the firm focuses on a narrow target market segment combined with either of the other 
strategies. If the firm adopts a strategy of focused differentiation it is aimed at a niche market.  The 
firm can also adopt a focused cost leadership, where concentrating on certain market segments offers 
cost advantages (Porter, 1985). 

 

Figure 6: Porters Generic Strategies 
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4.4.2. Competitive Forces  
 

The Five Forces model of Porter is a strategy tool to scan the external environment in relation to an 
organization within a specific industry. This business strategy tool is used to make an analysis of the 
attractiveness or value of an industry structure or determine the strategic placement of external forces 
(Porter, 2008).  

The five fundamental competitive forces: 

1. Entry of competitors. The degree of ease or difficulty for new entrants to start competing 
therefore which barriers does exist. 

2. Threat of substitutes. The degree of ease or difficulty for a product or service to be submitted 
instead of existed products. 

3. Bargaining power of buyers. How strong is the position of buyers? Is it a pull or a push 
market? 

4. Bargaining power of suppliers. How strong is the position of suppliers? Do many potential 
suppliers exist or are there a few potential suppliers witch practise a monopoly in the market. 

5. Rivalry among the existing players. Is there a strong competition between existing players? Is 
one player very dominant or are all equal in strength and size (Porter, 2008). 

 

Figure 7: Five Competitive Forces 

 

Besides the organisations strategic planning process, it is also important to be able to manage and 
communicate the organisational strategy. This is practised through strategic management forming 
part of the strategic theory described above. 

 

Strategic Management 

Strategic management is that set of managerial decisions and actions that determines the long term 
performance of a corporation (Wheelen and Hunger, 1998) and include environmental scanning 
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(both internal and external), strategy formulation (strategic or long range planning), strategy 
implementation, and evaluation and control. The study of strategic management is focused on the 
monitoring and evaluation of external opportunities and threats in light of a corporation strengths and 
weaknesses (Karami, 2007). 

 

The third subordinate research question prompt to measure the relationship among suppliers and 
competitors and how these entities compete in the telecom environment?  

 

The telecommunication environmental measures are further explored to assist to capture the 
environmental elements connected to strategic entrepreneurship. In our study we use theories to 
further investigate how the environmental elements help organizations by developing competitive 
advantage, balancing exploration and exploitation and understanding how organization are placed to 
the continuous stream of innovation (Ireland; Hitt & Sirmon, 2003). 

 

 

4.4.3. Telecommunication Environment 
.  

In the rapidly evolving telecommunications sector, the traditional networks of firms are changing. 
Existing focal networks with a strong power imbalance towards the operators can be expected to be 
replaced. What form this replacement can hardly be predicted in an environment in which the 
technological basis is changing (Kiel, 1997). Therefore we realize that the rules of organizations in 
telecoms industry with high dependency on technology and R&D are different, and might need a 
different approach more specified and aligned with the industry factors. 

Figure.8 describes the innovation system in the Infocommunications industry which differs 
fundamentally from that in the Old Telecoms Industry. To begin with, in the Infocommunications 
Industry the innovation system is open in the sense that virtually anyone can create innovations 
within the industry. In marked contrast, in the Old Telecoms Industry the innovation process was 
open only to the monopoly network operator and its favoured suppliers. The barriers to entry into the 
innovation system (i.e. the barriers constraining individuals or firms from becoming innovators) in 
the Infocommunications Industry is low. Entry is greatly facilitated by the fact that there is dispread 
common knowledge of the main operating systems, software languages and protocols that are used in 
the various layers of the industry (Fransman, 1999). 
 

 
Figure 8: The Innovation system of Infocommunications and the Old Telecoms Industry 
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4.4.4. Exploration and exploitation. 
 
The organizational learning literature makes a distinction between the exploration of new 
possibilities and the exploitation of old certainties (Levinthal and March, 1993; Schumpter, 1968). 
Exploration includes terms such as search, variation, risk taking, experimentation, play, flexibility, 
and discovery. Exploration activities involve second-order learning, resulting from the realization 
that certain experiences cannot be interrupted within the current belief system (Watzlawick et al, 
1975; Hedberg et al, 1976; Argyris and Schon, 1978). The exploitation processes refer to those 
activities and investment committed to gaining returns from new product or services through the 
building of efficient business systems for full scale operations (March, 1991; Choi and Shepherd, 
2004). Exploitation include terms such refinement, reengineering, production, efficiency, selection, 
implementation and execution. Exploitation involves first-order learning, gaining a competence in a 
well-defined activity, routine or technology (cited in Therin, 2007). 

 
The next chapter describe how the research methods are used to carry out this thesis research. The 
method procedure is explained and abbreviated through steps.  
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5. Method  

5.1. Interpretation  
 

This study follows the interpretivist paradigm in management studies described by Burrell (1979), 
aiming to generate an understanding of a phenomena (Alvesson, 2000), through a close study of 
managerial behaviours limited to an industry (Hatch, 1997). This is to capture emotions, managerial 
activities and practises, relationships and interaction between members to ultimately identify 
entrepreneurial and strategic roles. The focus of the study is conducted during a stable state where 
two organizations are competing in the same telecommunication industry. The data collection 
procedures and arrangements will be described throughout this chapter. 

 

5.2. Data collection 
 

5.2.1. Primary data collection 
 

The interview processes were conducted in three different phases, during January 2010 
(Interview phase1) to determine the organisations entrepreneurial behaviours, (Interview phase2) 
to capture and discuss the organisations yearly strategic planning and March 2010 (Interview 
phase3) to capture the strategizing and strategic entrepreneurship roles and activities. 

 

Figure 9: Interview Theory mapping 
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The thesis study is performed by using a mixed method, mainly driven by a qualitative approach and 
further supported and generalised by the use of a quantitative approach. The qualitative methods 
were conducted by collection of mainly primary data. One researcher was present at the interviews 
with a basic set of questions to guide the semi in-depth interviews. All interviews were audio 
reordered, documented through transcripts and prepared for GT coding and analysis. Key individuals 
were selected by the organisational senior management team to best represent the different 
departments or persons describe in the research proposal.  

The interviewees include individuals with different work roles for sufficient heterogeneous variation. 
The individuals were encouraged to provide their own spontaneous and unique reflections on the 
interview questions to allow for a differentiated spectrum of answers, explanations, experiences and 
point of view to capture behaviours between departments. Furthermore the interviewees were also 
selected to capture formal responsibilities to suffice generalisability concerns and correlate 
homogenous characteristic qualification between Telkom and Vox telecom. The individual selection 
qualification can be described with individual responsibilities which are; in charge of operations, in 
charge of data (the Group CCO) or in charge of wholesale voice, the MD or an equivalent position, 
those individuals responsible for the organizational strategy (CIO) and R&D management. In total 
there were 26 audio recorded semi in-depth interviews and four distance telephone discussions. Each 
person was interviewed for an average of a total of 90 minutes (30 min per interview phase) to allow 
participates to discuss certain areas as thoroughly as they feel fit.  

The interview process existed out of three parts. Each part existed out of ten interviews with five 
different interview participants for each sample organization. The first interview was delivered in the 
form of 20 questions listed in the appendix as the Traditional Entrepreneurial activities. This phase of 
the interview process was formulated to capture the traditional entrepreneurial orientation activities, 
product development and R&D information listed as interview1 (Figure.9). In the attempt to capture 
the classical organisational strategy describe by Whittington (1993), a second interview phase were 
conducted listed in the appendix as the Strategy formulation interview where traditional strategic 
models were used to capture the organisational formal strategic plan, listed as interview2 (Figure.9). 
The third interview phase was conducted in March 2010, after the formulation of the Telepreneur 
Framework (Chapter 7). The interview was executed to test the Telepreneur Framework and the 
practical use thereof. The interview phase three included 30 questions listed in the appendix as the 
Telepreneur Framework and listed as interview3 (Figure.9).  

The interview questions phase1 was constructed and derived from standard questions to measure 
New product development derived from Barczak (1995) and Entrepreneurial orientation Lumpkin 
(1996). Interview phase2 questions are based on Porters (2008) five forces, Porters (1985) generic 
strategies and Ansoff (1965) SWOT analysis. The questions in the interview phase3 are all based on 
the theoretical models displayed in the Telepreneur framework chapter 7. 
 

5.2.2. Secondary data collection 
 
Locating secondary data were mainly performed through searching library databases, related journal 
recommendations, field related newspapers, magazine and internet searches. An appointment with 
the local librarian also helped to track down those more difficult and rare documentation specific to 
the telecommunication industry. Key words were formulated based on the theoretical study field, the 
industry specific stance. The keywords we used include words as listed below (Table 1). 
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Domain Search  Keywords

Theoretical study field Strategic Entrepreneurship
   Strategy 
   Entrepreneurship
   Innovation
   Exploration
   Exploitation
   Knowledge management
   Corporate Entrepreneurship
   Entrepreneurial Orientation
   Product Development
   Research and Development
     
Industry   Telecommunication Industry
   Telecom environment
   Telecom 
   Telecom internal processes
   Industry studies
     
Technology   VOIP (Voice over IP)
   ISP (Internet Service Provider)
   Switching technology
     
Mix  A combination of the above terms
   Innovation through technology
   Technovation etc..

Table 1: Keyword Search table 

 

5.2.3. Quantitative Secondary data 
 

The quantitative approach mainly exists out of the use of secondary survey data.  The secondary 
survey data is used to further test and generalize the contributed theoretical models (Telepreneur 
framework). The survey data used in this thesis is acquired from different qualified credible sources. 

The first collection of secondary survey data is accessed from the UK´s department for innovation 
namely the BERR (Department for Business Enterprise & Regulatory Reform). The 2008 R&D 
scoreboard contains sector specific summary data that makes it easier for the purpose of this thesis. 
The summary focuses on those firms classified as part of the fixed line telecommunications sector. 
Although the name of the secondary survey might suggests that it only include telecommunication 
operators that offer fixed line services, but in actual fact include companies with a mixture of 
differentiated service focuses including fixed voice, broadband, mobile, Pay-TV and IT services 
related to the telecommunication industry. This summary excludes the mobile communications 
sector (BERR, 2009).  
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The second set of secondary data is also accessed from the UK´s department for innovation, the 
BERR.  The secondary data include selected organisations listed in the dataset known as: “the 
Ranking´s of the top 850 UK companies” sorted by R&D investment 2007/8 and classified as 
organisations within the telecommunication industry sector. This secondary data is further described 
as a scorecard. The Scoreboard is an international league table of the companies investing most in 
R&D. It is designed as a benchmarking tool for companies, researchers and policymakers. Sixteen 
leading business and professional organisations endorse the scoreboard as a source of information for 
their companies and their shareholders when considering the amount invested in R&D as part of their 
innovation process and business strategy. Furthermore, a list of the endorsers is available in the 
inside back cover. The report summarises the latest data on investment in R&D and financial 
performance of the 850 most active UK companies (including foreign-owned companies) whose 
R&D is conducted and reported in the UK850. Additionally to the UK rankings the BERR data also 
include an extended dataset of the 1,400 most active global companies in R&D. The scoreboard 
highlights the main trends discernible in the UK and extended globally (BERR, 2008). 

In the research a database was compiled containing the extracted data from both sets of surveys from 
2008 R&D scoreboard (BERR, 2009) and the organisations classified to belong to the 
telecommunication sector listed in the ranking of the top 850 UK companies by R&D investment 
within industry sector R&D investment 2007/8 (BERR, 2008). This database was compiled to cover 
the telecommunication industry in general which include the fixed line and mobile communications 
sector. The simplified version of this data is compiled into a table (database) in the appendix Table 
16: R&D (2008) Expenditure Table and further summarised in Chapter 8 (Cycle 3) as Table 14: 
R&D (2008) Expenditure Summary. 

The third set of survey data is accessed from the Business Week's 2009 ranking of the World's 25 
Most Innovative Companies which is conducted by the BCG (Boston Consulting Group) survey. In 
December 2008, BCG sent its 20-question poll to senior executives around the globe. The 2,700 
respondents, who answered anonymously, were asked to name corporations that consistently offer 
inventive products, customer experiences, business models, or processes. The votes of executives 
who chose their own employers were disqualified (Reena, 2010). BCG then factored in the financial 
performance of the top vote-getters. The final list weighted the survey results 80%, stock returns 
10%, and three-year revenue and margin growth 5% each. In the case of privately held companies, 
BusinessWeek used metrics equal to industry performance to compare financial data (Reena, 2010). 
This data represents Table 2: Business Week most innovative Telecoms companies 2009. 

 

5.3. Methodological procedure 
 

In the study analysis, a qualitative approach is used with the Interpretivist theory for interpretation 
(sense making) of empirical observations. Furthermore, the data collection is practised by collecting 
primary data via purposive semi structure interviews and secondary data collection. An adaptive GT 
(grounded theory) is used to analyze the data by means of a technique of induction which use open, 
axial and selective coding to lead the developed theory. The GT method is described in the 
Methodology Chapter 3. Moreover the adaptive GT method are well suited to support the 
fundamental principle for conducting interpretive field research, that of the hermeneutic circle. 
Consequently the thesis result is tested through a triangulation strategy and thereafter use a 
quantitative method to generalize the founding’s further demonstrated in (Figure.10) below. 
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Figure 10: Research method procedure. 

 
 
A methodological procedure was used to conduct the research. The procedure (Figure.10) include a 
systematic approach in which was consistently followed through the use of the adapted GT as the 
research method and approach within an overall interpretive philosophy. An overall 18 Steps 
(Table.2) were conducted to complete the research procedure displayed above (Figure.10). 

  

   Step name  Description

Step1   Data  Collection 
preparation 

This step  is mainly  for preparing  the  interview questions 
based on the research questions. 

Step2 
Collect  Primary  data, 
Semi  Structured 
interview 

 Collect  primary  data  through  interview  phase1  and 
phase2. 

Step3  Grounded Theory 

Here  the  open  coding  is  used  to  disaggregate  the  data 
and  sort  the primary  information  from different primary 
data sources. The aim is to perform the first level of open 
coding  to  capture  the meaning of each  reply. The  codes 
are displayed in the appendix (Open Nodes). 

Step4  Data  Collection 
preparation 

Prepare and use  the open codes  in  the GT  to determine 
the  themes and  scope of  the data collection. Create  the 
theoretical framework. 

Step5  Collect Secondary data 
Collect secondary data according to the theoretical frame.
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Step6  Grounded Theory 

With  the  help  of  the  theoretical  frame  and  secondary 
data  a behavioural  comparison between  the  theory  and 
primary data is established. Themes and relationships are 
identified among the data to perform Axial coding.  

Step7  Data  Collection, 
Secondary data 

An  iterative process  is used  to  further  collect  secondary 
data  to explain and  support  the new  found  themes and 
relationships  during  the  axial  coding.  The  codes  are 
displayed in the appendix (Axial Nodes). 

Step8  Grounded Theory 
The  themes  and  relationships  during  the  axial  coding  is 
further simplified and retested to create a more accurate 
abstraction of the content.  

Step9   Iteration 
Step  7  and  Step  8  is  repeated  until  no  further 
simplification is possible. 

Step10  Grounded Theory 

The  process  of  selective  coding  is  followed  to  integrate 
categories  to  produce  a  theoretical  framework  and 
models.  The  codes  are  displayed  in  the  appendix 
(Selective Coding ‐Sub Domain). 

Step11  Theory Development 
The  Telepreneur  framework  is  created  according  to  the 
content and guidance of the selective codes. 

Step12  Testing preparation 
The  Telepreneur  framework  is  prepared  in  the  form  of 
questions to test the practical use of the concept. 

Step13  Primary  data,  Semi 
Structured interview 

Primary data is recorded in the interviews phase 3 where 
the same participants are questioned about the practical 
use of the Telepreneur Framework. 

Step14  Grounded Theory,  

The process of selective coding  is continued  to  integrate 
and  further refine categories. The codes are displayed  in 
the appendix (Selective Coding      Domain). 

Step15  Theory Development 
The  Telepreneur  framework  is  improved  and  adjusted 
according  to  the  primary  data  results  and  updated 
selective codes and content. 

Step16  Testing 

The  Telepreneur  frame  is  further  tested  through  the 
application  of  quantitative  secondary  survey  data.  This 
test  is  performed  to  determine  the  applicability  of  the 
Telepreneur  frame  and  result.  Furthermore  to  test  to 
what extend the frame can be generalized. 

Step17  Theory Development 
The  theory  is  further  supported  and  explained  through 
the result of the generalization test and findings. 

Step18  Final Conclusion 
A  final  theory  is  grounded  and  discussed  during  the 
conclusion. 

Table 3: Methodological Steps 
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The following chapters will present the results and analysis of the research. The chapters are 
intertwined and progress through three cycles, due to the nature of the interpretive research design 
and therefore do not depict on a clear separation boarder between the result and analysis chapters 
(Rowlands, 2005). 

Chapter 6 demonstrates the analysis and result of the primary data which was gathered during the 1st 
cycle. Cycle 1 is further described as the cycle which includes the analysis and results of the 
interview phase1 and phase 2. This result mainly describes the telecom industry through the scope of 
the two organisations in our sample, namely Telkom and Vox telecom. 

Chapter 7 demonstrates the analysis and results of Cycle 2. The 2nd Cycle is further described as the 
thesis knowledge contribution. The result is displayed and demonstrated in this chapter as the 
Telepreneur framework.  

Chapter 8 represent the testing of the formulated framework. This chapter represent the 3rd Cycle in 
which describes the testing of the Telepreneur Frame. The testing is conducted through evaluating 
the Telepreneur Framework in the telecom industry known as the 3rd interview. The testing processes 
continuous by the use of the two sets of survey data, therefore quantitatively testing the contributed 
result against universal industry data to further generalize the Telepreneur frame.   
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6. Case analysis (Cycle 1) 

6.1. Abstract 
 
In this chapter an explorative analysis is conducted within the scope of this study aligned with the 
purpose to explore the direction set by the research questions within the telecommunication industry. 
The exploration consists of the observation of the two sample companies, namely Telkom and Vox 
telecom as primary data and supported by the theoretical framework in an iterative fashion to explore 
the secondary data. The primary interview data were used to guide the collection of the secondary 
data to further explore the data through grounded theory. The result were grounded in existing theory 
if the founding’s in practise were applicable and therefore further matched by themes through the 
identification of relationships in the data.  
 
The Theory themes and domain mapping (Figure.11) is used to guide and explore the relations 
between the data and resulted predications of the coding process (GT). Finally the chapter is mainly 
divided in three domains: the Innovation domain derived from both fields of strategy and 
entrepreneurship; Environmental domain derived mainly from the strategy field and the Corporate 
Orientation domain derived from the entrepreneurial theoretical field (Figure 11). 
 
The thesis analysis and result is carried out through the adapted GT research process. In addition the 
coding is structured in a process of open, axial and selective coding. Furthermore the coding 
summary is displayed in the appendix (Table.17) which is the last chapter of this thesis. 

 
  

Figure 11: Theory themes and domain mapping. 
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6.2. Vox Telecom 
 

Vox telecom is a leading alternative, independent telecom operator, providing voice and data 
services to the Southern African market. The Group competes through its primary brand, namely 
Vox telecom which includes Vox Datapro, @lantic, Vox Exchange, Vox Orion and Vox Telepreneur 
and has offices in Johannesburg, Pretoria, Durban, Cape Town and Port Elizabeth as well as in 
Windhoek, Namibia. Vox telecom is a listed company trading on the Alternative Exchange (AltX), a 
division of the JSE stock exchange (Vox, 2009). 

Vox telecom is a leading telecommunications service provider, which is focused on providing 
internet connectivity and converged Internet Protocol (IP) services to business customers. 
Established in 1997, Vox Datapro's practical connectivity solutions are designed around specific 
business needs and priorities, helping to support mission-critical communications. Vox Datapro 
delivers all connectivity solutions via a world-class infrastructure. Service Level Agreements ensure 
peace-of-mind, with a 24-hour help-desk fully supporting and monitoring services. Vox telecoms 
elaborate on their customer critical focus to ensure timeouts and continuous service delivery to all 
customers, regardless of size (Vox, 2009). 

Vox Telepreneur is a new initiative within the group and is aimed at consumers and small to medium 
enterprises. The business model and strategic success of Vox Telepreneur, depends on harnessing the 
entrepreneurial spirit of South Africans. The deregulation of the South African telecommunication 
sector, a formerly protected and highly regulated market, has created the ideal opportunity for a 
consumer initiative to be launched. Vox Telepreneur is geared to empower any and all South 
Africans to endorse telecommunications products and services through their own social networks, 
and in return have the opportunity to not only save on their telephony costs, but also to earn annuity 
income (Vox, 2009). 

 

6.3. Telkom 
 

Telkom is an integrated communications service provider offering bundled voice, data, broadband 
and internet services with its service offerings expanded to business and residential customers. 
Telkom is Africa's largest integrated communications company, providing integrated 
communications solutions to an entire range of customers (Telkom, 2009).  

Telkom was started eighteen years ago and is essentially a South African telephone company. Then, 
as the country underwent profound transformation, so did Telkom. Telkom was listed on the New 
York Stock Exchange on March 2003 and the JSE stock exchange. In February 2007, they made 
their first acquisition outside South Africa, namely Africa Online, which was the largest Pan-African 
Internet Service Provider in Sub-Saharan Africa. As competition had intensified in South Africa 
Telkom realigned their business strategy. They seek to focus and differentiate themselves from 
competitors by providing basic voice, data connectivity and fully converged Internet services 
(Telkom, 2009). 

Telkom’s core strategy is to defend and grow profitable revenue, while managing costs. Telkom seek 
to defend profitable revenue by providing solutions that meet the needs of the consumer, business 
and wholesale customers. Telkom pursue growth of profitable revenue through fixed-wireless and 
mobile data services, broadband services and converged services both in South Africa and 
internationally. Telkom seek to grow through partnerships and acquisitions, while managing costs 
(Telkom, 2009). 
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Further on we will discuss the empirical information derived from the interviews through the three 
domains: Coded as the Corporate Orientation, Environmental and Innovation domain  

 

6.4. Corporate Orientation Domain 
 

Themes and relations among the data are established within the Corporate Orientation domain and 
include axial “tree nodes” such as competition, entrepreneurship theories, encouragement practises, 
entrepreneurial practises, knowledge and innovation. In terms of the Corporate Orientation domain 
data were mainly collected as primary data (interviews phase1 and phase2) and later tested and 
combined with the secondary theory.  

 

6.4.1. Entrepreneurial Orientation 
 
To demonstrate and measure corporate entrepreneurship practiced by Vox telecom and Telkom we 
apply the EO model (Lumpkin, 1996) within the interview questionnaire. The 1st interview phase 
includes questions to evaluate the five EO dimension, namely: Autonomy, Innovativeness, Risk 
Taking, Proactiveness and Competitive aggressiveness. 

The Autonomy was measured to the extent to which employees are encouraged in sharing ideas and 
communicating opportunities. In the interview the respondents motivated their answers. Respondents 
had to argue in which way the organization support autonomy in terms of products that was been 
launched due to autonomy, percentage of working hours allowed to discuss ideas or similar 
activities.  

(Vox telecom, Personal communication, 2010-01-06) “At Vox new ideas is generated through an 
incentive scheme. The idea champion drives the new service or product and makes sure things 
happen. The champion negotiates resources to ensure the idea will work. This allows Vox to not 
become static. It keeps the small business feeling flowing. The champion drive the idea, otherwise it 
might just get lost in transition. The champion is rewarded according to the KPI´s (Key performance 
indicators). The word is out at Vox, champions make it happen here! Our objective is to deliver 
voice services, and any other services or products to fix the customer problems or needs. The ideas 
could also be a unique solution for specific group of customers. In terms of the new developments, 
we make sure the individual (champion) have time to develop the new idea” In the study Vox 
telecom show a high degree of autonomy supported by an Ad-hocracy governance structure. 

(Telkom, Personal communication, 2010-01-07) “.Telkom has a section called Technical Product 
Development, whose sole task is to develop the technicalities around all products already determined 
to be viable.  Product Management spends probably about 50% of their time on new product/product 
enhancement / expansion development.  Autonomy is definitely encouraged as far as it is possible to 
do things without involving other sections and then solely for assistance in related matters and not 
for control.” 

 

Innovation was measured in the interview in terms of product market innovation efforts in the 
organization, the willingness of the organization to discard old beliefs and explore new alternatives. 
This also includes questions in which the organization valued and rewarded experimentation. 
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(Vox telecom, Personal communication, 2010-01-06) “Vox is innovative in many ways, through our 
inbound revenue shares per example, a revolutionary idea in the telecom space, unique by itself the 
multilevel marketing concept where a dealer can resell and profit from their dealers below them. 
Product marketing innovativeness is practiced through technology like line bonding. If we cannot 
acquire it by just buying the platform we have to create it ourselves. We show willingness to change 
in the case where Vox Orion (sister company) used a traditional voice business model and knew even 
though it’s the way to go today they will fit in with the Vox vision of voice services (unproven 
business model) and later realized the benefits after the change.” 

(Telkom, Personal communication, 2010-01-07) “I can however say that we are constantly busy with 
the creation of new products, the upgrading / enhancement of current products and the termination of 
old outdated products.  As such, it involves technical upgrades of platforms, the design of products to 
run off these platforms, market research is regularly done (Telkom very often employ the services of 
outside companies for market research)...Telkom employs the services of an internal department, 
looking at company strategy, new technologies, how it will fit into the strategy, how it will 
interface/integrate with technologies currently used by the company… In regards to the 
experimentation with different products, I would say no.  A products has to be proven viable.. We 
have a research lab in Pretoria, but that has over the years been reduced to a facility mainly tasked 
with standards testing and investigation into problems encountered on some technological 
platforms.” 

 

Risk Taking was measured in terms of strategic risk in which respondents had to argue taking action 
like; venturing into the unknown, committing a relatively large portion of assets and borrowing 
heavily. Respondents were asked in to what degree the organization engages in risky projects. The 
manager was asked to what degree they view themselves in acting boldly or acting with caution in 
regards to achieving firm objectives and to explain to what extend the organization support only 
projects in which the expected returns is certain. 

(Vox telecom, Personal communication, 2010-01-06) “We venture into the unknown on a consistent 
basis but take calculated risks. For instance we acquired other companies in which income is 
calculated but not guaranteed. We venture into the unknown with new technology like on demand 
video. In terms of risk taking I rate Vox a 3 out of 6, but maybe Vox has a higher degree of risk than 
the competitors in the industry. As a manager I will act boldly depending on the rewards.” Vox 
practice risk to high degree, with a wide diversification strategy and willingness to experiment. 

(Telkom, Personal communication, 2010-01-07) “Telkom support only projects in which the 
expected returns are certain…We act boldly, but without taking undue risk.” 
 

Proactiveness was measured in terms of the organizational marketing strategy, if the organization 
views themselves as first to market, a fast follower or delayed entrant. Questions were asked in terms 
of the organizations attempt to shape the environment by introducing new products, technologies, 
administrative techniques, or react on environmental forces. 

(Vox telecom, Personal communication, 2010-01-06) “Vox is seen to shape the environment to a 
certain extend. For example Vox were the first to bring commercial VOIP services into the African 
market. “  

(Telkom, Personal communication, 2010-01-07) “I would say that our communications backbone 
and satellite section was and remain first movers, while our voice services have only recently started 
, therefore follow the market… To date, I would sadly say that generally, we reacted to 
environmental forces, once again except for satellite, where we were the very first to offer such 
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services in SA due to our investment capabilities. This is however changing; we are installing a next 
generation network etc. so things are seemingly changing towards being more innovative in the 
future.” 
 

Competitive aggressiveness was measured in terms of setting ambitious market-share goals and 
taking bold steps to achieve them.  

(Vox telecom, Personal communication, 2010-01-06) “Vox is setting extensive ambitious goals. We 
sometimes cut prices and sacrifice profits to keep customers and grow the business. Vox is the 
biggest Voice VANS in South Africa, and show about 200 times more voice traffic then the next 
VANS competitor. Vox sometimes spend aggressively compared to competitors in marketing, 
product service and quality or manufacturing capacity like the purchasing of the newer technology 
and Juniper routers.” 

(Telkom, Personal communication, 2010-01-07) “In setting ambitious market-share goals, sadly, 
Telkom has always been rather conservative in goal setting…in regards to cutting prices and 
sacrificing profits; this happens from time to time, but within limits…. On all three levels (Spending 
aggressively compared to competitors on marketing, product service and quality or manufacturing 
capacity) Telkom spending is, according to my opinion still moderate.” 
 

Telkom and Vox telecom were closely observed to explore the entrepreneurial orientated practises 
that affect the decision strategies. In the interview as mentioned above we used the five EO 
dimensions which are used in a summary listed below.  
 

Dimensions Telkom Vox telecom 

Autonomy 

Low degree of autonomy, 
supported by the Professional 
bureaucracy structure. 

High degree of autonomy, 
supported by the Ad-hocracy 
structure 

Innovativeness 
Exploitation of internal 
resources, closed innovation 

Exploration of external 
opportunities, open innovation 

Risk Taking 
Low degree due to heavy 
investment and focused strategy 

High degree, due to 
diversification and willingness 
to experiment 

Proactiveness Reactive in terms of technology 
First to market, fast follower 
due to short product life cycle 

Competitive aggressiveness 

Low degree of aggressiveness, 
due to few competitors in 
market section, high entry 
barrier 

Aggressive due to market 
conditions, with low entry 
barrier, many competitive 
forces 

Table 4: Entrepreneurial Orientation 

During the interview analysis process we intentionally ask questions to seek actions or activities 
related to the entrepreneurship orientation dimensions. In regards to our sample cases, Telkom 
showed a lower level of corporate entrepreneurship and Vox telecom showed an increased level of 
entrepreneurial orientation in all five orientation measure criteria’s indicated above (Table 3) and 
communicated in the personal communication interviews. 
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By using the axial codes one is able to match and explain some of the relationship themes derived 
from the coding process (adaptive GT). The Entrepreneurial Orientation is well suited to those of 
competitiveness in the industry. In the theoretical frame we refer to the competitive position in the 
industry (Brian, 1968). Through the entrepreneurial orientation scope we can relate to those 
characteristics of the competitive aggressiveness where Telkom is positioned through heavy 
investment in infrastructure and Vox telecom practise an aggressive first to market, or fast follower 
strategy. This might also be practised though the entrepreneurial architecture created within an 
organisation which allows the firm to display flexibility to change and opportunity seeking in the 
way the entrepreneurial group does (Burns, 2005). Therefore Telkom is quite fixed to manage their 
investment strategy, described as Strategic management (Wheelen and Hunger, 1998) and Vox 
telecom management allows the flexibility to change quickly if the desire to do so emerge, the 
managerial behaviour is further supported and described as Entrepreneurial management (Burns, 
2005). 

While measuring entrepreneurial orientation is rather problematic and experiences some difficulty to 
establish how the organization makes use of corporate entrepreneurship within the organizational 
strategy. In the case of Telkom it was clear to view their strategy from the classical perspective, 
referring to Whittington (1993). It was rather problematic to identify the exact strategy in the case of 
Vox telecom. In the second interview phase2 different managers described and explain the 
organisational strategy later recognised through roles. In addition the review and analysis process 
displayed a wide scope of different ideas of what Vox telecom´s strategy is today. Furthermore it 
soon showed that the traditional classical perspective (Whittington, 1993) is not suitable to identify 
Vox telecoms strategy.   

 

6.4.2. EO and financial performance measures 
 

Scholars have also looked into whether EO is positively associated with firm growth (Wiklund, 1998; 
Zahra, Jennings, & Kuratko, 1999). Broadly literature tends to be consistent in suggesting that firms with 
higher EO levels are more likely to do better in traditional performance measures (cited in Lumpkin, 
1996). 

Telkom  2007 2008 2009 
(Rand in millions)  (Rand in millions)  (Rand in millions) 

Operating Expenditure  23028 25014 29895 
Operating Profit  9751 9069 6388 
Earnings per share  1204.7 963.7 407.4 
Total revenue  32919 34084 36433 
Profit  8849 8172 4247 
Total liabilities  27138 37035 48673 
Total assets  59146 70372 85779 
Investing Activities  10412 14106 17005 
Investing vs Revenue (%)  31.63 41.39 46.67 
Cash equivalents (end year)  308  (208) 1,282 
Profitability Ratio (%)  26.88 23.98 11.66 
Debt Ratio  0.46 0.53 0.57 
ROI (Investment projects)  ‐0.15 ‐0.42 ‐0.75 

Table 5: Telkom annual report 
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Vox  2007 2008 2009 
(Rand in millions)  (Rand in millions)  (Rand in millions) 

Operating Expenditure  746 1392 1560 
Operating Profit  83 137 132 
Earnings per share Basic   7.67 3.78 5.49 
Total revenue  990 1846 2082 
Profit  244 455 523 
Total liabilities  622 822 686 
Total assets  1264 1908 1852 
Investing Activities  430 571 70 
Investing vs Revenue (%)  43.43 30.93 3.36 
Cash equivalents (end year)  192 88 92 
Profitability Ratio (%)  24.65 24.65 25.12 
Debt Ratio  0.49 0.43 0.37 
ROI (investment projects)  ‐0.43 ‐0.20 6.47 

Table 6: Vox annual report 

 

When comparing Telkom and Vox telecom one can differentiate the organisations through traditional 
financial performance measures. The traditional performance measures helps to explain the impact of 
EO, in which the following assumptions can be made. Telkom is considered to have a larger 
operation in terms of operations cost, revenue and total profit. Overall Telkom is considered to spend 
more on investments and also carry more debt with a higher Debt ratio average. Vox telecom in the 
other hand performs better according to the traditional short term financial measures. This is 
supported by the fact that Vox telecom shows a higher Profitability Ratio, a lower Debt Ratio, and a 
higher ROI % on their investments. Furthermore strategist criticise the sole use of economics where 
the ROI is easy to manipulate, therefore find the traditional financial measures of limited use 
(Venkatraman, 1986).  

This traditional financial performance measures is widely used to explain certain entrepreneurial 
orientation behaviours by exploring the organisational environment through the economist 
perspective.    

 

6.4.3. Entrepreneurial roles 
 

During the strategic matching process (interview phase1 and phase2) we still experienced a gap in 
understanding the true roles of entrepreneurship in the case of Telkom and the strategic structure in 
terms of Vox telecom. Further guidance and exploration of the strategic entrepreneurship was better 
realised through roles. Role enactment is closely related to the process of identity and self-
construction (Ashforth, 2001). Through the enactment of roles, individuals learn about themselves, 
and create their identities (Melin & Nordqvist, 2006).  

The enactment of roles paid a tremendous dividend in regards to the five EO dimensions risk, 
proactiveness, competitive aggression, innovation and a level of autonomy for both Telkom and Vox 
telecom. Moreover at the same time environmental roles relate to the competitive positioning, R&D, 
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product life cycles and encouragement factors facilitating innovation creation. These daily roles in 
which managers practise strategy is further supported by Melin, & Nordqvist (2006) which describe 
the concept of Strategizing, which has a legacy of the processual school (Whittington, 1993). Melin 
& Nordqvist (2006) described that the Strategizing accentuate the role of traditions, values and 
emotions in day to day activities and the interpretations and interactions of involved actors. 
Moreover it explains how daily activities shape the ongoing formation, reproduction and 
transformation of strategic patterns (Melin et al., 1999). These roles can also be described in terms of 
arena´s which could be more formal like in the case of Telkom or rather informal in the case of Vox 
telecom (Karlsson-Stider, 2001; Nordqvist, 2005).  

Vox telecom and Telkom´s strategic entrepreneurial activities were best identified through themed 
roles realized through the adaptive GT. During the adaptive GT process transcript represented the 
interview primary data (open coding) which matched the organizational behaviours in which later 
represented themes (axial coding). During this process we were able to link the characteristics and 
the role of Pioneering (Christopher, 2000) with those characteristics described in the EO dimension 
of innovation in the high technology industry. Further traces of a “sponsor” like governance which 
control or cultivate behaviours were associated to the EO dimension of Risk taking. Another 
important role of “championing” (Howell, 1990) was used to support the EO dimensions of 
Competitive aggressiveness and Proactiveness.     

 

6.4.4. The role of knowledge  
 

The importance and use of knowledge were brought up during the interviews. During the coding 
process (adaptive GT) knowledge were themed as part of the Corporate Orientation domain which 
demonstrate that the entrepreneurial organization have a high dependence of tacit knowledge 
combined with new knowledge to produce and launch new products (Burns, 2005). During the data 
analysis, knowledge transformation was explored. Through the sample companies interviews three 
variables played an important role; firstly, the distance the knowledge travelled; secondly, the speed 
in which knowledge travel from department to department and; Thirdly, the feeling of responsibility 
to share this knowledge among employees, which was directly connected to the entrepreneurial 
orientation of the managers previously explained as the entrepreneurial management supported by 
Burns (2005). The freedom to share the knowledge quickly demonstrates a strategic advantage and 
did so intentionally to follow a first to market or fast follower strategy.        

 

   Vox telecom  Telkom

The  distance  the 
knowledge travel 

Short distances due to adhocracy 
and autonomous structure 

Complex and many layers of 
authority due to professional 

bureaucracy structure 

The  speed  the 
knowledge travel 

Due to short distances and close 
alignment of departments, 

knowledge was shared quickly 
among most departments. 

Due to the complexity and longer 
distances of authority levels, 

knowledge had to be communicated 
bottom up form dept to senior 
management, and then bottom 
down to other departments 

therefore a slow knowledge transfer 
time. 
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The  Freedom  and 
responsibility  to 
freely communicate 
knowledge  across 
departments 

Due to an autonomous flexible 
management orientation cross 
departmental knowledge sharing 
is freely practiced. Employees feel 
responsible to share knowledge. 

Knowledge is kept within 
departments and has to be reported 

through management. The 
responsibility to share knowledge is 

limited. 

Entrepreneurial 
Management 
Orientation 

Practiced to a high degree of 
managerial entrepreneurial 

orientation 

Management is practiced to a lower 
degree of managerial 

entrepreneurial orientation 

Table 7: Knowledge usage and sharing orientation 

 

Knowledge is path dependent (Barney, 1991), knowledge creation is directly dependent on the 
knowledge gained previously by an organization (Winter, 1987). As a result current and future 
technology advances are directly dependent on the firm’s previous formal and informal technological 
learning. To thrive in the new competitive landscape, entrepreneurial firms must create knowledge 
and share the knowledge among departments. Therefore a learning organization facilitates 
knowledge creation (Winter, 1987). 

Knowledge is a critical intangible resource that helps firms to identify and exploit opportunities to 
establish competitive advantages (von Krogh, Ichijo, and Nonaka, 2000; cited in Burns, 2005). 
Schumpeter (1934) argues that entrepreneurs integrate disparate knowledge to accomplish these 
tasks which include both entrepreneurial and strategic actions. They note that entrepreneurial 
knowledge includes where to obtain undervalued resources and how to exploit them. In effect, 
entrepreneurs bundle resources in new ways to create value. Entrepreneurial firms create new 
resources or obtain and combine existing resources in unique ways to invent and innovate 
(Schumpter, 1934). New knowledge is necessary in these cases because new businesses often are 
based on technologies different from those the firm currently employs. Additionally, these new 
businesses operate in new markets, making it necessary for the firm to develop knowledge of how to 
use the new technology and how to compete effectively in the new market (Burns, 2005). 

 

6.4.5. The role of management 
 

Burns (2005) identify influential disciplines practised by an entrepreneurial manager or management 
team. He emphasizes strategy, leadership, learning organisation, culture, marketing, innovation and 
creativity, knowledge management and entrepreneurship itself.   

In (Table7) are the managerial differences between Telkom and Vox telecoms which mainly 
demonstrate in which ways entrepreneurial management appear and in what way this effect the 
organisation. 
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   Vox  Telkom

Strategy 

Follow  a  strategy  grounded  in  the 
organizational behaviour. The strategy 
is  mostly  formulated  through  a 
bottom up approach. Entrepreneurial 
architecture.

Formularized  classical  strategy.  Clearly 
defined  and  documented  with 
departmental  goals.  Structured  strategic 
architecture. 

Leadership 
Autonomous,  cooperative  focused. 
Entrepreneurial management. 

Bureaucracy,  Control  focused.  Strategic 
management. 

Learning organization  Double loop learning Single loop learning 

Culture 

Membership culture where roles span 
over  different  cross‐departmental 
cooperation. 

Corporate culture where roles are clearly 
defined  and  departmental  focused. High 
degree of individualistic task orientation.  

Marketing  Customer and product focused Task focused. 
Innovation and creativity  Exploration of the market Exploitation of resources

Knowledge management 
Cross departmental sharing. Push data 
when it seems appropriate. 

Single  departmental  knowledge  sharing, 
Pull data when requested. 

Entrepreneurship  Higher degree of Entrepreneurship Lower degree of Entrepreneurship

Table 8: Disciplines practiced by an entrepreneurial management 

 

In (Table8) below we can clearly differentiate between strategic management and entrepreneurial 
management characteristics according to Burns (2005). Through our interview processes phase1 and 
phase2 we were able to relate both Telkom and Vox telecom to certain managerial characteristics. 
We do notice that both organizations do have traces of both entrepreneurial and strategic managerial 
practises but found that there is a distinct overwhelming support to categorise Vox telecom to that 
management style related to those characteristics of entrepreneurial management and Telkom to 
those characteristics associated to strategic management. 

 

Strategic management ‐   Telkom  Entrepreneurial management ‐  Vox telecom 
Encouraging control  Encouraging opportunity seeking
Encouraging discipline  Encouraging innovation
Encouraging uniformity  Encouraging questioning of the status quo 
Encouraging conformity  Encouraging vision
Encouraging efficiency  Encouraging drive
Encouraging effectiveness  Encouraging relationship within and outside the organization
Encouraging contractual relationships only  Encouraging strategizing at all levels in the organization
Encouraging long‐term planning  Encouraging learning
Encouraging ´training´  Encouraging the rapid transfer of knowledge and information
 Encouraging functional management  Encouraging co‐operation
Compartmentalizing knowledge and information Tolerating uncertainty and ambiguity 
Trying to create certainty and clarity ambiguity Taking risks
Avoiding risk  Allowing failure
Discouraging failure  Accepting and embracing change 
Seeing change as a threat  Not controlling too strongly

Table 9: Strategic vs. entrepreneurial management 
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6.4.6. Entrepreneurial Pioneering 
 
 
The use of technology to create opportunity is further described as pioneering. This might refer to 
where the interest in technology might create an opportunity which later resulted in an 
entrepreneurial behaviour. Pioneers often come from the IT, logistics, R&D or engineering 
departments. They are the first to be involved and most enthusiastic about partnering. Barons in turn, 
run divisions or sites and whilst powerful, tend to be parochial so that it can be very difficult to make 
them view the benefits of partnerships from a corporate perspective (Christopher, 2000).   
 
In the sample case we can associate those entrepreneurial characteristics of Vox telecoms to be best 
described as an Pioneer where Vox telecom create a technology and later try to create a market for 
that technology, and those characteristics described by Telkom to run highly structured divisions and 
focused to a limited invested infrastructure best fitted to those of a Baron defined by Christopher 
(2000).  
 

 

6.4.7. Domain outcome 
 

Entrepreneurial behaviours were best identified through the enactment of roles during the thesis 
analysis and enable the evaluation and review processes to be described through a theoretical frame 
belonging to a processual strategic outcome. Therefore this allowed for the identification on how 
active entrepreneurial orientation is practised through management and indirectly how this effects an 
organization. Furthermore we explore the role of informative knowledge and how this effects or 
support innovation. Moreover the roles give a clear indication to whether an entrepreneurial 
orientation is practised and to what extend these roles contribute or disrupt the organisational 
strategy. The Corporate Orientation domain provides a platform to answer the first subordinate (Q1) 
research question. 

A knowledge contribution can be made by relating EO, knowledge transformation, entrepreneurial 
management and intrinsic entrepreneurial leadership in terms of five uniquely identifiable roles. This 
should also enable the thesis research to further contribute by providing an alternative to capture 
corporate entrepreneurship through the enactment of roles and further explain the effect on the 
organisational strategy. By relating behaviours and appearances of five supportive roles derived 
through the thesis study one is able to track entrepreneurial efforts in terms of strategic value.  The 
major roles identified during the thesis study include roles: of a sponsor, the champion, the role of 
the marketer, the role of the pioneer (engineering) and the role of the environment further explored in 
this chapter. 
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6.5. Environmental domain 
 

The environmental domain explores the relation among internal and external entities (competitors 
and suppliers) within an industry. In the high technology environment, organizations experience 
different reactions on internal and external environmental forces, depending on their placement in the 
industry, which include changes in market conditions, technological shifts and rigidities in prevailing 
business practices (Tödtling & Trippl, 2004). 

 

6.5.1. Market conditions 
 

The organization´s position within the telecommunication industry will determine the organizations 
market conditions. The market or industry conditions in turn will influence the scope of innovation 
and spin-offs practised within the organization (Norton, 2001).  

The level of innovation is depended on the product focus and therefore encourages competing with 
different competencies which is either exploitation of processes or exploration of the market (Kuran, 
1998). What we can learn from this is that the product innovation will have a direct influence on the 
market reaction and market realization. What's more is that the product focus is dependent on the 
organizational strategy, therefore correlate to a specified characteristic class in the 
telecommunication industry. The organisations can most probably be grouped according to their 
functional characteristics and positioned in relation to industry suppliers and competition 
relationships, therefore enjoy different market conditions depending on their placement within the 
industry.    

In the sample observation, Telkom were identified to comprise the characteristics of those from a 
focused market and focused product range which is usually well established in a realized market. 
These products usually involve heavy investment of infrastructure and consist of few players to equal 
the financial inputs (Porter, 1985). These products usually has a longer life cycle due to the nature 
and basis need of the technology as a platform and foundation for new technological spin offs. 
Telkom´s R&D initiatives are usually focused on exploitation of existing technology to better the 
organisations internal infrastructure. Vox telecoms were identified to those characteristics of a 
diversified product range which can either be nonrelated or related spin-offs from existing basis 
platform product technology. These spin-off products are usually not realized in the market and 
sometimes need realization to evolve through market manipulation and changed market conditions or 
an improved and more advanced matured product. The focus of Vox telecom R&D initiatives is 
usually explorative in nature and includes observation closer to the end consumer. 

 

6.5.2. Organizational structure (Rigidities) 
 

The rigidities of prevailing business practices are best described in terms of organizational structures. 
The organisational structures in return have an effect on the organisational management practises. 
The organisational management practises has an indirect affect on the output of the product strategy 
and therefore influence innovation.   
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The structures of both the sample organizations were explored through the interview phase2. Telkom 
were identified as a formal professional bureaucracy in which relies on coordination of 
standardization of skills. The strategies of the professional bureaucracy are largely ones of the 
individual professionals within the organizations as well as of the professional association 
(Mintzberg, 1980). In addition Vox telecom´s organizational structure was explored and best 
described as an Adhocracy (innovative organization) structure. The adhocracy have a highly organic 
structure, with little formalization of behaviour, and job specialization that is based on formal 
training. Furthermore, the adhocracy has a tendency to group the specialists in functional units for 
housekeeping purposes and deploy them in small market based project teams to do their work. To 
innovate they must break away from established patterns, therefore cannot rely on formal 
coordination and standardization (Mintzberg, 1980). 

 

6.5.3. Internal strategy 
 

The internal firm level scanning include the strategic sense making process.  The sample 
organizations were analysed by their product market focus which determine to what organizational 
strategy each sample organization follow. We used Porters (1985) Generic Strategies to identify to 
which group the sample organizations belong.  

Telkom is best described to target a narrow market, therefore focused on their infrastructure. Telkom 
is not always considered as a cost leader, but do focus on cost to keep the bigger market share within 
their range of focused products and therefore increase synergy through scale of economies. We 
identify that Telkom practise a Cost Focus strategy. Furthermore Vox telecom in the other hand has 
no specified target market. The organization has a broad focus and a wide range of non-related and 
related diverse product range. This wide scope of focus allows Vox telecom to innovate wherever the 
market demands a change, or where the company explore new opportunities. In result Vox telecom 
practises a Differentiation strategy. 

 

 

           Figure 12: Porters Generic Strategies sample summary 
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6.5.4. External environment 
 

An external environmental scan was performed for each of the sample organizations. Porters Five 
Forces (2008) were used to explore the relations of each sample organization in the telecom industry.  
The table diagram below (Figure.13) include a cross evaluation of Telkom and Vox telecom in 
regards to the five external forces described by Porter (2008) as threat of new entrants, Bargaining 
power of buyers, Threat of substitute products and services, Bargaining power of suppliers, Rivalry 
among existing competitors. 

Porter's Five Forces  Telkom Vox telecom 

Threat of new entrants 

Low ‐ Due to the cost of entry, heavy 
investment  in  certain  technology 
products and services. 

High  ‐ The  technology  is usually open 
for  improvement due  to  the newness 
of their products/services.  Investment 
is  usually  small  due  to  the  strategic 
focus of product differentiation. 

Bargaining power of buyers 

Low  to  Medium  ‐The  buyers  or 
customers is usually bounded with a 
contract  and  therefore  has  no  real 
option  of  other  organizations  with 
the exact products. Certain products 
do  compete  but  is  usually  sold  as 
bundle  packages  like  a  fixed  land 
line and ADSL broadband. 

Medium  to  High  ‐  Customers  is  not 
bounded  with  a  long  term  contract 
and can switch  to other organizations 
when  they  want.  But  usually  the 
products  are  catering  for  a  specific 
cause  and  already  serve  as  a  lower 
cost or better needs option. 

Threat of  substitute products 
and services 

High  ‐ Due to the basic focus of the 
product  range  and  redevelopment 
of  existing  products,  the 
organization  is  facing  many 
substitute  threats  from  competing 
organizations.  For  instance  the  Vox 
ADSL phone in relation to TELKOM´s 
more  expensive  landline  or mobile 
services. 

Low  ‐  Vox  telecom  is  already  on  the 
lookout  for  substitute  products  for 
their  own  product  range,  therefore 
produce  and  focus  on  substitute 
threats  as  part  of  their  innovation 
strategy. 

Bargaining power of suppliers 

Low  ‐  Telkom  has  several  suppliers 
which are bidding for contracts on a 
cycle  and  competitive  terms. 
Therefore  the  suppliers  don't  have 
much  bargaining  power  due  to  the 
size  of  Telkom,  and  the  vast 
availability  of  other  service 
providers. 

Medium  to  High  ‐  Vox  telecom´s 
suppliers  is  well  embedded  in  their 
own  infrastructure  therefore  usually 
more dependent on their suppliers for 
the  basic  foundations  and 
infrastructure  of  their  own  more 
complex product and services.  

Rivalry  among  existing 
competitors 

Low  to Medium  ‐  Telkom´s  overall 
competitors  rivalry  is  moderate  to 
low. 

Medium  to  High  ‐  Vox  telecom´s 
overall competitors rivalry is moderate 
due  to  the  exclusive  product 
properties and high due to the relative 
new  and  low  barriers  to  acquire  and 
better existing products. 

Figure 13: Competitive Forces sample summary 
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In the external environmental analysis one identify that the two sample organisations differ to a great 
extend in terms of the external forces described by Porter (2008). This clearly indicates that due to 
the organisational positioning, both Telkom and Vox telecom experience the industry in a complete 
different way and therefore explain the different strategies used by these organisations. Overall Vox 
telecom experiences a higher degree of rivalry among existing competitors where Telkom experience 
a lower degree of rivalry among existing competitors.  

 

6.5.5. Telecommunication classification 
 

Fransman (1999) explored the telecommunication environment and concluded that there are two 
phenomenal differences in this sector. He argues that there is a shift between the Old telecoms and 
Infocommunication organizations today. The Fransman (1999) model displayed in the theoretical 
frame is used as foundation for the environmental exploration.  Both sample companies were 
interviewed to determine to which extend these organization differ to one another. 

 

  Telkom  Vox telecom 
1. Innovation 

systems 
• Closed due to Telkom’s 

strategy, investing in certain 
assets,  

• Limited to closed innovation 

• Open to all innovations, 
• Open to any innovation ideas 

from employees 

2. Entry barriers 
to the market 

• High entry barrier to the market, 
due to cost of assets 

• It is easy for competitors to enter 
the market.  

3. Innovators • Few of the products in their 
portfolio is because of 
innovation 

• There are many products in their 
portfolio due to innovation. 

4. Knowledge 
base 

• Knowledge is shared in a formal 
structure, a department 
functional process. Fragmented 

• Knowledge is shared in any 
format from anyone, 
brainstorming. Common 

5. Powered 
Incentives 

• Medium powered,  
• Few engineers orientated to 

deliver new ideas. 

• High powered,  
• Many individuals from different 

departments are motivated to 
expose new ideas. 

6. Speed of 
innovation 

• Slow in following innovation in 
terms of new ideas and 
technology. 

• First to Market or fast follower in 
terms of new ideas and 
technology. 

Table 10: Infocommunications and the Old Telecoms sample summary 

Fransman´s (1999) six measures conclude that Telkom is best described as an Old Telecom, where 
the organization has a focused product range therefore support a closed innovation system. Vox 
telecom is best described as an Infocommunications organisation. Furthermore the model proof to be 
a good fit in terms of the two extreme sample cases. Consequently the problem might occur if an 
organization is positioned somewhere between the Old telecom’s and Infocommunications firm 
characteristics which might not cater for the entire telecommunication industry today and provide a 
limited strategic use.  
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6.5.6. Domain outcome 
 

The environmental domain explores the telecommunication market conditions. This was further 
supported by the founding’s of the external environment scan of both the sample cases. The 
environment is further supported by looking at the internal strategy of the two sample cases. The 
internal strategy is further supported and explained in terms of rigidities derived from the 
organizational structures and managerial control. Furthermore we can support the role the 
environment play in terms of the internal organisational autonomy depending on the placement of the 
strategy influenced by the placement in the industry network. Through an industry specific model we 
were able to further explore the classification of the two sample cases in the industry environment. 
The Environmental domain provides a platform to answer the third subordinate (Q3) research 
question.  

A knowledge contribution can be made by exploration of the industry characteristics and further 
understanding in how these players (supplier and competitor) compete within the same environment 
(telecom industry). The placement of these player’s positions can further be explained by the 
player’s strategic intention to compete. This will further provide an explanation of the environment 
in terms of a network, describing competitors and supplier’s strategic relationship and position 
within a network. The strategic intention and positioning within the network further support the 
explanation of the organisational product development strategy and innovation behaviour and 
practises.  

 

 

6.6. Innovation domain 
 

The innovation domain emerged through the combination of codes and themes during the adaptive 
GT process. The domain contains two selective themes listed as technology and product innovation. 
Product innovation emerged out of the Axial codes such a development, knowledge, opportunity, 
competitive and products themes.    

 

6.6.1. Product Development & Innovation 
 

The Innovation is measured through the newness of products technology and the customer base of 
the two sample companies. The two tables underneath explore the major products in terms of 
technology newness, customer type and from where the result is driven. The table results underneath 
are produced from the theoretical Model: Technology Maturity Leonard Barton (1995). 
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Telkom         
Product Newness Customer Outcome % 
Dialup Low Existing User Driven 60.00

ADSL Medium 
Existing + 
New User Context Development 20.00

Fixed line Low Existing User Driven 60.00
Phone Rental Low Existing User Driven 60.00
Mobile service Medium New Developer Driven 20.00
    
Highest User Driven   
Median User Driven   
Lowest User Context Development, Developer Driven   
Table 11: Telkom Technology Maturity 

 
Vox telecom         
Product Newness Customer Outcome % 
ADSL Fishbone High New Tech MKT Coevolution 50.00
Tikibox VoIP High New Developer Driven 33.33
VOIP Phone High New Tech MKT Coevolution 50.00
Google apps High Existing Developer Driven 33.33
ADSL Medium Existing User Driven 16.67
Video Conference VOIP High New Tech MKT Coevolution 50.00
    
Highest Tech MKT Coevolution   
Median Tech MKT Coevolution   
Lowest User Driven       

Table 12: Vox telecom Technology Maturity 

 
By using the Technology Maturity by Leonard Barton (1995) model one can confirm that Telkom’s 
product portfolio is mostly User Driven and represent 60% of the top selling products. Furthermore there 
were noticed that Telkom’s products are mostly low in newness and cater mostly to existing customer 
base in terms of product development. Vox telecom’s product portfolio is mostly known where market 
and technology evolve in a symbiotic way (TechMKT Coevolution) which represents 50% of the top 
selling products. Moreover the Developer Driven products accounts for 33% of the total product 
portfolio. In conclusion, Vox telecom’s top selling products is mostly high in terms of newness in 
technology and cater mostly for new customers, but do still cater for the existing cliental and pursue 
to related product offerings. 
 
In regards to the strategic entrepreneurship frame in the telecommunication industry it was 
noticeable that the product characteristics are demonstrated in terms of the customer type (existing or 
new) and product newness in terms of technology (high or low). However this does not indicate how 
the technology was used to create or recreate the products. From the recourse based perspective one 
can determine if an organization exploit their resources therefore practise innovation focused on 
internal processes. In the other hand organisations can practise innovation through the exploration of 
the external environment or market conditions (Schumpter, 1968).  
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6.6.2. Technology and market innovation 
 

During the analysis an increased importance to innovate through technology were identified. The 
importance of innovation is encouraged due to the different market conditions and competitive 
rivalry practised among these organisations, therefore they tend to position themselves for survival 
and prosperity which further explains the strategic positioning of the organizations in the 
telecommunication industry. Telkom was identified with a matured product range and longer product 
cycle times, therefore require a focused technological progression on a lower scale of new 
inventions. Vox telecom in the other hand was identified with a broader range of products with 
shorter life cycles, which require a diversified technological progression with a higher degree of new 
creation intensity. The perceived value of Vox telecoms R&D budget against their average 
percentage of sales is assumed to be higher of those of Telkom, but we were unable to determine the 
exact R&D percentage in the case of Vox telecom. In terms of Vox product range we accounted a 
higher degree of technology creation and newness in compared to those of Telkom. We identify that 
Telkom´s products are mostly standardized and reached a matured market realization.   

The entrepreneurial activity will flourish where there are open technology standards and full 
technical compatibility between every component market because this will allow innovation to occur 
independently across the system (Norton, 2001). 

 

Telkom 
Product Market maturity Technology creation Innovation  

Dialup Lower * End of line 
Low Existing 
infrastructure Exploitation Closed Standardized 

ADSL High 
Low Existing 
infrastructure Exploitation Closed Standardized 

Fixed line High  
Low Existing 
infrastructure Exploitation Closed Standardized 

Phone Rental Medium Low Resale Exploitation   

Mobile service 
Lower * New to 
market 

Medium New 
infrastructure Exploitation Closed Standardized 

Table 13: Telkom Product Analysis 

Vox telecom 
Product Market maturity Technology creation Innovation  

ADSL Fishbone 
Lower * New to 
market High New creation Exploration Open 

Tikibox Mobile 
Lower* New to 
market High New creation Exploration Open 

VOIP Phone Medium High New creation Exploration Open 

Google apps 
Lower* New to 
market High New spin off Exploration Open 

ADSL High Low Resale Exploration Closed Standardized 
Video Conference 
VOIP 

Lower* New to 
market High New creation Exploration Open 

Table 14: Vox telecom Product Analysis 
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6.6.3. Disruptive or sustaining Innovation 
 

The sample firms were explored in terms of market innovation in a competitive high-technology 
industry. The interview analysis established that the innovation and market characteristics led to the 
conclusion that both the sample organizations use a specific innovation strategy which could be 
either known or unknown to the organizations product development intention.  

Telkom’s innovation focus were characterized and identified as sustaining innovations. This is due to 
their heavy investment in a specific products range, and therefore they usually focus in improving 
their operations and innovate within a narrow scope of products. They rely on their in-depth 
knowledge and existing customer base to keep using their products, and to which many of these 
products include monthly rent. In addition Vox telecom were characterized to use a disruptive 
innovation strategy further described to create a new market from an entrenched competitor with a 
sustaining innovations strategy or take root among incumbent´s worst customers. The organization 
usually creates a new market by targeting non-consumers instead of competing in the low end of an 
established market. Moreover Vox telecom´s innovation is targeted to improve products as an 
alternative substitute product, which may be reasoned as a solution that is differentiated to those 
product and service of their competitors. Vox telecom´s product innovations might not always be 
fully developed in the market yet and might replace those obsolete products with a new technology 
or substitute product characteristics. 

 

6.6.4. Domain outcome 
 

In terms of innovation we determine that a better understanding and exploration were needed to 
make innovation practises useful for the strategic use in the telecommunication industry. The domain 
departed from exploring the Product development where the two sample cases products were 
benched according to the product newness, customer focus and their market strategy for each one of 
their core products in Leonard Barton (1995) Technology Maturity model. Later observation was 
made in a product analysis according to the products market maturity and new technology creation. 
Through the analysis it becomes clear that the knowledge transfer role (Discussed in the Corporate 
Orientation Domain) is of vital importance to support the expertise of the market or provide a 
superior technology advantage. The second set of dimensions is set by how the organisation plans to 
use the innovation effort by means of exploration with new technology (push market) or innovation 
by exploitation of the market expertise (pull market) and matured product focus. The Innovation 
domain provides a platform to answer the second subordinate (Q2) research question.  

A knowledge contribution can be made by describing how innovation practised through technology 
is different from traditional product innovation and how this could be used in terms of strategic 
product placement and product portfolio management in the telecom industry. Through the research 
analysis two sets of dimensions were indentified, firstly the market and technology dimension and 
secondly the dimensions of exploitation and exploration.  

 

The next chapter introduce the Telepreneur framework based on chapter´s 6 three domain 
perspectives. The three domains; Corporate Orientation, Environmental and Innovation domain 
exclusively lead to the improvement of the use of entrepreneurial activities and understanding 
thereof through the process of strategy within the telecom industry. 
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7. Telepreneur Framework (Cycle 2) 
 

7.1. Abstract 
 

In this chapter we introduce the Telepreneur frame. The result could contribute to the better use and 
understanding of strategic entrepreneurship in the telecommunication industry derived from three 
domains emerged through the sample case observation and analysis in chapter 6 above. The 
Corporate Orientation domain lead the study to formulate and ground a concept defined as 
Telepreneurship.  The Environmental domain lead the study to the concept defined as the 
Telenetwork. Moreover the Innovation domain lead the study to the concept defined as 
Technovation. Together these three interlinked concepts ultimately form the Telepreneur Frame 
within the telecommunication industry scope.   

 

Figure 14: Knowledge contribution 
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7.2. Telenetwork 
 

The network concept in the telecommunication sector where operators are embedded as part of a 
greater whole (Kiel, 1997) is supported by researchers in both the telecommunication and high 
technology industries (Bourreau, 2006: Kiel, 1997: Chakrabarti, 2002). Emphasis is placed on a 
rapidly evolving telecommunications sector (Chakrabarti, 2002: Karlsson, 2008: Schumpeter, 1934: 
Therin, 2007:  Chakrabarti, 2002) where strategic positioning and placement of firm’s share an 
interconnected relationship in which these organisations compete and manoeuvre inside an industry 
network (Barczak, 1995: Bourreau, 2006: Hit et al, 2001) named the telenetwork.  

Firms in the same industry use different strategies, no one strategy is better than another but the NPD 
structure and activities undertaken are related to new product performance (Barczak, 1995). 
Pioneering and fast-follower firms must recognize the importance of staying in touch with their 
markets (Bourreau, 2006). By strategizing a firm’s resources through an innovation strategy, can 
improve a firm´s strategic position significantly (Bourreau, 2006). 

Fransman, (1999) describe the telecoms industry as divided into two sections, namely; the Infocoms 
(New services/products) and the Old telecoms (Infrastructure suppliers) industry .Pioneers are the 
first to be involved and most enthusiastic about partnering therefore creating new services/products. 
Barons in the other hand act as infrastructure owners, which run divisions or sites and whilst 
powerful, tend to be parochial (Christopher, 2000). An R&D team provides the technical skills 
necessary for playing the role of the pioneer (Barczak, 1995). Therefore we realize that the rules of 
organizations in the telecoms industry with high dependency on technology and R&D are different, 
and might need a different approach more specified and aligned with the industry factors. 

The telecommunications industry is the most dynamic industry among those subject to sector 
specific regulation. Dynamic industries are characterized by a high speed of innovation. Further we 
identify two types of innovation, namely innovation for new services and innovation for alternative 
network infrastructures, which underlie competition in the telecommunications industry (Bourreau, 
2006). Furthermore this could be explained through the exploration of new possibilities and the 
exploitation of old certainties (Levinthal and March, 1993; Schumpter, 1968). Exploration activities 
involve second-order learning, resulting from the realization that certain experiences cannot be 
interrupted within the current belief system (Watzlawick et al, 1975; Hedberg et al, 1976; Argyris 
and Schon, 1978). The exploitation processes refer to those activities and investment committed to 
gaining returns from product or services through the building of efficient business systems for full 
scale operations (March, 1991; Choi and Shepherd, 2004) and include terms such refinement, 
reengineering, production, efficiency, selection, implementation and execution. Exploitation involves 
first-order learning, gaining a competence in a well-defined activity, routine or technology (cited in 
Therin, 2007). 
 
A critical challenge facing organizations is the dilemma of maintaining the capability for either 
exploitation, exploration or both (March and Simon, 1958; Cyert and March, 1963). 
 
Tangible resources are commonly owned by Infrastructure Suppliers and Intangible resources 
usually owned by Product Innovators, Service manipulators are most likely to contribute to a 
competitive advantage because they are socially complex and difficult for current and potential rivals 
to understand and imitate (Hitt et al, 2001) We identify two types of innovation, namely innovation 
for new services/products and innovation for alternative network infrastructures; underlie 
competition in the telecommunications industry (Bourreau, 2006).  
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Providers usually focus to provide new services in the telenetwork. Autonomous innovation slotted 
into an existing network (telenetwork) without the need for significant change (Infrastructure 
suppliers and Service providers) (Bourreau, 2006) 

Service Resellers: The Service Resellers is placed third in the telenetwork environment and usually 
focused on the marketing and re-sales of existing services/products provided by the Service 
Providers. The Service Resellers would rather diversify in terms of products. In terms of 
Technovation the Service Resellers exploit the existing resources of the existing core 
products/services but explore the market in terms of marketing. The Service Resellers is focused on 
alternative network infrastructure in terms of NPD for example bundle products. The E-Entrepreneur 
could be an example of a service reseller creating electronic customers value within the net economy 
(Therin, 2007). 

Service Manipulators:  The Service Manipulators usually thrive on reinvention through a high 
degree of Technovation by exploring the market with forming new services. This is identifiable 
through the need of a strong R&D team to constantly reinvent and manipulate existing products and 
services. In the process of NPD great emphasis is placed to create alternative network infrastructure 
to ensure sustainment an organization has a fast product cycle and the need to constantly renew older 
products/services with alternative enhanced products/services better aligned to the needs of 
consumers. Systemic innovation slotted requires adjustments throughout the network (Service 
manipulators and Product innovators) in order to function (Bourreau, 2006). New firms do not have 
the handicap being locked in (Christensen, 1997). The first firms to seize the opportunity were new 
businesses, rather than the incumbents who had dominated the old technology (Karlsson, 2008). 

Product Innovators: On the other end of the scale (right end of figure.15) one find the Product 
Innovators. The new equipment producers show a very high degree of product innovation and 
constantly testing and exploring the market. Producing these new products demand a high degree of 
R&D and is among the highest in the network.  The product cycle time is also among the fastest in 
the telenetwork chain.  

A network innovation in the equipment sector described as the Product Innovator is followed by an 
adoption process in the telecommunications sector. Operators have to decide whether and when to 
adopt the new technology (Bourreau, 2006). Need for new logic is mostly concentrated in product 
development but usually ambitious in most companies, especially closer to the customer end of the 
network (telenetwork) (Chakrabarti, 2002). Product innovators are commonly known for new classes 
of telecom services and equipment to be developed for routing and switching data signals over a 
network designed for voice traffic (Banatao and Fong, 2000). 
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7.3. Technovation 
 

Innovation has become critical for survival in this competitive environment. The telecommunication 
industry is one of the best examples of a dynamic global market environment (Chakrabarti, 2002). 
Due to the shorter product life cycles in the telecom and high technological industry (Ali, 1994: 
Bettis & Hitt, 1995: Quinn, 2000) with a average lower than a year (Chakrabarti, 2002) , we 
recognise the need for the organizations to actively speed into the market as a first-to-market or fast 
followers (Barczak, 1995: Bourreau, 2006). The organizations at the top right corner of the 
telenetwork (Telenetwork, Figure15) experience a need for a strong R&D approach (Karlsson, 2008) 
for the formulation of new logic (Chakrabarti, 2002: Bourreau, 2006) and innovation practise 
through technology described as technovation. 
 
In the process of technovation we emphasize the resource of knowledge (Hitt et al, 2001: Therin, 
2007) and the screening of ideas (Bourreau, 2006). We also recognise the innovation practised in the 
telecom industry allow new opportunities which is discontinues in nature (Karlsson, 2008) and 
constantly lead to certain spin offs (Norton, 2001: Cooper, 1972: Camagni, 1991: Dahl et al, 2005). 

 
Dimensions and structure 

In previous research which include those of Bourreau (2006), we match the New creation dimension 
to those of invention (endogenous innovation), and Recreated dimension of those of adoption 
(exogenous innovation)  The innovation process (Downs & Mohr, 1967) is described in terms of 
products/services and evolve within the novelty of the technology and novelty of the market 
(Chakrabarti, 2002). Furthermore this is where the product evolves in terms of market and 
technology (Chakrabarti, 2002) in the process of NPD (Barczak, 1995) with the emphasis on 
technical expertise (new creations) and industry knowledge (Cooper, 1971: Maidique & Patch, 
1982). Economist also identified four areas that effect innovation as the size of the market, 
appropiability of new creations, the structure of industry and industry knowledge (Steil, 2002). 
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The Rising Star: The Rising Star is where a new idea with new technology is explored in an 
unknown market, in other words we don’t know if the market will welcome the new product or 
service therefore we refer to the market as not realized or premature. The Rising Star is most 
probably the predecessor of the “The Performer” where the market is realized or “The Refabrication” 
where a market has not been realized. The Rising star includes the producing effort and Technology 
expertise to produce a new product or service.  

The Performer: The Performer are those activities where a organization explore new markets in 
combination with new technologies, at this point we argue that the market is realized and mature, in 
other words the market welcome the idea and the new technology. The performer shows a great 
understanding and knowledge about the technology which is been used for this specific product or 
service. The producer also shows a great deal of market knowledge in promoting this product or 
service to the market. At this point the product/service is introduced to the market. The organization 
creates a new market by targeting non-consumers (Christensen, 1997). 

The Compound earner: The Compound earner is usually the next step for the “The Performer” 
after a period of maturation or introduction. This is where the technology became a standard or 
widely accepted by a market, but recreated ”changed” to better suit the needs of the market. We 
named it the Compound earner as the market is realized and reinvented several times by exploiting 
the existing idea and technology. These producers enclose Product/Service knowledge and superior 
Market expertise to maximize service/product market penetration. The organization takes on a 
competitor with a disruptive innovation that either creates new markets or takes root among 
incumbent´s worst customers. And the attempt to acquire existing market from an entrenched 
competitor with sustaining innovations (Christensen, 1997). 

The Refabrication: The Refabrication is a stage where a recreated (usually an older technology) has 
been exploited to form a renewed idea but not realized in the market. We can identify that the 
technology might be too old or not used in the practice anymore. This could also refer to a situation 
where the “The Compound earner” has reached an end of the line life cycle and exaggerated the need 
for further recreation. Industry experience is needed to know when to abandon/selloff or refabricate 
these products or services. Dialup is a classical example of such a service provided by many service 
resellers or ISP´s. The organization competes in the low end of established market trough disruptive 
innovations (Christensen, 1997). 
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Telepreneurship display certain qualities in terms of roles. These roles are simplified to make the use 
of the theory more practical in the telecom sector and therefore ease the use by managers with little 
or no knowledge about CE. In the suggested theory we display five major roles practised in terms of 
entrepreneurial orientation roles in which each role are defined and explained to measure 
Telepreneurship. The Telepreneurship model is dispalyed above in Figure.17.  

 

Environment: The environment plays a part in a favourable or unfavourable role to enhance or 
eliminate CE (Corporate Entrepreneurship) in the telecom organization. We discuss here the 
company´s placement in the network (telenetwork) and how these forces (Porter, 2008) effect the 
organisation to practise a certain strategy. The organisations compete in a network of competitors 
and suppliers to realize their own products or services within a integrated dependence on each other. 
Where the organization is placed in this network and how the company strategically place 
themselves will influence the environmental dimension. This placement in the network will influence 
the degree of CE that should be practiced to survive or compete in the telecom industry. This also 
include the interest of the telepreneur (sometimes represented by the CEO or strategy team) to scan 
the environment on a consistent basis, to gather information regards the competitors position, 
technology advancements (Business Intelligence), economical, regulatory or customer placement 
within the telecom industry (Choo,1993). Changes in technology represent changes in our knowledge 
(Mokyr, 1990), therefore allow the organisation to adapt when the time requires change. The 
environmental role also includes relationships outside the organization (Burns, 2005). 

Champion: The role of the champion is described as the trades of a classical entrepreneur. In the 
corporate environment we refer to this role as a Champion which comes in different forms. This role 
requires the boldness to lead the entrepreneurial spirit in the organization. The Champion role is 
sustained and enhanced by regular short term victories. This role is not always welcomed by the 
traditional corporate climate and might be in conflict with traditional management styles and 
strategies.  The classical EO (entrepreneurial orientation) dimensions; competitive aggressiveness 
and proactiveness (Lumpkin, 1996), trades as characteristics of the champion´s role. We suggest that 
the Champion´s role might be realized by several people, management or an entire work culture to 
enhance Telepreneurship. It is important to mention that there is usually a person leading and driving 
the Champion´s role. This leadership role also provide a environment of focus (Cousins, 2005) where 
the organization follow the perspective of the champion, therefore trust the discretion of the group or 
individual which strategically allow for common and consisted set of competitive initiatives focused 
instead of conflicting interests. Champions exhibited higher risk taking and innovativeness, initiated 
more influence and use a greater variety of influential tactics (Howell, 1990). The champion’s role is 
also well aligned of those of the entrepreneurial manager, encouraging opportunity seeking, and 
innovation, questioning of the status quo, the rapid transfer of knowledge and information and taking 
risks (Burns, 2005). 

Sponsor: Here we discuss the role of the sponsor. We ask the question who will invest in the 
entrepreneurial efforts. Additional to the financial perspectives the sponsor also fills a seniority and 
supervision role. This role can be explained as the authority to allow a certain degree of autonomy to 
practice entrepreneurial efforts but also containing the knowledge to realize when the risk is too big. 
The sponsor role also includes a degree of “prevention” to abandon a project or decelerate 
entrepreneurial effort when suited. At the same time while the sponsor practises prevention we 
should also explain the role of autonomy as entrepreneurial patience (Morris, 1998). The sponsor´s 
supervision skill to allow for a project to continuous based on the realization of a future potential 
which is commonly found in technology markets like the telecom industry. An example of 
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“entrepreneurial patience” (Morris, 1998) in terms of technovation could be explained where a 
product/service are currently in a stage called the “The Rising Star” (Technovation scale) where a 
new technology is created in an unrealized market. In terms of the traditional EO we can refer to the 
Risk taking dimension (Lumpkin, 1996) to be able to take risk to a certain degree without knowing 
the outcome to a bigger extend. Flexibility (Sawhney, 2006) plays a tremendous role which 
emphasise both proactiveness but also a reactive skill set to handle and cope with uncertainty´s. The 
sponsor exercises the skill to make well informed decisions when the pressure is at its highest peak. 
The role of the sponsor is also well aligned of those of the entrepreneurial manager by setting vision, 
strategizing at all levels in the organization, tolerating uncertainty and ambiguity, allowing failure, 
accepting and embracing change and not controlling too strongly therefore allowing a entrepreneurial 
architecture (Burns, 2005). 

Pioneer: The role of the technological pioneer emphasizes the use, reinvention and practice of 
innovation through technology. From the original classical perspective in EO we refer to 
Innovativeness. We rather emphasize Innovativeness through technology in which defines the 
concept of Technovation. An R&D team provides the technical skills necessary for playing the role 
of the pioneer (Barczak, 1995). We find the two forms of technovation in terms of the resource base 
perspective namely exploitation referring to reengineering of resources and exploration which is 
described as NPD (new product development) trough means of exploring the market and creation of 
new technologies. We further explain that it is possible to discover different types of technovation 
described as The Performer, the Rising Star, the Compound earner and The Refabrication. We argue 
that the role of the technological pioneer is critical for the practice of CE in the telecommunication 
sector. 

Marketer: The marketer´s role is explained as the ability to realize the technology through 
technovation in a marketable attractive initiative to sell and market the services or products 
successfully. The last two decades of the twentieth century witnessed a growth in the use of 
specialized marketing techniques in high-tech industries (Davidow, 1988; Davies and Brush, 1997; 
Davis et al, 2001; Easingwood and Koustelos, 2000). The marketer is a classical role found in the 
traditional entrepreneur and should also be considered to be incorporated in CE, especially in a 
highly technological industry like telecoms. The ability to market new technology or reinvented 
solutions, products and services is a pertinent skill set. The marketing efforts of high-tech firms are 
as important as, if not more important than the reliance on state-of-the-art technology (Traynor, 
2004). This also includes the ability to explain and communicate the product or service in a specific 
rememberable way, to present it in an attractive desirable way and convince the consumer of their 
need or dependence of such a product or service. Although all of the fundamental principles of 
marketing apply to the high-tech industry, there are industry and product specific factors that affect 
the development and implementation of successful high-tech industry marketing strategies. These 
industry specific factors include: The short life of high-tech products, the interdependence of high-
tech products, tech-support, maintenance pricing, strategic alliances and internationalization of new 
technology-based firms is all factors that the marketer needs to take account off (Davies and Brush, 
1997). 
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8. Testing the Telepreneur Framework (Cycle 3) 
 

At this point we have explored the theoretical frame towards a deeper understanding of strategic 
entrepreneurship. In the result we demonstrate an up-to-date theoretical framework to better describe 
the strategic intend of entrepreneurship in the telecommunication industry. In regards to the two 
sample companies we explored and produced some significant founding’s in terms of the 
Telepreneur framework. In this chapter we explore and test the Telepreneur framework by using 
secondary survey data from previous databases.  

 

8.1. Telenetwork  
 

In the attempt to further test and generalize the Telenetwork model we use the most innovative 
organizations displayed in the R&D (2008) Expenditure Table (Displayed in the Appendix) in which 
include data described in the method chapter as a summary of qualified sample data derived from the 
BERR. The 2008 R&D scoreboard contains sector specific summary of organisations which compete 
in the telecom industry. The secondary survey data is used to test and generalize the Telenetwork 
model in the Telepreneur framework.  

The summarized table results (Table.14) which include the total averages of both the BERR 
databases, indicate the average percent of sales invested by organizations and the average percentage 
of operating profit with a given classification description according to the Telenetwork definitions. 

 

Classification class 
R&D Mean as % 
of sales 

R&D Mean as % of 
operating profit 

Infrastructure Suppliers 5.39 8.26 
Service Resellers 17.80 13.93 
Service Manipulators 31.18 72.31 
Product Innovators 21.91 154.11 

Table 15: R&D (2008) Expenditure Summary 

 

The Telenetwork indicate that within the telecom industry organizations is positioned in accordance 
to specific relationship and a competitive innovation strategy, which progressively indicate a 
increased R&D expenditure average of sales and a increased R&D expenditure average percentage 
of total operating profit per classification class as you move from left to right on the Telenetwork 
scale (Figure.15). Furthermore Dunne (1993) suggested that firms which invest heavily in R&D are 
also most innovative in their use of technology, which proofs to be accurate in relation to the data 
displayed and tested in the Telenetwork model. Starting with the lowest percentage on the left 
bottom of the Telenetwork environment classified as Infrastructure Suppliers and Service Resellers, 
and on the higher end of the scale the Service manipulators and the Product Innovators as 
demonstrated in Table14:R&D (2008) Expenditure Summary. The result is therefore consistent in 
generalization compared to the findings of the case sample: Telkom as Infrastructure Suppliers and 
Vox telecom as Product Innovator.  
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Figure 18: Sample Case Telenetwork 

8.2. Technovation 
 
In terms of the sample case interview phase3 which aim to test the Telepreneur Framework by 
placing Telkom and Vox telecom within the Technovation scale. The result demonstrates that 
Telkom is focused on the exploitation of its processes or resources therefore placed four of its major 
products in both the Compound earner and the Refabrication categories. Telkom has a product 
innovation strategy focused on mature products and recreate those products through technology 
knowledge and market expertise. Telkom also have significant industry experience and therefore 
know how to stretch a products life span as far as possible by recreating a product brand. Vox 
telecom in the other hand has a product innovation strategy to explore the market, therefore to create 
new products and services through their technology expertise. Vox practise a balance between 
bringing new technology as The Rising Star into the market and organically growing those products 
and services into The Performer through technology and market knowledge.   
 

 
Figure 19: Sample Case Technovation 
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8.3. Telepreneurship 
 

The Telepreneurship model was tested through the interview phase3 where both Telkom and Vox 
telecom discussed their organisations processes and qualities through the enactment of roles in terms 
of the five dimensions: Environment, Champion, Sponsor, Pioneer and Marketer roles. Figure.20 
below demonstrates a summarized version of the degree which Telkom and Vox telecom emphasise 
each individual dimension. The ranking is displayed with five phones when the company indicates a 
strong emphasis on the specified role and one phone to deemphasize an inactive role. The diagram is 
concluded through observation of each organisation as the roles could be over emphasized by 
specified managers; therefore we based the findings on the overall ranking of the five interviewees of 
each organization and by separately compare the interview answers with our own analysis. The 
analysis of the primary data resulted in the empirical data is demonstrated below in Figure20.    
 
 

 
Figure 20: Telepreneurship sample summary rankings  

 
 
The Telepreneurship analysis of Telkom and Vox telecom explores and describes the findings in 
more details and display the finding in a discussion according to the five dimensions below.  
 
 
Telepreneurship  Telkom  Vox telecom 
Environment  Telkom act as an Infrastructure owner 

in the telenetwork. Telkom provide the 
foundation infrastructure to the telecom 
industry and therefore reactively form 
the environment basics. In the setting of 
the environment Telkom focus to 
constantly update their infrastructure to 
secure the dependency of suppliers and 
competitors within the environment. 

Vox act as a Product innovator in the 
telenetwork model. Vox act as a 
shaper, constantly innovating new 
services and products and change the 
rules and boundaries of the telecom 
environment. The important factor is 
based on the relationship Vox build 
among suppliers and competitors to 
recreate and repackage products closer 
to the customer’s future and unrealized 
needs. 
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Champion  The champion role is only practiced 
through a formal dedicated venture 
team combined with R&D. The 
champion’s role is not encouraged on 
other levels then senior or middle 
management levels and requires a 
strategic strong hold over ideas.  

The role of the champion is very 
active at Vox, where a culture of 
project champions is cultivated as part 
of the management skills required at 
Vox. Employees get rewarded and 
share in the ownership of new 
innovative ideas. The CEO set the 
example of the champion role, and 
distributes the value throughout the 
organization. 

Sponsor  The sponsor role is quite active in the 
sense that a great deal of supervision is 
practiced with the emphasis on strategic 
control. On the other side the sponsor 
role is weaken by not allowing patience 
capital for uncertainties, or risky 
attempts to explore the market. The 
relationship between the sponsor and 
champion is described as an arms 
length relationship where the sponsor 
rather manages the champion’s role by 
setting a narrow frame of development 
with precise specifications and 
stakeholder demands. The role of the 
sponsor is divided upon the senior 
management staff and non executive 
board members. 

The sponsor role is reasonable active 
with a lower degree of strategic 
control. On the other hand there is a 
great deal of capital patience and 
allow the autonomy to actively push 
new ideas through the role of the 
champions. Therefore emphasize a 
strong trustful and respected 
relationship between the sponsor and 
champion. The role of the sponsor is 
mainly practiced by the strategy team 
where the champion leads the 
argument, trusted upon and acting 
more as a sound board, rather than 
dictating terms. The sponsor role is 
also practiced by the board of directors 
and by the leading champion role 
(CEO) himself. 

Pioneer  Pioneering takes place in the classical 
role of the engineer within the R&D 
division, constantly improving and fine 
tuning the existing processes and 
technologies practiced inside the firm. 
The pioneer plays a very important role 
in Telkom and is clearly dominating the 
organization by far. Most managers and 
even senior management including the 
CEO plays the role of the pioneer. The 
pioneer is practiced through rather 
pulling problems into perspective and 
providing solutions with the technology 
provided. The bargaining power for the 
pioneer is limited to the existing 
infrastructure to greater degree. 

The role of the pioneer is occasionally 
active as the backbone of its operating 
core at Vox. The handful of talented 
engineers acquired by Vox over time 
is in constant meetings with driven 
champions, negotiating opportunities 
with possibilities. The pioneer 
occasionally provides the 
technological advancement 
possibilities while the champion scout 
to explore the market for 
opportunities. It is important to 
highlight the importance of the 
relationship of the champion to sell the 
idea and the pioneer to create the 
possibility. The marketer is very active 
in reporting the customer demand and 
pulls the pioneer closer to the 
customer future needs. 



 

71 

 

Marketer  The marketer fulfills a role to sell the 
packaged basic infrastructure in a 
wholesale fashion to other suppliers or 
corporations. The marketer act as the 
supply chain manager, monitoring 
efficiency and product performance. 
Little emphasis is placed on the 
customer, but rather to source existing 
products to new suppliers or possible 
diversification to new global markets. 
The marketing strategy is those of a 
focused product range and price.    

Vox marketing is seen as the driving 
force behind the initial champion’s 
role. The role of the marketer is 
communicated through all departments 
as a core value to listen to the 
customer, think of the customer needs 
and implement their future demands. 
Assign a champion and find a 
technological pioneer. The marketer is 
first to communicate the platform of 
opportunities and later driven by 
champions.  

  Table 16: Sample Case Telepreneurship  

 
To demonstrate the relationship and interaction between the five Telepreneurship roles which 
represents the organizations strategizing and the entrepreneurial innovation roles, derived from the 
empirical findings in Table.15 above, we provide a graphical display of the Telepreneurship 
interaction cycle in Figure.21 below. This could also represent the information flow within both 
organisations. 
 

 
Figure 21: Telepreneurship interaction cycle. 

 

8.4. Linkage between Telenetwork and Technovation  
 
In the table below (Table.16) Business Week most innovative Telecom companies 2009 deliver 
proof that indicate that organizations that appear on the left end of the Telenetwork model 
(Figure.15), appear to demonstrate a tendency that their product portfolio mostly concentrate and 
focused on exploitation of their resources, processes and business model, therefore mostly focus their 
innovation on the left hand side of the Technovation scale (Figure.16). Furthermore this indicates 
that those organisations which are focused more on exploitation of their resources demonstrate a 
lower level of R&D and innovation, mainly use existing technology in combination with their market 
expertise and market knowledge to manage their product portfolio. Their product portfolio mostly 

Pioneer 
(Invent)

Champion

(Innovate)

Sponsor 
(Finance)

Marketer

(Repackage)

Champion

(Spot opportunities)
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proofs to exist out of products or services which are mainly classified as the Refabrication and 
Compound earner in the Technovation scale (Figure.16) as a starting point of their technovation 
initiatives. The other extreme displayed on the right end of the Telenetwork model (Figure.15), 
which demonstrates the organisations with a product portfolio which products or services mainly 
appear on the right hand side of the Technovation scale. This indicates that those organisations 
product strategy are mainly concentrated on the exploration of the market which appears to show a 
higher level of R&D and therefore create new technology to a higher degree. These organisations 
products are mainly classified as the Rising Star and The Performer as a starting point of their 
technovation initiatives and innovation focus. In the case of the sample companies this linkage hold 
to be true for both Telkom and Vox telecom.  

 

Rank Company 
Focus 
innovation   Innovative Top Sellers Technovation  Telenetwork 

1 Apple  Product 47 % We Phone The Rising Star Product Innovators 
9 Nokia Product 38 % Phone handsets Nokia 6700 The Performer Product Innovators 

14 Sony Ericsson Product 40 % W880i Mobile Phone The Performer Product Innovators 
16 Samsung Product 41 % Samsung Tocco Lite (S5230) The Performer Product Innovators 

23 AT&T Product 33 % Wireless data services 
The Compound 

earner Service Providers 

25 Vodafone Product 25 % Wireless voice, Internet apps 
The Compound 

earner Service Providers 

28 Telefonica 
Business 
Model 40 % Voice services 

The Compound 
earner Service Providers 

32 
 
Cisco Systems Process 27 % Networking switches 

The Compound 
earner Product Innovators 

  BT Process     Fixed line, Broadband 

The 
Refabrication, 

The Compound 
earner 

Infrastructure 
Suppliers 

Table 17: Business Week most innovative (Telecoms) companies 2009 

 

8.5. Linkage between the Telenetwork, Technovation and Telepreneurship  
 
Telepreneurship serve as the glue of the Telepreneur framework. The culture, management and 
processes qualities are all captured in the Telepreneurship dimensions which define the hard to 
capture soft qualities practised through the combination of strategizing (Melin, & Nordqvist, 2006) 
and entrepreneurial management roles through corporate entrepreneurship activities (Bruns, 2005). 
In terms of the Telepreneurship model the environment dimension correlate directly with the 
telenetwork model describing the telecom environment and placement of the particular organization. 
The Champion and Sponsor role describe the governance and the autonomy needed for the specific 
innovation strategy derived from the Technovation scale. The pioneer role relate to the skills 
required to invent or create in the specified determined innovation strategy, and the marketer role 
correlate to the degree in which the innovation strategy require a specified skill set to sell or 
repackage that innovation. Overall the Telepreneurship provides a snapshot of the interactions 
between the innovations strategies required to compete in an existing environment therefore provide 
the culture, communication and architecture in which an organisation competes with in the 
telecommunication industry.   



 

73 

 

 

9. Conclusion  
 
The thesis contributes to new knowledge and introduces a theoretical framework to help explore and 
answer the research questions. The primary purpose was accomplished by the guidance of the sample 
cases and interviews supported by theoretical models (existing theories) within the field of strategic 
entrepreneurship. The primary and secondary purpose was fulfilled through the introduction of the 
Telepreneur Framework. The material directly related to the topic of strategic entrepreneurship in the 
telecommunication industry is rather limited; therefore we contribute knowledge through the 
grounding of the Telepreneur framework. The final generalization of the Telepreneur framework was 
done by testing the framework with secondary survey data, which positively relate to the findings 
during the formulation stages through the two sample companies known as Telkom and Vox 
telecom. 

The contribution of knowledge is made by assisting in the strategic placement of firms within the 
telecom industry introduced as the Telenetwork, provided by a strategic portfolio approach to 
innovate introduced as Technovation and thereby supported by the entrepreneurial management roles 
in strategizing presented as Telepreneurship. Through the Telepreneur Framework one is able to 
explore the concept of Telepreneurship represented by cycles of interrelation of entrepreneurial roles 
acting as the organisational glue by strategizing through entrepreneurial management relationships. 
The strategizing of entrepreneurship activities is mostly represented by innovation through 
technology in the telecom industry and is represented by Technovation described as a portfolio based 
approach used to innovate by strategic use of technology creation and market experience in the aim 
to balance the product or service innovation activities. The innovation strategy portfolio depends on 
the strategic placement within the telecommunication environment described as the Telenetwork.  

The Telepreneur Framework aims to support a telecom organization to improve their strategic fit by: 
competing in areas of strength (Burns, 2005); technology and market innovation focus and by 
strategizing entrepreneurial managerial practises in today’s fast changing telecom environment. 
Furthermore we were able to contribute the singular definition; the “Telepreneur” which is described 
as the social architect, building innovative platforms through a corporate social structure in the 
telecommunication environment. A further contribution is made by introducing product development 
portfolio management, where innovation is practised through technology. A product strategy can 
improve strategic alignment and focus resources to balance between short term performance of 
today’s products and services but also to encourage an ongoing concern or sustainability for future 
survival. This is further encouraged through constantly measuring the strategic fit of the telecom firm 
in the telenetwork and alignment of the product development resources to focus between market and 
technology trades and exploration of the market or exploitation of resources. The material can be 
used in both academic attribution to entrepreneurship sciences and contribute towards 
entrepreneurship strategic planning for managers in practice. 
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10. Discussion 
 
 

The significance of this study lies in the understanding and application of entrepreneurship through 
the strategy scope, hence the use of supportive theory related to those of the strategic 
entrepreneurship field.   

The research includes a thorough study of the telecommunication industry today, and explores the 
strategic use of entrepreneurship practiced by management within a corporate environment. In the 
previous chapter we made conclusions through the limitations boundaries of the study, therefore 
answering the purpose through the research questions directly related to this study. In the wider scope of 
things this chapter provide a suggestion for further research and point out a further unexplained 
phenomenon or societal problem. In this chapter we discuss the combined strengths and weaknesses of 
this thesis and provide suggestions to improve on those suggestions in future research prospectives.  

Through the limitation boundaries of this study our focus was channelled on medium to large 
organizations which excluded the studies of family businesses and small business within the industry. It 
would be possible to further relate small businesses to the service reseller classification mentioned in the 
Telenetwork (Figure.15) but further research is necessary to determine if new categories must be 
introduce to accommodate all small businesses.  

The research includes the possibility to use the Technovation Scale (Figure.16) to manage an 
organization’s product portfolio well aligned with the organizational strategy. However the study did not 
further demonstrate to what extend should the Technovation be used to either exploit one´s infrastructure 
or explore the market. It is mentioned that a balance should be maintained with the emphasis on either a 
exploitation or exploration product strategy, depending on the organizational strategy described by the 
placement in the industry network (Telenetwork). Further research can be done to determine to what 
extent to push products in the market (exploration strategy) or pull customers by using standardized 
branding and exploitation of resources (Pull market). 

The thesis research is also limited to certain conditions within the telecommunication industry. The thesis 
excludes samples cases in which the organizations has a monopoly or governed by governmental 
ownership. Furthermore the thesis focuses on Western business environments and probably disqualifies 
certain countries which do not compete within the same business or industry conditions. Further research 
can be done to include samples from the East, or countries where governments limit the participation of 
more than one infrastructure owner, or registered telecom permit or licenses. 

There might also exist incidents where one organization monopolize a complete free trade market due to 
a lack of competitors geographical placement, high risk associated to the geographical environment or 
simple the unwritten political influences which is not accounted for in the current Telepreneur frame. 

From the informatics perspective we might argue that information sharing and information management 
is of most importance communicated strategically through either a top down, bottom up or a combination 
of the two approaches (Galliers, 2008). The thesis research covers the importance of the knowledge 
transfer which could be of great importance to the organizational competitive edge. It is explained 
through the entrepreneurial manager seeking to share knowledge freely to support the bottom up 
approach but also indicate that a knowledge push (entrepreneurial management) is quite different form a 
knowledge pull or top down (strategic management) attempt. The entrepreneurial manager in the case of 
Vox telecom also encourage bottom up through incentives therefore increase innovation to search for 
new technology versus new technologies looking for markets. The research resulted to explain the 
strategic value of management behaviour and contributed by providing further strategic models to further 
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explore the balance of innovation through technology expertise and market expertise. However the study 
never explored why this knowledge sharing is important and how this knowledge provide a competitive 
advantage in general and in which way is it successfully practiced to create new technology, or share tacit 
knowledge about the market expertise. Further suggestions of further research can be made by possible 
combining information management strategy models with product development models which might help 
providing even better alignment of strategic focus therefore increase strategic fit of information strategies 
and systems aligned with the distribution and focus of R&D resources. 

The Telepreneur framework will most probably not fit all situations perfectly and could have a limited 
span of appropiability to certain conditions. While the basic nature of these models doesn’t cater for all 
situations it most certainly will help to raise questions and therefore provide value through the discussion 
that follow.  

To discuss the wider scope of matters, there still remains a grey area or unexplained phenomenon to what 
extend strategic entrepreneurship could provide an advantage to organizations in the telecommunication 
or high technology industries. In no means does this thesis eliminate uncertainty or solve the research 
problem in the bigger scope of things. Nevertheless the thesis can help scholars and organizations to 
understand or raise questions to how they compete in this market, therefore allow the possibility to better 
strategic placement or understanding of their placement in the industry and balance their product 
development portfolio to suite there organisations strategy. There still remain ample opportunities to 
further research, explore and investigate strategic uses of entrepreneurship in the telecommunication and 
high technology industries. 
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12. Appendix 

12.1. Interview Questionnaire (1) –Traditional Entrepreneurial activities 
 

Traditional Entrepreneurial activities 
 
Semi in-depth interview questions. 
Date: 6th January 2010 
 
New Product development Strategy 
 
(Q1) In your opinion which strategy does your organization follow in terms of new product 
development? 
The three strategies offered were:  

(A) first to market,  
(B) fast follower,  
(C) Or delayed entrant. 

 
(Q2) To which extent does your organization use each of six structures for organizing for NPD (New 
Product Development)? These structures included:  
 
Venture teams, 1-6     ………[….] 
Project teams,   1-6     ………[….] 
R&D teams,   1-6    ………[….] 
Product/marketing managers, 1-6  ………[….] 
Separate NPD groups or departments,  1-6 ………[….] 
Product champions. 1-6   ………[….] 
 
Respondents indicated their response for each structure by selecting a number from 1 to 6 where 1 = 
not at all and 6 = to a very great extent. 
Similarly, for the NPD process, respondents were 
(Q3) Asked to indicate the extent to which your organization engaged in particular activities when 
developing a new product. 
The list of activities included:  
 
Generating new product ideas, 1-6  ………[….] 
Screening ideas, 1-6    ………[….] 
Determining technical feasibility, 1-6 ………[….] 
Concept definition and testing, 1-6  ………[….] 
Business analysis, 1-6   ………[….] 
Development of a prototype, 1-6  ………[….] 
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In-house prototype testing, 1-6  ………[….] 
Customer prototype testing, 1-6  ………[….] 
Market testing, 1-6    ………[….] 
Introduction to the market. 1-6  ………[….] 
 
A scale of 1 to 6 was used where 1 = not at all and 6 = to a very great extent. 
 
 
(Q4) To measure performance, respondents are asked to indicate the percent of sales spent on 
Research & Development.  
……………………………………………………………………………………………. 
Please list the approximate percentage of profits and sales accounted for by products introduced 
within the last 5 years.  

 
[F] Fall below, [M]meet, or [E]exceed sales profit 
 
Product……………………………………………….     ……….%             […]  F,M or E 
Product……………………………………………….     ……….%   […]  F,M or E 
Product……………………………………………….     ……….%   […]  F,M or E 
Product……………………………………………….     ……….%   […]  F,M or E 
Product……………………………………………….     ……….%   […]  F,M or E 
Product……………………………………………….     ……….%   […]  F,M or E 
Product……………………………………………….     ……….%   […]  F,M or E 
 
 
(Q5) Respondents are also asked whether their new products tended to fall below, meet, or exceed 
sales profit, and market share goals. Answer in Q4 as […]  F,M or E. 
 
 
(Q6) Respondents were asked to indicate their overall satisfaction with their firms' new product 
development efforts. 
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
……………………………………………………………… 
 

 

Firm Level Entrepreneurship 

Autonomy 

 (Q7) Autonomy refers to the independent action of an individual or a team in bringing forth an idea 
or a vision and carrying it through to completion.  

To what extend is employees encourage in sharing ideas and communicating opportunities? Please 
motivate your answer, if answered that a high degree of autonomy is practice please motivate how 
employees are encouraged to practice a great level of autonomy. Please argue in which way the 
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organization support autonomy in terms of products that was launched due to autonomy, percentage 
of working hours allowed to discuss ideas or any similar activities. If a low degree of autonomy is 
practice please motivate why you don’t think your organization allow a great deal to encourage new 
ideas. 

…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
……………………………………………………………… 
………………………………………………………………………………………………………… 

 

Innovativeness 

"creative destruction," by which wealth was created when existing market structures were disrupted 
by the introduction of new goods or services that shifted resources away from existing firms and 
caused new firms to grow. The key to this cycle of activity was entrepreneurship: the competitive 
entry of innovative "new combinations" that propelled the dynamic evolution of the economy 
(Schumpeter, 1934).  

Product market innovativeness suggests an emphasis on product design, market research, and 
advertising and promotion (Miller & Friesen, 1978; Scherer, 1980). 

(Q8) In line with the description above, can you list some forms of Product market innovation efforts 
in your organization? 

…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………………………………………………………………………………………………… 

 

Maidique (1982) wrote that technological innovativeness consists primarily of products and 
process development, engineering, research, and an emphasis on technical expertise and 
industry knowledge. 

(Q9) In line with the statement above, can you list some forms of Technological innovation efforts in 
your organization? 

…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………… 

 

(Q10) Shortly prompt the organizations willingness to discard old beliefs and explore new 
alternatives. 
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…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………………………………… 

 

(Q11) Please indicate to which way the organization valued and rewarded experimentation.  

…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………………………………… 

 

(Q12) The level of expenditures and number of resources dedicated to research and development. 

…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………………………………… 

 
 
Risk Taking 
 
(Q13) Strategic risk: Please motivate shortly if your organization has practice any of the following 
actions. 
(a) "Venturing into the unknown,"  
(b) "Committing a relatively large portion of assets," and  
(c) "Borrowing heavily"  
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………………………………… 
 
(Q14) Please state in your opinion your organizations tendency to engage in risky projects, A scale 
of 1 to 6 is used where 1 = not at all and 6 = to a very great extent……….[….] 
 
 
(Q15) Please state if you as a manager prefer to rather act boldly or cautious in regards to achieving 
firm objectives.  
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………………………………… 
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(Q16) In your opinion please explain to what extend your organization support only projects in 
which the expected returns is certain. 
 
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………………………………… 
 
 
 
Proactiveness 
 
Lieberman and Montgomery (1988) emphasized the importance of first-mover advantage as 
the best strategy for capitalizing on a market opportunity. By exploiting asymmetries in the 
market-place, the first mover can capture unusually high profits and get a head start on 
establishing brand recognition. 
 
(Q17) Would you consider your organization as a first mover: Shortly motivate your answer? 
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………………………………… 
 
 
 
(Q18) Does your organization shape the environment by introducing new products, technologies, 
administrative techniques, or does it rather react on environmental forces? 
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………………………………… 
 
Venkatraman (1989a: 949)., who suggested that proactiveness refers to processes aimed at 
anticipating and acting on future needs by "seeking new opportunities which may or may not 
be related to the present line of operations, introduction of new products and brands ahead of 
competition, strategically eliminating operations which are in the mature or declining stages of 
life cycle"  
 
(Q19) In your opinion to what extend do your organization act on products or activities that doesn’t 
add value to the organization, for instance a product at a declining stage of the its life cycle.  
A scale of 1 to 6 was is used where 1 = not at all and 6 = to a very great extent……….[….] 
 
 
 
Competitive aggressiveness 
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Competitive aggressiveness refers to how a organization relate to competitors, that is, how 
firms respond to trends and demand that already exist in the marketplace. Competitive 
aggressiveness is about competing for demand.  
 
Activities aimed at overcoming rivals may include, for example, setting ambitious market-
share goals and taking bold steps to achieve them, such as cutting prices and sacrificing profits 
(Venkatraman, 1989a) or spending aggressively compared to competitors on marketing, 
product service and quality, or manufacturing capacity (MacMillan & Day, 1987) 
 
(Q20) In terms of competitive aggressiveness can you relate to the below attempts of your 
organization to overcome competitors?   
 
Please list the setting of ambitious market-share goals and bold steps to achieve the goals. 
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
……………………………… 
 
 
Cutting prices and sacrificing profits. 
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
……………………………… 
 
Spending aggressively compared to competitors on marketing, product service and quality or 
manufacturing capacity. 
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…… 
 

12.2. Interview Questionnaire (2) – Strategy Formulation   
 

Strategy formulation  
 

This section is incorporated to determine and analyze the organizations strategy. 
 
 
(Q1 A) What is your organizations current vision and mission? 
 
 

 

 

 
 
(Q1 B) In your view, what is your organizations current organizational strategy? 
 

 



 

87 

 

 

 

 

 
 
(Q2) What are your organizations objectives for the next five years? 
 
 
 
 
 
 
 
(Q3) In your opinion how well is this strategy communicated across the organization? 
 
 
 
 
 
 
 
 
 
Please complete the following questions related to the external environmental: 
 
(Q3 A) How easy is it for the organizations suppliers to drive up prices? This is driven by the 
number of suppliers of each key input, the uniqueness of their product or service, their strength and 
control over your organization, the cost of switching from one supplier to another, and so on. 
 
 
 
 
 
 
 
 
 
(Q3 B) How easy it is for buyers to drive prices down. Again, this is driven by the number of buyers, 
the importance of each individual buyer to your business, the cost to them of switching from your 
products and services to those of someone else. 
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(Q3 C) Which product or services can you think of that could substitute your organizations services. 
This is affected by the ability of your customers to find a different way of doing what you do. 
 
 
 
 
  
 
 
(Q3 D) To what extent is your organization’s market protected for new entrants.  
Power is also affected by the ability of people to enter your market. If it costs little in time or money 
to enter your market and compete effectively, if there are few economies of scale in place, or if you 
have little protection for your key technologies, then new competitors can quickly enter your market 
and weaken your position. If you have strong and durable barriers to entry, then you can preserve a 
favorable position and take fair advantage of it. 
 
 
 
 
 
 
 (Q3 E) How many competitors are offering the same services and Products as your organization?  
 
What is important here is the number of the competitors and capability of your competitors – if you 
have many competitors, and they offer equally attractive products and services, then you’ll most 
likely have little power in the situation. 
 
 
 
 
 
 
 
 
 

 

(Q4) Please complete the following scorecard in term Strength, Weaknesses that influences your 
organizations today and Opportunities and Threats that might influence your organizations in the 
future.  

• Strengths: attributes of your organizations that are helpful to achieving the objectives. 
• Weaknesses: attributes of your organizations that are harmful to achieving the 

objectives. 
• Opportunities: external conditions that are helpful to achieving the objectives. 
• Threats: external conditions which could do damage to the objectives. 
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Opportunity 

 

Threats 

 

SWOT analysis  

 
(Q5) In your opinion what are your organizations most valued primary activities in the industry 
which we might refer to as the cash generator? Which parts add most value to operations “core 
competencies to achieve a competitive advantage”, and which parts in your opinion do not add value 
to achieve a competitive advantage and might be considered to be outsourced.  
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12.3. Interview Questionnaire (3) – Telepreneur Framework 
 

 
Interview questions. 
 

Technovation 
Definition:  

Technovation: Innovation practise through the means of technology. 

Technology 

Recreated New creation  

M
arket 

The Compound earner The Performer R
ealized 

The Refabrication The Rising Star 

N
ot 

R
ealized 

Exploitation Exploration  

Four scale´s of Technovation.  

Definitions: 

The Performer: The Performer are those technovation activities where the organization explore new 
markets in combination with new technologies, at this point we argue that the market is realized and 
mature, in other words the market welcome the idea and the new technology. 

The Rising Star: The Rising Star is where a new idea with new technology is explored in a unknown 
market, in other words we don’t know if the market will welcome the new product or service 
therefore we refer to the market as not realized or premature. The Rising Star is most probably the 
predecessor of the”The Performer” where the market is realized or the “The Refabricator” where a 
market has not been Realized. 

The Compound earner: The Compound earner is usually the next step for the “The Performer” after 
a maturation or introduction period. This is where the technology became a standard or widely 
accepted by a market, but recreated ”changed” to better suit the needs of the market. We named it the 
Compound earner as the market is realized and reinvented several times by exploiting the existing 
idea and technology. 

The Refabricator : The Refabricator is a stage where a recreated (usually an older technology) has 
been exploited to form a renewed idea but not realized in the market. We can identify that the 
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technology might be too old or not used in the practice anymore. This could also refer to a situation 
where the “The Compound earner” has reached an end of the line life cycle and exaggerated the need 
for further recreation. 

 
 
Telepreneurship Strategy Formulation: 
 
Environment: The environment measure discusses the environmental structure and supportive 
effects in which is ether favourable or not favourable to enhance or eliminate CE (Corporate 
Entrepreneurship) in the telecom organization. In terms of the original Entrepreneurship dimensions 
it is slightly comparable to the “Autonomy dimension”. We discuss here the company structure and 
placement in the network. We refer to the network in the background section, where the telecom 
industry depends on a network of competitors or suppliers to which the organization forms part of an 
overall product or service line. Where the organization is placed in this network and how the 
company strategically place themselves will influence the environmental dimension or role in which 
will influence the level of CE in the Telecom industry refer to as ”Telepreneurship”. 

(Q23) we refer in this question to the entire telecom network, to what extend your organization rely 
on other service providers to complete your organizations product or services and to what extent 
your organization is limited or bounded. 

…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………. 

 (Q24) In short explain the hierarchy structure of the organization, what corporate environment is 
practiced in formality and decision making procedures. You can refer to structure, centralized, and 
decentralized through Business Units, Top down or bottom up approach. 

…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………. 

 

(Q25) Regulation can affect the innovative or technovation activities via different channels. Two 
such channels include price regulations (the regulation of interconnection charges and retail prices 
alter industry profits, hence the incentives to innovate) and entry regulations (change the terms of 
entry, and hence innovation decisions regarding new entry). Refer to the above to industry 
regulation´s can you identify how this could affect your organization and if so please motivate? 

…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………. 

 

Champion: The role of the champion is described as the trades of a classical entrepreneur. In the 
corporate environment we refer to this role as a Champion which comes in different forms. This role 
requires the boldness to lead the entrepreneurial spirit in the organization. The Champion role is 
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sustained and enhanced by regular short term victories. This role is not always welcomed by the 
traditional corporate climate and might be in conflict with traditional management styles and 
strategies.  We compare this measure to the classical CE of those dimensions namely Competitive 
aggressiveness and Proactiveness as trades of the champion role. As we suggest earlier the 
Champion role might be realized by several people, management or entire work culture to enhance 
Telepreneurship. It is important to mention that there is usually a person leading and driving the 
Champion´s role.  

(Q26) Can you identify a person/group/department that might serve in the above description of a 
Champion´s role in your organization?  

…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………. 

 

Sponsor: We discuss the role of a sponsor. We ask the question who will pay and invest in our 
entrepreneurial efforts. Additional to the financial perspectives the sponsor also refers to seniority 
and supervision role. This role can be explained as the authority to allow certain level of Autonomy 
to practice entrepreneurial efforts but also containing the skill to realize when the risk is to big 
”Prevention”, and know when to abandon a project or entrepreneurial effort. As we mentioned 
Autonomy, Prevention we would also include a third element which we explain as entrepreneurial 
patience. The sponsor´s supervision skill to allow for a project to continuous based on the realization 
of a future potential which is commonly found in technology markets like the telecom industry. An 
example of” entrepreneurial patience” in terms of technovation could be explained where a 
product/service are currently in a stage called the “The Rising Star” where a new technology is 
created in an unrealized market. In terms of the traditional CE we can refer to the Risk taking 
dimension to be able to take risk in a certain degree without knowing the outcome to a bigger extend. 

(Q27) Can you identify a person/group/department that might serve the role of the above description 
of a Sponsor in your organization? Please motivate to what extend the sponsor per sue risk. 

…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
………………. 

 

Pioneer: The role of the technological pioneer emphasizes the use, reinvention and practice of 
innovation through technology. From the original classical perspective in CE we refer to 
Innovativeness. We rather emphasize Innovativeness through technology in which defines our 
concept of Technovation. We find the two forms of technovation namely exploitation referring to 
reengineering of resources and exploration which is described in the background as NPD (new 
product development). We further explain that it is possible to further discover different types of 
technovation described as The Performer, the Rising Star, The Compound earner and The 
Refabricator. We argue that the role of the engineer is critical for the practice of CE defined as 
Telepreneurship in the telecom industry. 

(Q28) In your organization can you identify products or services related or formed through 
technovation? You can use the Four scale´s of Technovation to identify the status or type of 
technovation. 
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Product/Service: …………………………………………………… Technovation type: 
………………… 
Product/Service: …………………………………………………… Technovation type: 
………………… 
Product/Service: …………………………………………………… Technovation type: 
………………… 
Product/Service: …………………………………………………… Technovation type: 
………………… 
Product/Service: …………………………………………………… Technovation type: 
………………… 
 
(Q29) In terms of your organization´s Four scale´s of Technovation portfolio, do you think the 
organization need to refocus their Technovation strategy, please motivate your answer? 
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………… 

Marketer: The marketer role is explained as the ability to realize the technology through 
technovation in a marketable attractive initiative to sell and market the service or product 
successfully. We found the fifth measurement role not well supported in previous research and think 
that this could be a strong influence on the successful practice of Telepreneurship. The marketer is a 
classical role found in the traditional entrepreneur and should also be considered to be incorporated 
in CE, especially in a highly technological industry like telecoms. The ability to market new 
technology or reinvented solutions, products and services is a pertinent skill set. This also include the 
ability to explain and communicate the product or service in a specific rememberable way, present it 
in a attractive desirable way and convince the consumer of their need or dependence of such a 
product or service.  

(Q30) Can you identify attempts where your organization fulfils the role as the Marketer referring to 
realize new technology, or reinvent technology to realize into a successful commercialized product 
or service? 

…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
…………………………………………………………………………………………………………
……………………. 

 

 

Expenditure table 

Company name 
Technovation 
classification £M 

Growth 
over last 
year (%) 

Growth 
over 
average of 
last 4 years 
(%) 

as % of 
operatin
g profit 

as % of 
sales 

Thomson Broadband ** (Not IFRS) Service Resellers 1.05 -33 n/a 18.5 0.5
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Amstrad Infrastructure Suppliers 119 -6 n/a 23.9 1.4
Plasmon Infrastructure Suppliers 23 119 -6 1.4 28
AxisMobile Service Manupilators 1.53 1 57 n/a 43
BT Infrastructure Suppliers 1252 12 85 54.3 6
Cisco Systems ** (Not IFRS) Product Innovators 18.31 -17 10 52.2 5.4
Clarity Commerce Solutions (Not 
IFRS) Service Manupilators 754 1.2 -25 5.8 37
Dialog Semiconductor Product Innovators 173 14.87 -3 34.1 39
Fluency Voice Technology (Not 
IFRS) Service Manupilators 772 1.13 16 24.7 37
Fujitsu Telecom ** (Not IFRS) Product Innovators 95 32.2 113 15.4 39
Inmarsat Service Manupilators 4.17 290 36 50 14
Intec Telecom Systems Service Manipulators 167 15.26 -3 12.3 37
Intelek Product Innovators 576 2.18 12 6.1 39
LastMile Communications (Not 
IFRS) Service Manipulators 315 5.96 277 n/a 39
Mobile Streams Service Resellers 1.04 60 538 n/a 11.4
Motorola ** (Not IFRS) Product Innovators 78.6 -8 3 655 7.2

Nokia ** (Not IFRS) Product Innovators 
136.5

6 23 21 301.7 8.5
Nortel Networks ** (Not IFRS) Service Manipulators 23.7 -28 -66 232.4 3.3
Seles Communications ** Service Manipulators 460 3.31 -7 2.4 39
Spirent Communications Service Manipulators 70 46.3 -20 19.2 39
Symbian (Not IFRS) Service Manipulators 34 94.01 34 48.4 37
Teleware (Not IFRS) Service Resellers 654 1.62 63 22.8 37
Telit Communications Product Innovators 259 7.93 33 14.3 39
Thomson Broadband ** (Not IFRS) Service Resellers 791 1.05 -33 0.5 9
T-Mobile ** (Not IFRS) Infrastructure Suppliers 49 71.67 n/a 2.3 28
TTP Communications ! Service Manipulators 26.59 -14 2 255.6 36.6
Vicorp Service Resellers 1.04 -4 -19 n/a 31.1
Vodafone Infrastructure Suppliers 234 5 17 2.3 0.7
ClinPhone Service Manipulators 5.8 116 178 n/a 12.3
Siemens ** (Not IFRS) Product Innovators 69.1 -7 9 n/a 4.7
Vanco Infrastructure Suppliers n/a n/a n/a 10.4 2.8
NTT Infrastructure Suppliers n/a n/a n/a 11.5 2.9
France Telecom Infrastructure Suppliers n/a n/a n/a 13.8 1.6
AT&T Infrastructure Suppliers n/a n/a n/a n/a 0.8
Telstra Infrastructure Suppliers n/a n/a n/a n/a 5.9
Jazztel Infrastructure Suppliers n/a n/a n/a -54.5 0.7
Eircom Infrastructure Suppliers n/a n/a n/a 11 0.1
Kingston Communications Infrastructure Suppliers n/a n/a n/a 4.9 0.1
Telefonica Infrastructure Suppliers n/a n/a n/a 17.6 1.1
Deutsche Telekom Infrastructure Suppliers n/a n/a n/a 8.5 0.8
Ericsson Product Innovators n/a n/a n/a n/a 15.4

Table 18: R&D (2008) Expenditure Table 
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Grounded Theory - Coding 

  Open Nodes  Ref Axial Nodes Selective Coding   
Sub Domain   Selective Coding   

Domain 
1 adoption innovation and technology        

2 Adoption of technology     

3 ambitious goals bold steps 13 Competitive    

4 autonomous innovation 2 Encouraging    

5 balance of exploitation and exploration 19 Entrepreneurship    

6 Buyer power 15 Entrepreneurial Corporate 
Entrepreneurial 
Orientation Sub 
Domain 

  

Corporate 
Orientation 

7 capability planning 11 Important     
8 change due market conditions 30 Innovation     

9 change technological, market and regulatory 9 Innovations    

10 city centralization rise and fall past industry 18 Knowledge    

11 classical school      

12 cluster go into decline when spinoff process 
stop 

       

13 clusters due to spinoffs related tec      

14 competing for demand 13 Competitive    

15 competitive dynamics 11 Customers    

16 Corporate entrepreneurship and orientation 11 Environment 

17 cost leadership 23 Industry   

18 create new resources 34 Market External Environmental 
Sub Domain   

19 creation new enterprise 8 Network     

20 customer experimentation 12 Opportunities     

21 develop knowledge 12 Opportunity     

22 differentiated compatible 2 Service     

23 differentiation 3 Suppliers     

24 disparate knowledge        Environmental  
25 Disruptive innovation types         

26 disruptive tec Discontinuities        

27 doing things new way 11 Important     

28 Dynamic industry high speed innovation 11 Management     

29 economics of scale 15 Process   
30 eliminate operations at the end of life cycle 16 Product Internal Environment 

Sub Domain 
  

31 entrepreneurial architecture creates 
knowledge change 

1 Relationship 
    

32 entrepreneurial architecture networks 15 Strategic    

33 entrepreneurial architecture strategic  16 Strategy    

34 entrepreneurial vs traditional management      

35 entrepreneurship as a strategy        

36 entrepreneurship orientation Autonomy      

37 entrepreneurship orientation competitive 
aggressiveness 

13 Competitive    

38 entrepreneurship orientation Innovativeness 13 Development    

39 entrepreneurship orientation Proactiveness 30 Innovation 
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40 entrepreneurship orientation Risk taking 9 Innovations Product Development  
& Innovation 

  

41 entrepreneurship subset strategy 18 Knowledge     
42 entrepreneurship way thinking 12 Opportunities     

43 Entry of competitors 12 Opportunity     

44 evolutionary school 16 Product     Innovation and 
Technology 

45 existing resources new capacity       

46 exploit knowledge          

47 exploitation exclusion exploration       

48 exploitation exploration causes 14 Technological     

49 exploitation old certainties operations 15 Technologies Technology    

50 exploration exploitation technology 34 Technology 

51 exploration of new experience      

Table 19: GT coding table 

 

Table 20: Interview log 

 

Thesis Website: http://telepreneurship.webhop.net/index.html 

Company  Date  Name  Job Title  Interview 
Vox telecom  06‐Jan‐10  Keith Laaks  CTO  Phase 1 and Phase2 
Vox telecom  06‐Jan‐10  Tony Baartman  Operations Manager  Phase 1 and Phase2 
Vox telecom  06‐Jan‐10  Lindsay Noel  Engineer and Manager  Phase 1 and Phase2 
Vox telecom  06‐Jan‐10  Bradley Gatter  MD   Phase 1 and Phase2 
Vox telecom  06‐Jan‐10  Murray Steyn  CCO  Phase 1 and Phase2 
Telkom  07‐Jan‐10  Elizabeth Dall  HR  Phase 1 and Phase2 
Telkom  07‐Jan‐10  Andre Olivuer  Operations Management  Phase 1 and Phase2 
Telkom  07‐Jan‐10  Geert van Dijk  MD   Phase 1 and Phase2 
Telkom  07‐Jan‐10  Setumo Mohapi  CTO  Phase 1 and Phase2 
Telkom  07‐Jan‐10  Paul Tanton  Senoir Management  Phase 1 and Phase2 
Vox telecom  23‐Feb‐10  Keith Laaks  CTO  Phase 3 
Vox telecom  23‐Feb‐10  Tony Baartman  Operations  Phase 3 
Vox telecom  23‐Feb‐10  Lindsay Noel  Engineer and Manager  Phase 3 
Vox telecom  23‐Feb‐10  Bradley Gatter  MD   Phase 3 
Vox telecom  23‐Feb‐10  Murray Steyn  CCO  Phase 3 
Telkom  24‐Feb‐10  Elizabeth Dall  HR  Phase 3 
Telkom  24‐Feb‐10  Andre Olivuer  Operations Management  Phase 3 
Telkom  24‐Feb‐10  Geert van Dijk  MD   Phase 3 
Telkom  24‐Feb‐10  Setumo Mohapi  CTO  Phase 3 
Telkom  24‐Feb‐10  Paul Tanton  Senoir Management  Phase 3 


