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ABSTRACT 

 

Innovation as an output and as a process is the result of novel combinations created by the 

entrepreneur (Schumpeter, 1934). In this exploratory study, we investigated the case of four women 

entrepreneurs from Camarines Sur to determine their innovation strategies and its implication to their 

business performance. We compared the degree by which these Entrepinays implement innovation 

practices based on the OSLO Innovation Measurement Framework. This framework specifies four 

types of innovation, namely:  product, process, marketing, and organizational innovation.  Based on 

the content analysis of our data gathered from the one-on-one interview, our results revealed that the 

Bicolana entrepreneurs implemented more of marketing and organizational innovation strategies.  

Marketing innovation practices are manifested in their active search and introduction of new sales 

channels, continuing effort to find new ways to promote their goods and services, and the effective 

use of branding as a differentiation strategy. Organizational innovation practices are evident in the 

way they establish relationships and collaborate with other people and companies. Within their 

respective enterprise, these Entrepinays motivate and improve their workers’ performance and retain 

their loyalty through their various human resource development practices. Our findings also showed 

that all the women entrepreneurs are able to pinpoint that their conscious effort to adopt and 

implement innovative marketing and organizational practices have contributed to the profitability, 

productivity, and existence of their business in Bicol for years. We proposed that a bigger sample 

size of respondents and area coverage be undertaken on the innovative practices of other women 

Entrepinays to depict a picture of the innovative landscape of the province which can provide 

important data for policy making purposes that can benefit women entrepreneurs at large. 
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BACKGROUND OF THE STUDY 

The important contribution of women entrepreneur to the economic growth and development of a 

country is highly recognized. It is estimated that SMEs with full or partial female ownership represent 

31 to 38 percent (8 to 10 million) of formal SMEs in emerging markets (IFC, 2011). In a study of 42 

countries, the Global Entrepreneurship Monitor (GEM) for 2006-2007 noted that the Philippines 

have the second highest percentage of entrepreneurially active females, after Peru (Madarang and 

Habito, 2007).  In our country, six out of ten business start-ups were women owned.  However, it 

was also observed that the ownership changes as the business develops.  From an initial 69 per cent 
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ownership for businesses less than 3.5 month old to 51% business ownership for businesses between 

3.5 months to 3.5 years, women ownership drops even further to  44 percent for businesses that are 

more than 3.5 years (Castro, 2013). 

One of the often cited definitions of entrepreneurship describes it as “sources of opportunities, the 

processes of discovery, evaluation, and exploitation of opportunities and the individuals who 

discover, evaluate, and exploit them” (Shane & Venkataraman, 2000, p.218).   Globally, men maybe 

more likely to start a business; however, in the Philippines both men and women are equally likely 

to start a business.  In fact, more than half (51%) of business start-up owners are female, but, 

established businesses are still mostly male owned at 66 percent. 

Filipino women have the ability to develop various types of micro and small enterprises, but the 

business segments traditionally accessible to them often experience high competition, coupled with 

low productivity and often low margins (Edralin, 2007). In spite of these constraints, there are many 

Filipina entrepreneurs who became successful in the food, trading, entertainment, publishing, 

hospitality, wellness, and agriculture industries. Their innovative strategies appear to be key drivers 

of   their successful entrepreneurship. 

 

Innovation 

 

An innovation is the implementation of a new or significantly improved product (good or service), 

or process, a new marketing method, or a new organizational method in business practices, 

workplace organization or external relations (OSLO Manual, 2005).  It includes all scientific, 

technological, organizational, financial and commercial steps which actually lead, or are intended to 

lead, to the implementation of innovations. Some of these activities may be innovative in their own 

right, while others are not novel but are necessary to implementation (OSLO Manual, 2005).  Drucker 

(1985) explained that in the firm context, innovation is the central mechanism for transformation or 

renewal that can lead to creating new value and contribute to society. Innovation can be in the form 

of new product/service, new processes, new methods, and new management perspectives. It is the 

tool used by entrepreneurs to exploit opportunity for a different business or a different service 

(Drucker, 1985). However, he emphasizes the need for entrepreneurs to constantly search for the 

sources of innovation and monitor changes in the environment that indicate opportunities for 

successful innovation.   

Firms introducing innovative strategy can do so at the product, market, efficiency, quality, process, 

or organizational levels (OSLO Manual, 2005). However, for enterprises that desires to introduce 

innovation, Dervitsiotis (2010) recommended the need for having visionary leadership, harnessing 

employee creativity, and engaging the customers, suppliers, and other stakeholders to the proposed 

interventions. Failure to adapt well to emerging conditions may eventually lead to extinction. In this 

case, to innovate becomes synonymous to adaptation and survival (De Geus, 1997 as cited in 

Dervitsiotis, 2010). However, Tushman (1997) as cited in Siguaw, Simpson, and Enz (2006) 

observed that “the narrow focus on innovations ignores the propensity of an organization to 

continually innovate as an organizational objective especially since innovations in and of them are 

not necessarily the key to long-term business success. 

According to the OSLO innovation management framework, innovation is key to the growth of 

output and productivity.  The relationship between innovation and economic development is widely 

acknowledged.  Hence, Siguaw et al. (2006) posited that an enterprise’s long-term success depends 

on overall firm-level innovation orientation that gives importance to the development of 

competencies necessary to produce innovations and less on specific innovations.  It is an organization 
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that attempts to embed an innovation mind-set; one where there is systematic monitoring of the 

sources of innovative opportunity (Drucker, 1985) perceived as vital to long-term business success 

 

 

RESEARCH PROBLEM AND OBJECTIVES 

 

Successful entrepreneurs innovate to create new values and make different contributions such as new 

product and services that are better in quality and lower in price ((Drucker, 1985; Gamal, 2011).  

It is argued that the sustainable growth of SMEs requires sustainable innovation and the continual 

acceleration in innovation will sustain revenue growth that can then fuel more innovation.  Hence, 

to identifying enterprises’ motives for innovating and their importance is of help in examining the 

forces that drive innovation activities, such as competition and opportunities for entering new 

markets.  Given these perspectives, we pose this research problem: what are the innovation practices 

of four entrepinays from Camarines Sur and what are its implications to their business performance? 

 

Specifically, we aim to identify the types of innovation practices that the women entrepreneurs 

implement to ensure the continuity of their business. 

  

 

THEORETICAL FRAMEWORK 

 

Our paper uses the OSLO innovation measurement framework to guide our analysis.  This 

framework gives emphasis on the product and process innovations as well as the role of linkages 

with other firms and institutions in the innovation process. Secondly, its evaluation of linkages is 

expanded since it places importance on knowledge flows among firms and other organizations for 

the development and dissemination of innovations. This highlighted the role of organizational 

structures and practices that promote the sharing and use of knowledge and interaction with other 

firms and public research institutions. These also include the forming of closer relationships with 

suppliers and ongoing development of marketing practices to better reach customers. Third, the 

model views at innovation in the firm level, and fourth, the framework looks at the role of demand.  

 

The OSLO framework identified and differentiates four types of innovations, namely:   product 

innovations, process innovations, marketing innovations and organizational innovations.  

 

A product innovation is “the introduction of a good or service that is new or significantly improved 

with respect to its characteristics or intended uses. This includes significant improvements in 

technical specifications, components and materials, incorporated software, user friendliness or other 

functional characteristics. Product innovations can utilize new knowledge or technologies, or can be 

based on new uses or combinations of existing knowledge or technologies. Product innovations the 

introduction of new goods and services and significant improvements in the functional or user 

characteristics of existing goods and services” (OSLO Manual, 2005, p. 48). 

 

A process innovation is the “implementation of a new or significantly improved production or 

delivery method. This includes significant changes in techniques, equipment and/or software. 

Process innovations can be intended to decrease unit costs of production or delivery, to increase 

quality, or to produce or deliver new or significantly improved products” (OSLO Manual, 2005, 

p.49). 
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A marketing innovation is the “implementation of a new marketing method involving significant 

changes in product design or packaging, product placement, product promotion or pricing. Marketing 

innovations are aimed at better addressing customer needs, opening up new markets, or newly 

positioning a firm’s product on the market, with the objective of increasing the firm’s sales” (OSLO 

Manual, 2005, p.49). 

An organizational innovation is the “implementation of a new organizational method in the firm’s 

business practices, workplace organization or external relations. Organizational innovations can be 

intended to increase a firm’s performance by reducing administrative costs or transaction costs, 

improving workplace satisfaction (and thus labour productivity), gaining access to nontradable  

assets (such as non-codified external knowledge) or reducing costs of supplies” (OSLO Manual, 

2005, p.51). 

 

 

 

  

 

Figure 1. OSLO Innovation measurement framework 

The measurement framework as shown in Figure 1, illustrates the breadth and variety of elements of 

innovation management that ideally need to be measured. It is no longer sufficient to treat innovation 

as a linear process where resources are channelled at one end, from which emerges a new product or 

process. 

 

METHODOLOGY  

 

Our descriptive and comparative qualitative research is based on the case study approach of the 

innovation management practices of four entrepinays from Camarines Sur who are engaged in the 

food, food processing, agri-tourism, and trading business.  

Following the OSLO Manual “object” approach to data collection, we gathered data about specific 

innovations of some kind at the same time the data is sought about the entrepinay’s firm.  This was 

done through the case studies to understand complex and multidimensional phenomena, such as the 
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innovation process (Yin, 2014). Therefore, as a case study which is qualitative in nature, we 

conducted separate in-depth individual interviews (using unstructured or open ended questions) and 

non-participant observation of the four women entrepreneurs. We personally visited their business 

site to identify their innovative practices and validated the degree to which they are implementing 

them. We utilized the content analysis method to analyze our data. The degree of implementation is 

operationally defined as:   1- not evident, 2 – low evident, 3 – average evident, 4 – highly evident  

following the suggestion of the OSLO Manual that questions on a number of qualitative indicators 

can use an ordinal scale (OSLO manual). The main criteria we used to select these respondents are: 

(1) should be among the first few women entrepreneurs from the province, and (2) should have been 

operating their business for at least 10 years. Table 1 presents the brief profile of the respondents 

while Table 2 gives a brief description of the sample enterprises. The four entrepreneurs conduct 

their business locally, although, they enjoy market leadership in their own industry clusters. To 

preserve the identity of the respondents, we denoted them as follows: the trading entrepreneur as 

Entrepreneur Anna, the food-based entrepreneur as Entrepreneur Beth, Entrepreneur Carol for the 

food processing business, and Entrepreneur Doris for the agritourism enterprise. 

 

Table 1.   

Profile of the women entrepreneurs from Camarines Sur 

Characteristics 
Entrepreneur 

Anna 

Entrepreneur 

Beth 

Entrepreneur 

Carol 

Entrepreneur 

Doris 

Size of firm 

(based on the 

number of 

employees) 

Small Small Small Small 

No of employees 10 44 61 10 

Nature of business Trading Food Food 

processing 

Agritourism 

Type of 

Ownership 

Sole Proprietorship Sole Proprietorship Sole 

Proprietorship 

Sole 

Proprietorship 

Number of years 

of operation 

24 24 18 11 

Location of 

business 

Beside residence Beside residence Beside 

residence 

La Huerta Farm 

is located 

around 5 km 

from her 

residence 

Stage of business 

life cycle 

mature mature mature mature 

The main units of analysis for this study were the key elements of the OSLO framework and the 

discussion focuses on product, process, market and organizational innovation of each enterprise. 

RESULTS AND DISCUSSION 

  

Case 1 

Entrepreneur Anna:  The process and organizational innovator 

 

Anna is in the medical supply business.  She is a market leader in the local healthcare industry 

supplying medical and dental equipment to the local market since 1990. 
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A process innovator is someone who implements new or significantly improved production or 

delivery method such as significant changes in techniques, equipment and/or software. Process 

innovation is done to decrease unit costs of production or delivery, to increase quality, or to produce 

or deliver new or significantly improved products. 

 

Anna has introduced significant changes in the procedures or techniques that she employs to deliver 

services.  For instance, she can customize her service offering depending on the need of her clients.  

Her clients include both the private and government hospitals from the region, medical centers, 

laboratories, schools/universities and other research institutions.  As part of her commitment to her 

client-partners, they support continuing educational programs to end-users.  They sponsor or conduct 

technical and scientific workshops to end-users.  The trainings are meant to increase awareness of 

their end-users on technological growth and breakthrough in the field of medical and dental 

medicine. Further, the trainings her company sponsors are part of her efforts to educate her clients 

on the relevance of using high-quality healthcare products”. 
 

Moreover, she implements human resource practices for employee development and improving 

worker retention, such as education and training systems.  At the same time, she gives everyone equal 

opportunity to work, regardless of their academic background as long as the potential employees are 

willing to be trained.  She personally gives the company orientation where she emphasizes the 

importance of personality and good grooming to the business. She believes such kind of training 

sessions help develop the confidence of her employees especially when dealing with clients.   To 

further enhance the capability of her employees, she sends them on trainings to equip them with the 

necessary technical and marketing skills.  Over time, Anna has learned to delegate tasks to her 

employees such as giving company presentation to prospective clients.   
 

To improve worker retention, she ensures that the morale and motivation of her employees are high 

by improving the working environment in their office, providing incentives, and by assisting them 

in their own personal needs such as providing housing benefits, cell phone and monthly phone 

allowance, free water, electric consumption subsidy among other benefits.  

 

As an organizational innovator, she implements new ways of organizing relations with other firms 

or public institutions, establishes new methods of integration with suppliers.  For instance, with her 

24 years industry exposure, she has reached the point where she can talk directly to key decision 

makers and suppliers for access to resources she needs.  Her technical background helps since she is 

fully aware of the services required by the market.  At the same time, her 24 years in business allowed 

her to fully understand her market:  what they want and what their constraints are.  With this 

information, she can customize her service offering and offer them a package responsive to their 

needs.   She explains “our commercialization efforts have been supplemented by our strong 

partnership with suppliers and clients.  As the founder of my company, I make it a point to regularly 

attend conventions and trade exhibits, locally or internationally.  I also ensure that I only get supplies 

from reputable sources”. 

 

Case 2 

 

Entrepreneur Beth:  Product and marketing innovator 
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Beth is a popular restaurateur in Naga City.  In 1990, she introduced the first native food restaurant along the 

entire Magsaysay Avenue in Naga City when Magsaysay was just a long stretch of vacant lots with a spattering 

of houses and when all commercial transactions were happening in the “centro” or the center of the city.   

 

After years of making business decisions related to their product offerings, Beth has been slowly 

giving her children free hand to experiment with new products that they feel is best suited to the 

changing market needs and to the new set of customers, the younger market that they have been 

attracting.   However, she believes in retaining their classic food offerings for their regular clients. 
 

Beth feels lucky that they have successfully used the social media to promote her business. They 

were the 2014 Certificate of Excellence recipient from Trip Advisor (www.tripadvisor.com).  They 

also intend to hire a professional webpage designer to fully utilize the social media for promoting 

their restaurant and their food products. 

  

Over the years, their business had a change in its image from the previous “Kamayan Concept” to a 

more modern look, but their classic food offerings remained the same.  She believed that her clients 

return to her restaurant for the food, hence, there is really no need to change it.  However, in keeping 

with a new market and with the advent of other restaurants in the vicinity, she and her kids came up 

with new food items and combinations and changed their business name to reflect the change in their 

previous restaurant concept.  

 

Today, she is taking a backseat and allowing her children to run the restaurant.  One of her children 

attends to the restaurant management and implements changes,  like using the internet, to promote 

their restaurant and to attract other segments of the market. Her other child looks after the financial 

aspect of the restaurant’s operation. She may have taken a backseat and gave responsibility for the 

operation to her children, but she still provides the needed leadership and vision for innovation.   

 

 

Case 3 

Entrepreneur Carol:  Product, process, marketing and organizational innovator 

 

Carol is the leading food processor and exporter of pili nut delicacies in Camarines Sur.  She started as a 

backyard scale pili nut producer in 1997 with a capital of Php 500 and is now a small enterprise with an asset 

size of P 25 million.   

As a process innovator, her business use modern machines and equipment, such as industrial ovens, 

roasting machine, evaporator machine, juice extractor, and vacuum sealers that helped improve the 

products’ taste, freshness, and texture, and prolong their shelf life. As part of her efforts to increase 

product quality, good manufacturing practices (GMP) are being strictly observed in the working 

area to ensure cleanliness, safety, freshness and quality of the products. The company applies the 

same handling processes for products intended for both local and international markets 

 

Carol has also invested in equipment and software for the ancillary support activities. The company 

uses the POS system, and other IT related systems to enhance their production and management 

efficiency.  
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She has been actively searching for significant improvements to their existing product.  Hence, her 

product line has expanded from the sugar/honey coated kind of pili products to pili tarts, mazapan, 

different flavored pili, among others.   

 

Part of her product selection is one item whose ingredients included the nut’s testa or the thin 

brownish protective layer of pili nut that previously was simply thrown away as waste but is now 

proven to be nutritious and environment-friendly. 
 

She introduced new sales channels such as putting pasalubong centers in strategic places in 

Camarines Sur.  She has a pasalubong store in downtown Naga City, which is considered as the 

trade and financial center of Bicol; Camarines Sur Water Sports Complex, or the home of 

wakeboarding sports; and at SM City Naga which is located at the city’s Central Business District 

2.  She also asked several hotels in Naga City to display her products on their shelves and reception 

counters for every guest to see and be curious about. 

She applied for Halal Product Certification for their pili products to position her firm’s product on 

a new market. Last August 2, 2010, the Islamic Da’Wah Council of the Philippines, Inc. upon due 

review, analysis and physical audit of its plant and raw materials, ingredients and components used, 

issued its certification/accreditation declaring her products as “halal” or lawful for the consumption 

of Muslims worldwide.  

 

She established collaborations with research organizations and found new methods of integration 

with suppliers.  One of her latest innovative project is the PILIpinas project. This is part of her 

efforts to ensure steady supply and stable price of pili.  Under the PILIpinas project, Carol is offering 

a contract growing partnership with landowners, farmers, tenants, local government units, 

government and non- government agencies, private corporations, and religious-socio-civic 

organizations, who have idle lots they are willing to use for pili growing.  In this project, Carol will 

provide all the input required and will buy all the pili produced from their contract growers.  With 

this project, she hopes to stabilize supply of pili and at the same time, contribute to the greening of 

the province. 
 

 

Case 4 

Entrepreneur Doris:  Product, process, and marketing innovator 

 

Doris owns and manages an agri-tourism farm where guests can enjoy the experience of a harvest, taste the 

fresh produce cooked the local way, and served in a refreshing farm ambience. 
 

La Huerta de Rosario started in 2004 and has been helping in the transformation of a third class 

municipality into a culture, tourism and food destination. What started as a farm for herself; her 

playground, became a place where forest, vegetables and man are present.   

When she returned home to Bicol, after her Singapore and California years, she decided to develop 

their 4-hectare family farm into something productive. She started planting ornamental plants since 

she planned to go into the landscaping business.  However, she was invited by the Department of 

Agriculture to be a demo farm for vegetable; hence, a portion of her farm was utilized for the techno-

demo of the hybrid tomato (Diamante variety) of the East-West Seeds company. Initially, three plots 
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measuring 20 x 1 meter were planted with hybrid tomatoes Encouraged by the outcome of the first 

harvest, she added another three plots. Using only very minimal inorganic fertilizer but more organic 

fertilizer she harvested an average of 111 kilos of tomatoes per harvest. 

Today, the model vegetable farm raises vegetables such as eggplant, bitter gourd, string beans, okra, 

and squash, along with the occasional crops of sweet corn, bell pepper, snap beans, spring onions, 

ginger, lettuce, and pechay. 

They have also started offering bed and breakfast that has no TV and air-conditioning unit because 

La Huerta is a farm not a resort. 

Doris believes that business is a hands-on undertaking.  With no agriculture background, she began 

reading about and started attending seminars and trainings on landscaping nursery management and 

gardening. She also attended seminars and trainings on gardening and landscaping from TESDA.  

After which she started buying mother plants. With an initial capitalization of only P50, 000 she 

started her landscaping business. 

She wanted a "pick-your-own vegetable" which is widely practiced in the US where buyers or 

consumers buy directly from the farm and harvest the vegetables of their choice".   

Today, the concept has evolved from the original “pick and pay concept” to a farm-to-kitchen 

concept where what is harvested can be cooked and served for the guests.  La Huerta, for Doris, is 

an advocacy for the environment.  It’s her life, her work, her art and her way of giving back to the 

community. 

 

Based on the interview data from the four women entrepreneurs as presented in Table 2, interesting 

patterns of the innovative management practices along the categories developed by the OSLO Model 

emerges.  It is evident that the women entrepreneur, who came from different industry groups, 

implemented different innovation activities.    
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Table 2.   

Innovation practices of the Bicolana entrepreneurs  

Types of 

innovation 
Measurement Areas Anna Beth Carol Doris 

Process 

innovation 

strategies 

Production methods involving  techniques,  

equipment and software used to produce goods or 

services 
3 1 4 1 

New or significantly improved techniques, 

equipment and software in ancillary support 

activities, such as purchasing, accounting, 

computing and maintenance 

3 3 4 4 

Product 

innovation 

strategies 

Development of a new use for a product with only 

minor changes to its technical specifications 1 1 1 1 

Significant improvements to existing products can 

occur through changes in materials, components 

and other characteristics that enhance performance. 
1 4 4 1 

Marketing 

innovation 

strategies 

Product design changes refer to changes in product 

form and appearance that do not alter the product’s 

functional or user characteristics. 
1 2 2 1 

Changes in the packaging of products such as foods, 

beverages and detergents, where packaging is the 

main determinant of the product’s appearance. 
1 2 2 1 

Introduction of new sales channels 4 3 4 2 

Use of new concepts for promoting a firm’s goods 

and services. 
2 4 4 2 

Branding, such as the development and introduction 

of a fundamentally new brand symbol (as 

distinguished from a regular update of the brand’s 

appearance) which is intended to position the firm’s 

product on a new market or give the product a new 

image. 

2 2 2 2 

Organizational 

innovation 

strategies 

Implementation of new methods for organizing 

routines and procedures for the conduct of work 
4 2 4 3 

Implementation of practices for employee 

development and improving worker retention, such 

as education and training systems 
3 2 2 3 

Implementation of new methods for distributing 

responsibilities and decision making among 

employees for the division of work within and 

between firm activities (and organizational units), 

as well as new concepts for the structuring of 

activities, such as the integration of different 

business activities. 

3 3 4 3 

Implementation of new ways of organizing relations 

with other firms or public institutions, such as the 

establishment of new types of collaborations with 

research organizations or customers, new methods 

of integration with suppliers, and the outsourcing or 

subcontracting for the first time of business 

activities in production, procuring, distribution, 

recruiting and ancillary services. 

4 4 4 4 
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Note:  1 – Not Evident; 2 – Low Evident; 3 – Average Evident; 4 – Highly Evident 

 

 

CONCLUSION AND RECOMMENDATION 

 

The implementation of innovation strategies can provide businesses with competitive advantage 

(Bozkurt and Kalkan, 2014; Goffin and Mitchell, 2005; OSLO Manual, 2005; Terziovski, 2010).  In 

our study, the four women entrepreneurs maybe engaged differently in their innovation practices; 

but, it is evident from the interview that the women intuitively knew that implementing such practices 

helps ensure the growth and economic performance of their respective businesses.  In all the cases 

presented and summarized in Table 2, it can be seen that the entrepinays are heavily involved in the 

implementation of organizational innovation strategies specifically in terms of establishing new ways 

of organizing relations with other firms or public institutions, such as the establishment of new types 

of collaborations with research organizations or customers, new methods of integration with 

suppliers, and the outsourcing or subcontracting for the first time of business activities in production, 

procuring, distribution, recruiting and ancillary services. Today, the entrepinays from Camarines Sur 

are building networks that allows them to access resources and information.  That they are at the 

stage where they are actively establishing relations and networks with their other stakeholders can 

be explained by the fact that they are already operating for more than 10 years and have already 

established their products/service niches.  However, despite their more than 10 years in their 

respective businesses, they are still actively introducing process innovation strategies such as the use 

of IT and software to enable them to speed up their operation and provide them with the needed 

operational efficiency.  

That innovation can help firms play a dominant role in shaping the future of their industries (Lawson 

and Samson, 2001) is highly obvious in the food processing industry through the variety of products 

available in the market, its improved product packaging, expanding market, and adherence to quality 

standards.  As high-performing innovators, Kiernan (1996) as cited in Lawson and Samson (2001) 

explains, the entrepinays explains maintain a giant juggling act of capabilities, and consistently bring 

new high quality products to the market faster, more frequently and at a lower cost than competitors. 

The four women entrepreneurs are able to effectively use their resources to introduce new products 

and process innovations important to continuously improve and create value addition to their existing 

products.  
 

Innovators need to build an organizational culture of awareness of their customers, whether it is their 

internal and external clients (Mazzarol, Clark and Reboud, 2014) and this is evident in the 

organizational practices of the women particularly through the investments they made in the training 

and development of their employees.  The four cases illustrate some patterns of innovative practices; 

undoubtedly influenced by their years in operation as well as factors internal and external to the 

company.  Being in business for more than 10 years meant that the entrepreneurs have already 

significantly found ways to improve their product and service delivery for enhanced customer value.   

Rather, at this stage in their business growth cycle, the four women entrepreneurs are working on 

strengthening their strategic partnerships with key sectors, private or public.  They are actively 

engaged in R & D initiatives and are using their networks to access market, resources and supplier.   

Moreover, the women entrepreneurs are introducing organizational changes which allow them to 

delegate responsibilities through their efforts at building a motivated through the provision of 

incentives and workplace innovations.   
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