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Artisan entrepreneurship: a
question of personality structure?

Cherisse Hoyte
International Centre for Transformational Entrepreneurship, Coventry University,

Coventry, UK

Abstract
Purpose – The purpose of this paper is to examine the role of culture in artisan entrepreneurship. It is argued
that culture plays a critical role in entrepreneurial behaviour as culture is a key determinant of what it means
to be a person. The concept of culture is explored from a micro level of analysis therefore, conceptualising
culture from the perspective of the individual entrepreneur’s personality. The main research question being
investigated within this paper is: whether artisan entrepreneurs share common personality traits with other
entrepreneur groups, using the five factor model (FFM) of personality as the basis of the conceptual model
presented herein.
Design/methodology/approach – A literature review on the emerging field of artisan entrepreneurship,
followed by a review of the literature on personality theory and entrepreneurship. Then, drawing upon the
FFM of personality, a conceptual framework is introduced which proposes a relationship between the Big
Five personality traits and four dimensions of artisan entrepreneurship such as cultural heritage, community
entrepreneurship, craftsmanship and innovation, developed from concepts derived from extant literature.
Findings – The theoretical contribution is in the form of propositions. Four propositions have been
formulated around the entrepreneurial personality of artisan business owners for each of the four dimensions:
cultural heritage, community entrepreneurship, craftsmanship and innovation.
Originality/value – The paper is the first to propose a relationship between the Big Five personality
dimensions and the likelihood of starting and/or running a business among an entrepreneur group rather
than explaining personality differences among entrepreneur and non-entrepreneur groups. The focus of the
paper is specifically on artisan entrepreneurs and it has been proposed that the personality trait of
agreeableness is important in the decision to start a cultural-based business. It has also been proposed that
artisan entrepreneurs possess personal characteristics of openness to newness and openness to innovation
that are integral to regional development.
Keywords Entrepreneurial intention, Entrepreneurship, Psychology
Paper type Conceptual paper

Introduction
The psychology of the entrepreneur as a field of study within entrepreneurship has been
making a resurgence. This is due to critical developments in the application of the five factor
model (FFM) of personality (McCrae and John, 1992) and the development of sophisticated
statistical methods of analysis, that more accurately surmise the effects of personality
variables on behaviour (Seibert and DeGeest, 2017). In addition, of growing interest is the trend
towards more cultural-based businesses and the increased emphasis on local and handmade
goods that are linked to the culture and tourism of a region (Ratten and Ferreira, 2017), referred
to as artisan entrepreneurship. Artisan entrepreneurship involves the making of handcrafted
goods or services such as organic locally grown food, craft beers and handmade clothes that
are linked to the entrepreneur’s cultural heritage (Tregear, 2005). Few studies have explored
the role of culture in artisan entrepreneurship (Porfírio et al., 2016). Extant research on the role
of cultural entrepreneurship stories in gaining legitimacy (Lounsbury and Glynn, 2001) and
beekeeping as a family artisan entrepreneurship business (Ramadani et al., 2017), have
highlighted a research gap on cultural, artisanal forms of business ventures. There is much we
do not understand about how culture influences decisions to start and run artisan businesses.

In this paper, culture is examined from a micro level of analysis, therefore,
conceptualising culture from the perspective of the individual entrepreneur’s personality.
It is argued that culture plays a critical role in entrepreneurial behaviour as it refers to the
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shared values, beliefs and norms that provide the blueprint for perceiving, believing,
evaluating, communicating, and acting among a collection of interconnected people
(Chiu and Hong, 2007; Triandis, 1996). Thus, influencing the manner in which we learn, live
and behave (Hofstede, 1994; Spencer-Oatey, 2008). Theorists of culture and personality
school (see reviews by Church, 2000; Markus and Kitayama, 1998; Triandis and Suh, 2002)
argued that culture is an important shaper of personality, asserting the effect of culture to
personality is that people who are born and bred in the same culture share common
personality traits (Benedict, 1934; Benet-Martínez and Oishi, 2008; Mead, 1928). The main
research question being investigated within this paper is:

RQ1. Whether artisan entrepreneurs share common personality traits with other
entrepreneur groups, using the FFM of personality as the basis of the conceptual
model presented herein.

For years, entrepreneurship research has explored the person in entrepreneurship.
Focussing on the person of the entrepreneur, asks “why” questions – why do certain
individuals start firms when others, under similar conditions, do not? (Gartner, 1988).
Researching “why” has resulted in answers around a special person who possesses a certain
inner quality or qualities. As a result, the majority of work on the person in entrepreneurship
has focussed on either what personality traits affect an individual’s likelihood of becoming
an entrepreneur (Gartner, 1988), or the differences between entrepreneurs and managers
(e.g. Stewart Jr and Roth, 2001; Stewart and Roth, 2007). Extant literature has, therefore,
suggested that entrepreneurs share common personality traits.

However, few researchers have considered how personality traits affect an individual’s
likelihood of becoming an artisan entrepreneur. Given that the role of culture for this
particular type of entrepreneurship differs based on the cultural context being examined,
the personality traits of artisan entrepreneurs may also differ based on the entrepreneur’s
idiosyncratic cultural heritage. Analysing differences in personality traits is critical in that
understanding and describing such differences can provide new insights into the effects of
personality variables on entrepreneurial behaviour.

Methodology
This paper explores the question of: how culture, devolved as an individual’s personality
traits, influences the likelihood of starting and/or running artisan businesses. First, a review
of the literature on the emerging field of artisan entrepreneurship is presented. This is, then,
followed by a review of the literature on personality theory and entrepreneurship to
understand the interconnections that form the basis for the development of the conceptual
framework and propositions for this study. The extensive literature on the personality traits
of entrepreneurs is reviewed from as early as 1960 by starting with baseline personality
traits of need for achievement. For this review, studies on personality traits were searched in
databases such as J-Stor, Emerald, Science Direct/Elsevier, ProQuest and EBSCOHost
using keywords such as “personality”, “traits” and “orientation” as well as specific trait
names most commonly used (e.g. self-efficacy, over optimism, internal locus of control and
risk-taking propensity).

The extant literature on the Big Five model of personality is then reviewed due to the fact
that much of the research on personality traits from 2000 onwards gravitated towards a
more robust measure of personality provided by the Big Five model (Kerr et al., 2017).
For this review, the main concern was on the relationship between the Big Five dimensions
and entrepreneurial outcomes related to starting a business in keeping with the main
research question of this paper on the influence of an individual’s personality traits, on the
likelihood of starting and/or running artisan businesses. Drawing upon the contributions of
the FFM to entrepreneurial personality, a conceptual framework which proposes a
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relationship between the Big Five personality traits and four dimensions of artisan
entrepreneurship such as, cultural heritage, community entrepreneurship, craftsmanship,
and innovation, developed from concepts derived from extant literature, is introduced.
The theoretical contribution of this paper takes the form of propositions for future research.

Literature review
Artisan entrepreneurship
The artisan entrepreneur is largely absent from the entrepreneurship literature (Gordini and
Rancati, 2015). Entrepreneurship as a concept and as a field of study is a multifaceted
phenomenon that cuts across many disciplinary boundaries (Low and Macmillan, 1988). It is
regarded by Kirzner (1997) as the mechanism through which temporal and spatial
inefficiencies in an economy are discovered and mitigated. The artisan entrepreneur fits into
general notions of entrepreneurship within the sub-topic of tourism entrepreneurship
(Morrison et al., 1999). Tourism research has tended to focus on the conceptualisation of
entrepreneurship informed largely by economic analysis (Ateljevic and Doorne, 2000).
Entrepreneurs under the economic school have traditionally been seen as disruptive
innovators in terms of the Schumpeterian perspective (Schumpeter, 1934) or alert to
profitable opportunities by Kirzner (1973). These perspectives emphasise the “heroic” nature
of entrepreneurs as change makers, or savvy business pioneers engaging in arbitrage.

Small- and medium-sized entrepreneurs within the tourism industry do not tend to share
these typical characteristics as they are often viewed as lifestyle entrepreneurs, pursuing a
low or non-growth orientation (Woo et al., 1991). These types of entrepreneurs have also
been identified by different terminologies including: “classical entrepreneur”, or “artisan
entrepreneur”. Within tourism, increasing attention has been given to the artisan type
(Shaw, 2004). This form of entrepreneurship is increasing as people focus more on
cultural-based business ventures (Lounsbury and Glynn, 2001) that emphasise on the
creation and sale of local and handmade goods that are linked to the culture and tourism of a
region (Ratten and Ferreira, 2017).

Artisans are characterised as individuals practising certain types of trade in which
manual techniques take precedence, for example textiles and metal ware (Herrigel, 1996;
Illeris, 1992). However, most artisan entrepreneurs also tend to be found in the clothing and
food industries as they prefer to make their own products that are linked to their cultural
heritage (Tregear, 2005). Moreover, often referred to as a craftsman or craftsperson, artisans
are regarded as possessing certain technical skills derived from experience or
apprenticeship that set them apart from other types of manual workers (Tregear, 2005).

Much of the existing research on artisan entrepreneurs has examined the goals of
individual artisans (e.g. Cooper and Artz, 1995; Hornaday, 1990; Stewart et al., 1999). These
goals have usually been found to be geared toward cooperation and community
involvement. Individual gain is sacrificed for collective good (Marshall, 1961), and the desire
to engage in trade practice or the honing of their craft, is generally stronger than that of
building a firm for the artisan entrepreneur (Smith, 1967).

Other research avenues have examined the role of the artisan entrepreneur in regional
development. Entrepreneurship has long been viewed as the engine of economic growth
(Caree and Thurik, 2003; Wennekers and Thurik, 1999). The advent of the globalisation era
saw entrepreneurship become the engine for local processes of economic, social and cultural
development throughout the world (Karlsson et al., 2010). Entrepreneurship has, therefore,
acquired central importance among the processes that affect regional economic change
(Fischer and Nijkamp, 2009). An entrepreneur is essentially an agent of change and the
role of the entrepreneur in society is to accelerate the creation, diffusion and application of
new ideas, new products, services, processes, ways of organising, or markets (Shane and
Venkataraman, 2000). Regional development is the result of entrepreneurial activity in
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which innovations (new or improved products and processes, new management styles,
locations) are key factors.

In terms of contribution to regional development, because of their proclivity to
cooperation and community involvement, artisans have often been viewed as problematic to
regional development, “possessing the wrong mix of personal characteristics and ambitions
for the kind of firm building and expansionist orientations conducive to economic growth”
(Ray, 1993; Tregear, 2005, p. 3). However other research (e.g. Ateljevic and Doorne, 2000)
indicates that lifestyle entrepreneurs can be instrumental in the creation and introduction of
innovative products to the wider industry. These entrepreneurial outputs tend to embody
and articulate values of sustainability and sustainable development within a specific
cultural space or community. Furthermore, Ateljevic and Doorne (2000) contend that these
types of entrepreneurs can ultimately also stimulate regional development and reproduction
of niche market products.

Extant research on artisanship has therefore either explored the behavioural tendencies
of artisan entrepreneurs or their role in regional development. There has been little research
on entrepreneurial personality and link to artisan businesses in tourism development.
Researching entrepreneurial personality of artisan entrepreneurs and how that influences
their entrepreneurial intentions can advance the body of knowledge around artisanship as
topics such as, personality and entrepreneurial intentions are part of the mainstream of
entrepreneurship. Thus, widening the scope of research around artisanship to include
mainstream topics can increase its legitimacy as an important area of study.

Personality theory and entrepreneurship
Entrepreneurship takes shape through the interaction of micro and macro-level factors
(Fischer and Nijkamp, 2009). Extant literature on the entrepreneurial event has primarily
focussed on the micro factors, such as the characteristics of an individual to become an
entrepreneur and to start a new venture. Under this approach, the entrepreneur is the basic
unit of analysis and the entrepreneur’s traits and characteristics are a key component in
explaining entrepreneurship as a phenomenon, under the assumption that the entrepreneur
“causes” entrepreneurship (Gartner, 1988). Some of these studies have focussed on the role of
personality, educational attainment and/or ethnic origin (Lee et al., 2004). Personality studies
have found that entrepreneurship is associated with characteristics such as, alertness to
business opportunities; entrepreneurial vision and proactivity (see Chell et al., 1991). Research
on personality, has however, generally compared entrepreneurs with non-entrepreneur groups
and found that entrepreneurs exhibit greater individualism than non-entrepreneurs do
(McGrath et al., 1992).

Empirical research on the personality traits of entrepreneurs dates back to McClelland’s
(1961) achievement motivation theory. The notion that entrepreneurs have a high need for
achievement was researched by several scholars (e.g. Begley and Boyd, 1987; Sexton and
Bowman-Upton, 1990; Shaver and Scott, 1992). However, the findings were largely
inconclusive (Brockhaus, 1982). Besides the need for achievement, there are four other traits
that have come to be regarded as the hallmarks of entrepreneurial personality (Ciavarella
et al., 2004). They are, locus of control, risk-taking propensity, and tolerance of ambiguity
and type A behaviour (Begley and Boyd, 1987; Brockhaus and Horwitz, 1986).

However, as with research on need for achievement, the validity and reliability of
measures of personality such as risk propensity could not be guaranteed, and without valid
and reliable instruments, the psychological characteristics of the entrepreneur could not be
plausibly operationalized ( Johnson, 1990). Thus, by the late 1980s, scholars came to
the conclusion that there was no consistent relationship between personality and
entrepreneurship and further arguments based on the trait paradigm were often discredited
(e.g. Brockhaus and Horwitz, 1986; Gartner, 1988). Other variables such as,
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self-efficacy (Wang et al., 2016; Zhao et al., 2005) and over optimism (Baron, 1998;
Hmieleski and Baron, 2009; Kambourova and Stam, 2017) have been subsequently
examined within the entrepreneurship literature as researchers found that personality
worked better as a predictor of behaviour when coupled with other factors related to
motivations and cognitions (Code and Langan-Fox, 2001; Naffziger, 1995). In this context,
motivation and cognition have been explored in extant literature as mediating factors in the
personality performance relationship (Baum and Locke, 2004; Baum et al., 2001; Dewal and
Kumar, 2017) that may explain intra-individual variation in personality across situations
( Judge et al., 2014).

However, other scholars (e.g. Rauch and Frese, 2007; Shane et al., 2003) argued that the
mixed findings in the earlier literature on personality and entrepreneurship due to poor
reliability and validity might be corrected through the use of meta-analytical methods.
The development of the FFM of personality, which aggregates personality variables into
five main categories, became recognised as a robust indicator of an individual’s personality
(Ciavarella et al., 2004; Leutner et al., 2014; Seibert and DeGeest, 2017).

FFM
Commonly referred to as the Big Five, the FFM groups an individual’s personality into
five categories: extraversion, emotional stability, agreeableness, conscientiousness, and
openness to experience (Costa and McCrae, 1992; Digman, 1990). It adopts a genotypic
view of personality traits as endogenous and inherited basic tendencies that are largely
independent from culture (McCrae and Costa, 1996). In this approach, Costa and
McCrae (1992) distinguish between biologically based traits captured by their FFM and
characteristic adaptations – habits, values, beliefs, goals, and identities, which develop
from the interaction of basic tendencies and experience. While the characteristic
adaptations can be culturally shaped, the FFM traits are culture-free thus, assumed to be
universal. Any cultural difference on FFM levels was thought to represent genetic
differences between the cultural groups the model was used to investigate. However,
whether there are cultural differences in personality traits such as, extraversion or
emotional stability is still unanswered when thinking about the issue of cultural influences
on personality. Table I lists the five factors with their respective descriptive components
and/or traits as delineated in Barrick and Mount (1991).

Extraversion
Extraversion is primarily manifested in traits such as, sociability and assertiveness ( John
et al., 2008). Extant research (e.g. Barrick and Mount, 1991; Judge and Zapata, 2015; Judge
et al., 1999; Vinchur et al., 1998) has indicated that extraverted managers are more likely to
adopt leadership roles and perform better at their jobs. Research on extraversion between
managers and entrepreneur groups have established significant correlations between the
trait and intentions to start a business as well as business performance (Zhao et al., 2010).
More recent research by Hussein and Aziz (2017) comparing entrepreneurs with non-
entrepreneur managers in Egypt found that extraversion was highly correlated with
entrepreneurship. Furthermore, being extraverted should also facilitate the development of
social networks, ultimately resulting in stronger partnerships with suppliers and customers
(Barringer and Greening, 1998).

Emotional stability
This trait contrasts neuroticism and feelings such as anxiety, nervousness and depression
( John et al., 2008). Previous research has reported high scores on emotional stability for
entrepreneurs in comparison to managers (Zhao and Seibert, 2006) and positive effects of
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emotional stability on both the intention to start a private business and on performance
(Zhao et al., 2010). High emotional stability may also aid the ability of individuals to
maintain relationships (Hurtz and Donovan, 2000).

Agreeableness
Individuals high on agreeableness tend to be courteous, trusting and cooperative
( John et al., 2008), focussing on the quality of the relationships with others (DeNeve and
Cooper, 1998; Judge et al., 1999). While some researchers have proposed that being cooperative
is a key factor in an entrepreneur’s ability to secure venture capital (Cable and Shane, 1997),
entrepreneurs have been rated lower than managers on agreeableness (Zhao and
Seibert, 2006) and Zhao et al. (2010) found no significant correlation between agreeableness
and intentions of setting up a business or business performance. It has however been
suggested that this trait may havemore of an impact on interpersonal relationships rather than
on task performance (Hurtz and Donovan, 2000; Van Scotter and Motowidlo, 1996). In addition
to this, contemporary research in a developing country context found that agreeableness was
highly correlated to entrepreneurship (Hussein and Aziz, 2017). Thus, the role of agreeableness
in entrepreneurship needs to be further examined to explain this inconsistency.

Conscientiousness
Responsible, dependable, hardworking and achievement oriented are some of the
hallmarks of this personality trait ( John et al., 2008). Conscientiousness has also been
closely linked with “goal-directed behaviours such as self-efficacy and control-related
traits such as, internal locus of control” (Ciavarella et al., 2004, p. 472). Entrepreneurs have
been shown to score highly on the achievement-oriented dimension of conscientiousness,
more so than managers (Brandstätter, 2011). Furthermore, Zhao et al. (2010) reported
positive correlations between conscientiousness and intentions to become an entrepreneur
and entrepreneurial performance.

Big Five factor Traits Components

Extraversion Sociable, gregarious, assertive, talkative,
active

Ambition – initiative, impetuous, likes to be in
charge, seeks leadership roles, persuasive
Sociability – talkative, gregarious, enjoys
meeting people
Individuality – shows off, enjoys taking
Chances and stirring up excitement

Emotional
stability

Calm, even-tempered, self-satisfied,
comfortable, unemotional, hardy, stable,
confident, effective

Steady – even-tempered, steady emotionally
Security – feels secure about self, not bothered
by criticism

Agreeableness
(likability,
friendliness)

Being courteous, flexible, trusting, good-
natured, cooperative, forgiving, soft-
hearted, tolerant

Cooperative – likes to help others and does
things for friends, trusting of others
Considerate – good-natured, cheerful, forgives
others easily

Conscientiousness Responsible, well-organised,
dependability hardworking,
Achievement-oriented, persevering

Industriousness – strives to do best, does
more than planned, hardworking, persistent
Dependability – thorough, careful

Openness to
experience
(Intellect)

Being imaginative, creative, cultured,
curious, original, broadminded,
intelligent, artistically sensitive, etc.

Intellect – imaginative, likes abstract ideas
and concepts, analytical and introspective,
enjoys philosophical debates
Open – cultured, likes to try new and different
things, enjoys art, music, literature

Source: Adapted from Ciavarella et al. (2004)

Table I.
The Big Five factors,
traits, and
components
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Openness to experience
The attributes of this trait describe “the breadth, depth, originality, and complexity of an
individual’s mental and experiential life” (Brandstätter, 2011, p. 227; John et al., 2008, p. 138).
Individuals high in openness to experience are imaginative, broad minded, creative and
artistically sensitive. These characteristics are thought to be salient for starting a new venture
(Ciavarella et al., 2004) such that entrepreneurial ideas for new products or services begin with
creativity and innovative thinking (Bird, 1988). Studies on openness and entrepreneurial
intentions, business creation, success and entrepreneurial status have confirmed these
positive effects (Hussein and Aziz, 2017; Zhao et al., 2010; Zhao and Seibert, 2006).

These studies in entrepreneurship that have examined the relationship between the five
fundamental dimensions of personality and venture survival (Ciavarella et al., 2004);
entrepreneurial status (Hussein and Aziz, 2017; Zhao and Seibert, 2006) and entrepreneurial
intentions and entrepreneurial performance (Zhao et al., 2010) have either compared
entrepreneurs with managers or conducted a meta-analysis of previous studies in which
entrepreneurs were compared with non-entrepreneur groups. Thus, findings that the Big
Five personality dimensions are related to entrepreneurial behaviour cannot be generalised.

The paper is the first to propose a relationship between the Big Five personality
dimensions and the likelihood of starting and/or running a business among an entrepreneur
group rather than explain personality differences among entrepreneur and
non-entrepreneur groups. In this paper, artisan entrepreneurs are specifically examined
both in answer to the call for papers (Ratten and Ferreira, 2017) and to contribute to the
growing interest about artisan entrepreneurship and the role of entrepreneurial personality
and link to artisan businesses. As argued above, an individual’s personality traits shape
their behaviour. The personality traits of artisan entrepreneurs may therefore, provide
insight into their entrepreneurial behaviour. Artisan entrepreneurship is heavily influenced
by cultural heritage and a sense of community. In addition to this, the craft-like nature of the
business suggests a propensity for creativity and innovation. Therefore, individuals with
personalities that enhance their ability to cooperate with others as well as develop their
creative assets are likely to start and/or run an artisan business. In this paper,
the characteristics of artisan entrepreneurs have been streamlined into four dimensions,
namely, cultural heritage, community entrepreneurship, craftsmanship and innovation,
which are based on concepts from extant literature (Figure 1).

Conceptual framework
Cultural heritage
Many artisan entrepreneurs start their businesses because they have a hobby or interest,
which is usually linked to the culture and tourism of a region (Ratten and Ferreira, 2017).
Culture encompasses macro-level processes and deals specifically with the values, norms
and beliefs that govern and organise a group of people, defining characteristics and
behaviours that are deemed appropriate or inappropriate (Hofstede, 1994; Spencer-Oatey,
2008; Triandis and Suh, 2002). Culture also specifies the context and environment,
(i.e. a specific place, time, and stimuli), in which social origins, shared culture and traditions
are maintained between generations. This is generally manifested through language,
cultural practices and institutions, values and artefacts, and through the modelling of
behaviour (Markus and Kitayama, 1994) and results in a sense of identity and group
membership (Senior and Bhopal, 1994).

The cultural factor emphasises the fact that entrepreneurial activity requires a
responsive environment that is conducive to the qualities and virtues of entrepreneurs
(Klamer, 2011). Lavoie and Chamlee-Wright (2000) insist, the cultural factor affects the
context of entrepreneurship in that, it is easier to break a routine when the community
appreciates initiative and novelty. Artisan entrepreneurs often engage in entrepreneurial
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activity that preserves ancient cultural traditions that may be in danger of being lost.
They maintain long-standing traditions through re-imagining and re-inventing ways to
pass them on. Stories and story-telling play a critical role in the processes that enable these
types of businesses to emerge (Lounsbury and Glynn, 2001). In examining the person in
entrepreneurship, cultural heritage therefore has paramount influence on what it means to
be an entrepreneur. Artisan entrepreneurial activity is proposed to be artistically sensitive,
requiring openness to experience:

P1. Artisan entrepreneurs’ start cultural forms of business ventures to pass on ancient
cultural traditions through handmade goods and services as well as through cultural
stories because of their high openness to experience.

Community entrepreneurship
Community entrepreneurship exists in the interface between culture, entrepreneurship and
economic development (Spilling, 1991). The role of this concept is to focus on the fact that
economic development not only depends on individual entrepreneurs starting private
enterprises but also about developing adequate infrastructure, networks for collaboration
and community organisations ( Johannisson and Nilsson, 1989), which together develop a
local milieu that is favourable to entrepreneurship and economic development.

The community itself is a complex web of relationships between a set of individuals who
share values, norms, meanings, history, and identity (Etzioni, 1996). What makes
communities distinctive (and therefore contribute to identity) is their culture, groups,
and places (Shepherd and Patzelt, 2011). By being able to maintain a culture within the
larger society, individuals can secure their personal identity, which is the basis for a
well-developed community (Miller, 2001).

Artisan entrepreneurship is often fostered within a community as individuals share a
rich cultural heritage and artisan entrepreneurs develop their personal identity from their
craft or trade. Many artisan businesses also adopt traditional business models,
e.g. cooperatives, in keeping with the traditions of family, quality and sustainability
(Grimes and Milgram, 2000). Contemporary research (e.g. Autio et al., 2014; Fritsch and

Extraversion

Emotional
stability

Agreeableness

Conscientiousness

Openness to
experience

Cultural heritage

Community
entrepreneurship

Craftsmanship

Innovation

Figure 1.
Conceptual framework
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Storey, 2014; Stenholm et al., 2013) suggests that entrepreneurial activity may be embedded
in an underlying social, cultural, and institutional context. Acemoglu and Robinson (2012)
suggest that such a social and cultural context reflects a deep imprinting. We propose that
artisan entrepreneurship is embedded in an underlying regional social and cultural identity
(Audretsch et al., 2017), which is imprinted on the artisan entrepreneur and informs their
personal identity and the identity of the business venture:

P2. An artisan entrepreneur is a community entrepreneur who starts cultural forms of
business ventures, which require high levels of sociability and assertiveness so as to
secure their personal identity.

P2a. An artisan entrepreneur must be emotionally stable and have high levels of
agreeableness in order to maintain relationships within the regional community
and thereby secure their personal identity.

Craftsmanship
When something is described as a craft, it refers to a skill, often a tradition passed on through a
sacred relationship between master and apprentice (Kennedy, 2010). The craftsman is engaged
in designing and producing an authentic product, which forms part of his tangible cultural
heritage (Nascimento, 2009). This tangible heritage is mirrored in its richness by the intangible
craft knowledge and skill passed down through generations (Cominelli and Greffe, 2012).
Craftsmanship therefore, represents a legacy of artistic and craft traditions within a region as
well as the associated individual and community systems that support and nurture these
traditions (Kennedy, 2010). An artisan entrepreneur is a skilled craftsperson who takes pride in
one’s work as it is a symbol of one’s cultural heritage. Artisan entrepreneurship is the result of
continuous practice on a craft, passed down from past generations, to produce authentic,
handmade products including organic locally grown food, craft beers and handmade clothes
(Tregear, 2005). Artisanship is therefore, more than just a technical skill but also implies a
mind-set and social consciousness (Nagyszalanczy, 2000):

P3. An artisan entrepreneur is a skilled craft worker with high levels of
conscientiousness which enables him/her to not only learn a craft but continually
practice and pass down that craft through generations to foster social consciousness
and a shared social identity.

Innovation
Schumpeter (1934) and many researchers after him, have linked entrepreneurship with
innovation (Zhao, 2005). This strong link between innovation and entrepreneurial activity
portrays entrepreneurs as “innovators” (Schumpeter, 1965, p. 55), that is, as change makers
who challenge existing assumptions and disrupt the status quo (Schwartz and
Malach-Pines, 2007). Entrepreneurs search purposefully for the sources of innovation,
the changes and their symptoms as these are indicative of the potential opportunities for
successful innovation (Drucker, 2014). However, the fundaments of the innovation concept
date back to Marshall (1890), who highlighted the spatial concentration of small firms
specialising in one (or a few) elements of the production process of the main economic
activity in the area concerned. This concentration was thought to be representative of not
just the market-driven economy and technological proficiency, but is also “anchored in the
region’s cultural, institutional and socio-economic value systems such as, trust, cooperation,
social support systems” (Fischer and Nijkamp, 2009, p. 4).

Small firms such as artisan type businesses generally benefit from lower production
costs, reduced transaction costs, rise in efficiency of production factors deployed and
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enhancement of dynamic efficiency (Lever, 2002; Porter, 2000). According to Rabellotti (1997),
such innovation clusters form the foundation of modern entrepreneurship. As with most other
forms of entrepreneurship, artisan entrepreneurs face uncertainty (Knight, 1921) and are
endowed with limited resources (Baker and Nelson, 2005). While some artisan businesses are
following the trend away from technology to handmade businesses, others are finding ways to
incorporate technology into their processes to deliver on product innovation (Lockyer, 2016).

The innovativeness of small and medium-sized entrepreneurs can stem from general
innovativeness, which is the degree of openness to newness as well as specific
innovativeness that relates to being an early adopter of innovations within a specific domain
(Marcati et al., 2008). Innovation is a key aspect of artisanship, both the engagement with
and adoption of new approaches. In terms of the innovativeness of the artisan entrepreneur,
they draw on their passion and creativity to make and sell handmade products, often in the
clothing and food industries, which are linked to their cultural heritage (Tregear, 2005).
Artisan entrepreneurs therefore, display general innovativeness in terms of creativity in the
development of their craft as well as openness to specific innovations that may provide them
with a competitive edge:

P4. Artisan entrepreneurs utilise their passion and creativity to make and sell handmade
products linked to their cultural heritage because of their openness to newness and
openness to innovation.

Discussion and implications
In this paper, the relationship between an entrepreneur’s personality and the likelihood of
starting and/or running an artisan business venture has been explored. The arguments
proposed therein are that certain personality traits such as, agreeableness, emotional
stability, openness; conscientiousness and extraversion are related to four dimensions of
artisan entrepreneurship: cultural heritage, community entrepreneurship, craftsmanship
and innovation. The following sections discuss the implications of this relationship.

The role of agreeableness on entrepreneurial intentions
In this paper, the artisan entrepreneur is illustrated as culturally sensitive as well as a
community entrepreneur. These roles require personality traits of openness to experience,
extraversion, emotional stability and agreeableness. While the first three traits are well
documented in extant literature as having a positive impact on the likelihood of individuals
to start a business as well as on business performance, agreeableness is the only personality
trait that has not been shown to exert any influence on entrepreneurial intentions and
entrepreneurial performance (Zhao et al., 2010; Zhao and Seibert, 2006).

However, the central proposition is that for artisan entrepreneurs specifically, the trait of
agreeableness is important in the decision to start a cultural-based business. Artisan
entrepreneurs draw their personal and shared social and cultural identity from the
community as the community is the microcosm of the larger society, and the link to their
cultural heritage. In one strand of extant literature, the goals of individual artisans have
been inferred to be towards cooperation and community involvement, with individual gain
sacrificed for collective good (Marshall, 1961). It is proposed in this paper that these goals of
individual artisan entrepreneurs stem from an innate personal characteristic to cooperate
and build lasting relationships with others who share the same cultural norms and values
and wish to preserve long-standing traditions that may be in danger of dying out.

This has implications for research on entrepreneurial personality regarding the importance
of context and underlying regional, social and cultural identity (Audretsch et al., 2017).
A few contemporary studies (e.g. Hussein and Aziz, 2017) have already empirically proposed a
correlation between agreeableness and entrepreneurship among entrepreneurs in a
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developing country context. Much more research is however needed to substantiate these
findings. Furthermore, future research analysing how different contexts shape different
conceptualisations of entrepreneurship can draw on these insights to explain
entrepreneurship as a social phenomenon not just at the macro-country level but
importantly, at the meso-community level.

Openness to newness and openness to innovation
The artisan or craftsperson has continued to be perceived as problematic to regional
development ever since research (e.g. Cooper et al., 1997; Smith, 1967) found that artisans lack
growth ambitions and commercial skills. The notion that artisans possess the wrong mix of
personal characteristics and ambitions that is conducive to economic growth has been
examined by researchers (e.g. Hornaday, 1990; Tregear, 2005). However these studies
compared whether artisan producers pursued goals of lifestyle, community involvement or
commercial growth, offering empirical insights into entrepreneurial behaviour and not
entrepreneurial personality. Another central proposition within the paper is that artisan
entrepreneurs possess traits of openness to newness and openness to innovation that are
integral to regional development. However, it has not been presumed that artisan
entrepreneurs are a homogenous group, and therefore, varying degrees of innovativeness and
engagement are to be expected within the artisan entrepreneur population. This has
implications for how entrepreneurs are perceived as a group. The artisan entrepreneur has not
been given the same recognition as mainstream entrepreneurs. However, researchers have still
managed to group mainstream entrepreneurs as a homogenous group with women, ethnic
minorities and artisans as outsiders. The proposition that evenwithin the artisan entrepreneur
population there might be variations in openness to innovations and openness to newness
suggests that future research on entrepreneur groups should not automatically assume
homogeneity but embrace the potential diversity of the person in entrepreneurship.

Conclusions and directions for future research
Artisan entrepreneurship is emerging as a form of cultural-based business that is linked to
tourism, culture and regional development. In this paper, culture has been examined from
a micro level of analysis by conceptualising the concept from the perspective of the
individual entrepreneur’s personality. The central premise is that personality is shaped by
cultural influences as culture consists of shared meaning systems that provide the
blueprint for behaviour through the creation of values and norms that define what is
appropriate or inappropriate.

In examining culture within a specific context – artisan entrepreneurs – and the shared
culture and traditions that are maintained between generations, and which result in a sense
of personal identity and social consciousness among artisans, the arguments put forward
within the paper have illustrated how artisanship is manifested through the handmade
products and services artisan entrepreneurs create and sell (Tregear, 2005) as well as
through the cultural stories (Lounsbury and Glynn, 2001) they might weave to preserve
long-standing traditions that may be in danger of dying out. A main point has been that
these cultural influences have substantial psychological effects on an individual’s behaviour
especially entrepreneurial behaviour as culture, devolved as one’s personality, is a key
determinant of what it means to be an entrepreneur. The main research question explored
within this paper therefore was:

RQ1. Whether artisan entrepreneurs share common personality traits with other
entrepreneurs using the FFM as the basis of our conceptual model.

This paper suggests that artisan entrepreneurs share personality traits such as, openness to
experience, extraversion, emotional stability and conscientiousness with other entrepreneur
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groups that have been researched using this personality taxonomy. However, it has also
been suggested within this paper that personality traits such as, agreeableness, which have
been classified as unimportant for other entrepreneur groups, may have generally a positive
influence on the likelihood of individuals starting an artisan business. However, empirical
research should be conducted on artisan entrepreneurs as well as on other forms of cultural
entrepreneurship as well as on the emerging field of community entrepreneurship to further
examine the role of agreeableness on entrepreneurial intentions.

In addition to the role of agreeableness on entrepreneurial intentions, personality traits
such as openness to newness and openness to innovation are proposed as integral to regional
development. In this paper, it has also been proposed that artisan entrepreneurs may possess
a proclivity to innovation, either in general innovativeness with regards to creativity in the
development of their craft or trade or in the specific adoption of new technologies that may
enhance their craft or trade. Studies should also therefore, explore the varying degrees of
innovativeness and engagement that may exist among the artisan entrepreneur group.

In doing this research, the focus has only been on examining the artisan entrepreneur
group. This paper is the first to propose a relationship between the Big Five personality
dimensions and the likelihood of starting and/or running a business among an entrepreneur
group rather than explain personality differences among entrepreneur and
non-entrepreneur groups. Future empirical research should therefore discontinue
comparison studies of entrepreneurs and non-entrepreneur groups. In order to advance
the field of entrepreneurship and sub-fields of tourism entrepreneurship, researchers need to
recognise that entrepreneurs are not a homogenous group and that exploring differences
within an entrepreneur group is a fruitful research avenue. It is recommended that
researchers begin with the artisan entrepreneur group as throughout this paper, arguments
have been proposed for personality differences for artisan entrepreneurs based on the fact
that their artisanship is highly influenced by their cultural heritage and this may distinguish
them from other groups of entrepreneurs.

Finally, other potential avenues for future research may involve the role of social networks,
or the social capital of artisan entrepreneurs given their proclivity for cooperation and
community involvement. In addition to this, researchers can consider researching a more
diverse group of artisan entrepreneurs. The artisan or craftsperson is often referred
to as a “craftsman” in extant literature. However, as artisan entrepreneurship continues to
grow and artisan entrepreneurs start more hobby-based businesses and/or inherit businesses,
the diversity of artisan entrepreneurs is also changing to include women. Thus, future research
should be cognisant of this and recognise the growing contribution of women in this field.

References

Acemoglu, D. and Robinson, J.A. (2012), Why Nations Fail: The Origins of Power, Prosperity, and
Poverty, Profile Books, London.

Ateljevic, I. and Doorne, S. (2000), “Staying within the fence: lifestyle entrepreneurship in tourism”,
Journal of Sustainable Tourism, Vol. 8 No. 5, pp. 378-392.

Audretsch, D.B., Obschonka, M., Gosling, S.D. and Potter, J. (2017), “A new perspective on
entrepreneurial regions: linking cultural identity with latent and manifest entrepreneurship”,
Small Business Economics, Vol. 48 No. 3, pp. 681-697.

Autio, Erkko, Kenney, M., Mustar, P., Siegel, D. andWright, M. (2014), “Entrepreneurial innovation: the
importance of context”, Research Policy, Vol. 43 No. 7, pp. 1097-1108.

Baker, T. and Nelson, R.E. (2005), “Creating something from nothing: resource construction through
entrepreneurial bricolage”, Administrative Science Quarterly, Vol. 50 No. 3, pp. 329-366.

Baron, R.A. (1998), “Cognitive mechanisms in entrepreneurship: why and when enterpreneurs think
differently than other people”, Journal of Business Venturing, Vol. 13 No. 4, pp. 275-294.

IJEBR

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
2:

02
 1

8 
A

pr
il 

20
18

 (
PT

)

https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1080%2F09669580008667374&citationId=p_2
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1016%2Fj.respol.2014.01.015&isi=000339035800001&citationId=p_4
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1016%2FS0883-9026%2897%2900031-1&isi=000073762200002&citationId=p_6
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1007%2Fs11187-016-9787-9&isi=000398060400012&citationId=p_3
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.2189%2Fasqu.2005.50.3.329&isi=000233884600001&citationId=p_5


Barrick, M.R. and Mount, M.K. (1991), “The big five personality dimensions and job performance:
a meta-analysis”, Personnel Psychology, Vol. 44 No. 1, pp. 1-26.

Barringer, B.R. and Greening, D.W. (1998), “Small business growth through geographic expansion:
a comparative case study”, Journal of Business Venturing, Vol. 13 No. 6, pp. 467-492.

Baum, J.R. and Locke, E.A. (2004), “The relationship of entrepreneurial traits, skill, and motivation to
subsequent venture growth”, Journal of Applied Psychology, Vol. 89 No. 4, pp. 622-634.

Baum, J.R., Locke, E.A. and Smith, K.G. (2001), “A multidimensional model of venture growth”,
Academy of Management Journal, Vol. 44 No. 2, pp. 292-303.

Begley, T.M. and Boyd, D.P. (1987), “Psychological characteristics associated with performance in
entrepreneurial firms and smaller businesses”, Journal of Business Venturing, Vol. 2 No. 1, pp. 79-93.

Benedict, R. (1934), Patterns of Culture, Houghton Mifflin, Boston, MA.

Benet-Martínez, V. and Oishi, S. (2008), “Culture and personality”,Handbook of Personality: Theory and
Research, Vol. 3, pp. 542-567.

Bird, B. (1988), “Implementing entrepreneurial ideas: The case for intention”, Academy of Management
Review, Vol. 13 No. 3, pp. 442-453.

Brandstätter, H. (2011), “Personality aspects of entrepreneurship: a look at five meta-analyses”,
Personality and Individual Differences, Vol. 51 No. 3, pp. 222-230.

Brockhaus, R.H. (1982), “The psychology of the entrepreneur”, in Kent, C.A., Sexton, D.L. and Vesper, K.H.
(Eds), Encyclopedia of Entrepreneurship, Prentice-Hall, Englewood Cliffs, NJ, pp. 39-57.

Brockhaus, R.H. and Horwitz, P.S. (1986), “The psychology of the entrepreneur”, Entrepreneurship:
Critical Perspectives on Business and Management, Vol. 2, pp. 260-283.

Cable, D.M. and Shane, S. (1997), “A prisoner’s dilemma approach to entrepreneur-venture capitalist
relationships”, Academy of Management Review, Vol. 22 No. 1, pp. 142-176.

Carree, M.A. and Thurik, A.R. (2003), “The impact of entrepreneurship on economic growth”,
Handbook of Entrepreneurship Research, Springer, Boston, MA, pp. 437-471.

Chell, E., Hawarth, J.M. and Brearley, S. (1991), The Entrepreneurial Personality: Concepts, Cases and
Categories, Routledge, London.

Chiu, C.Y. and Hong, Y.Y. (2007), “Cultural processes”, Social Psychology: Handbook of Basic Principles,
Vol. 34, pp. 785-804.

Church, A.T. (2000), “Culture and personality: toward an integrated cultural trait psychology”, Journal
of Personality, Vol. 68 No. 4, pp. 651-703.

Ciavarella, M.A., Buchholtz, A.K., Riordan, C.M., Gatewood, R.D. and Stokes, G.S. (2004), “The Big Five
and venture survival: is there a linkage?”, Journal of Business Venturing, Vol. 19 No. 4, pp. 465-483.

Code, S. and Langan-Fox, J. (2001), “Motivation, cognitions, and traits: predicting occupational health,
well-being and performance”, Stress and Health, Vol. 77 No. 3, pp. 159174.

Cominelli, F. and Greffe, X. (2012), “Intangible cultural heritage: safeguarding for creativity”, City,
Culture and Society, Vol. 3 No. 4, pp. 245-250.

Cooper, A.C. and Artz, K.W. (1995), “Determinants of satisfaction for entrepreneurs”, Journal of
Business Venturing, Vol. 10 No. 6, pp. 439-457.

Cooper, A., Ramachandran, M. and Schoorman, D. (1997), “Time allocation patterns of craftsmen and
administrative entrepreneurs: implications for financial performance”, Entrepreneurship: Theory
and Practice, Winter, pp. 123-136.

Costa, P.T. Jr and McCrae, R.R. (1992), Revised NEO Personality Inventory (NEO-PI-R) and NEO Five
Factor Inventory (NEO-FFI) Professional Manual, PAR, Odessa, FL.

DeNeve, K.M. and Cooper, H. (1998), “The happy personality: a meta-analysis of 137 personality traits
and subjective well-being”, Psychological Bulletin, Vol. 124 No. 2, p. 197.

Dewal, K. and Kumar, S. (2017), “The mediating role of psychological capital in the relationship
between Big Five personality traits and psychological well-being: a study of Indian
entrepreneurs”, Indian Journal of Positive Psychology, Vol. 8 No. 4, pp. 500-506.

Artisan
entrepreneurship

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
2:

02
 1

8 
A

pr
il 

20
18

 (
PT

)

https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1111%2Fj.1744-6570.1991.tb00688.x&isi=A1991FC02700002&citationId=p_7
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1016%2F0883-9026%2887%2990020-6&isi=A1987F759600006&citationId=p_11
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&isi=A1997WK07100010&citationId=p_18
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1016%2Fj.jbusvent.2003.03.001&isi=000222069500001&citationId=p_23
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1037%2F0021-9010.89.4.587&isi=000223134000001&citationId=p_9
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1016%2Fj.ccs.2012.10.003&citationId=p_25
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1016%2Fj.ccs.2012.10.003&citationId=p_25
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1016%2Fj.paid.2010.07.007&isi=000292675400004&citationId=p_15
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.2307%2F3069456&isi=000168240400006&citationId=p_10
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1016%2FS0883-9026%2897%2900038-4&isi=000075493800002&citationId=p_8
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1111%2F1467-6494.00112&isi=000088314700001&citationId=p_22
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1111%2F1467-6494.00112&isi=000088314700001&citationId=p_22
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1037%2F0033-2909.124.2.197&isi=000075833000003&citationId=p_29
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&isi=A1988P173000007&citationId=p_14
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&isi=A1988P173000007&citationId=p_14
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1016%2F0883-9026%2895%2900083-K&isi=A1995TA40200003&citationId=p_26
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJEBR-02-2018-0099&crossref=10.1016%2F0883-9026%2895%2900083-K&isi=A1995TA40200003&citationId=p_26


Digman, J.M. (1990), “Personality structure: emergence of the five-factor model”, Annual Review of
Psychology, Vol. 41 No. 1, pp. 417-440.

Drucker, P. (2014), Innovation and Entrepreneurship, Routledge and Taylor Franics Group, London and
New York, NY.

Etzioni, A. (1996), The Golden Rule, Basic Books, New York, NY.

Fischer, M. and Nijkamp, P. (2009), “Entrepreneurship and regional development”, in Capello, R. and
Nijkamp, P. (Eds), Handbook of Regional Growth and Development Theories, Edward Elgar,
Cheltenham.

Fritsch, M. and Storey, D.J. (2014), “Entrepreneurship in a regional context: historical roots, recent
developments and future challenges”, Regional Studies, Vol. 48 No. 6, pp. 939-954.

Gartner, W.B. (1988), “Who is an entrepreneur?’ Is the wrong question”, American Journal of Small
Business, Vol. 12 No. 4, pp. 11-32.

Gordini, N. and Rancati, E. (2015), “Entrepreneurship and growth of small family firms. Evidence from
a sample of the artistic craftsmen of Florence”, SINERGIE, Vol. 33 No. 98, pp. 169-194.

Grimes, K.M. and Milgram, B.L. (2000), Artisans and Cooperatives: Developing Alternate Trade for the
Global Economy, University of Arizona Press, Tucson.

Herrigel, G. (1996), Industrial Constructions: The Sources of German Industrial Power, Cambridge
University Press, Cambridge.

Hmieleski, K.M. and Baron, R.A. (2009), “Entrepreneurs’ optimism and new venture performance:
a social cognitive perspective”, Academy of Management Journal, Vol. 52 No. 3, pp. 473-488.

Hofstede, G. (1994), Cultures and Organizations: Software of the Mind, Harper Collins Business, London.

Hornaday, R.W. (1990), “Dropping the e-words from small business research: an alternative typology”,
Journal of Small Business Management, Vol. 28 No. 4, p. 22.

Hurtz, G.M. and Donovan, J.J. (2000), “Personality and job performance: the Big Five revisited”, Journal
of Applied Psychology, Vol. 85 No. 6, p. 869.

Hussein, S.N.A. and Aziz, H.H.A. (2017), “The Big Five personality dimensions as a predictor of
entrepreneurial status in Egypt”, International Journal of Entrepreneurship and Small Business,
Vol. 32 No. 4, pp. 423-443.

Illeris, S. (1992), “The Herning-Ikast textile industry: an industrial district in West Jutland”,
Entrepreneurship & Regional Development, Vol. 4 No. 1, pp. 73-84.

Johannisson, B. and Nilsson, A. (1989), “Community entrepreneurs: networking for local development”,
Entrepreneurship & Regional Development, Vol. 1 No. 1, pp. 3-19.

John, O.P., Naumann, L.P. and Soto, C.J. (2008), “Paradigm shift to the integrative big-five trait taxonomy:
history, measurement, and conceptual issues”, in John, O.P., Robins, R.W. and Pervin, L.A. (Eds),
Handbook of Personality: Theory and Research, 3rd ed., Guilford Press, New York, NY, pp. 114-158.

Johnson, B.R. (1990), “Toward a multidimensional model of entrepreneurship: the case of achievement
motivation and the entrepreneur”, Entrepreneurship Theory and Practice, Vol. 14 No. 3, pp. 39-54.

Judge, T.A. and Zapata, C.P. (2015), “The person-situation debate revisited: effect of situation strength
and trait activation on the validity of the Big Five personality traits in predicting job
performance”, Academy of Management Journal, Vol. 58 No. 4, pp. 1149-1179.

Judge, T.A., Higgins, C.A., Thoresen, C.J. and Barrick, M.R. (1999), “The big five personality traits,
general mental ability, and career success across the life span”, Personality Psychology, Vol. 52
No. 3, pp. 621-652.

Judge, T.A., Simon, L.S., Hurst, C. and Kelley, K. (2014), “What i experienced yesterday is who i am
today: relationship of work motivations and behaviors to within-individual variation in the
five-factor model of personality”, Journal of Applied Psychology, Vol. 99 No. 2, p. 199.

Kambourova, Z. and Stam, E. (2017), “Entrepreneurs’ over-optimism during the early life course of
the firm”, Foundations of Economic Change, Springer, Cham, pp. 333-353.

IJEBR

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
2:

02
 1

8 
A

pr
il 

20
18

 (
PT

)



Karlsson, C., Johansson, B. and Stough, R.R. (2010), Entrepreneurship and Regional Development,
Edward Elgar Publishing, Cheltenham.

Kennedy, T. (2010), “Safeguarding traditional craftsmanship: a project demonstrating the revitalisation
of intangible heritage in Murad Khane, Kabul”, International Journal of Intangible Heritage,
Vol. 5, pp. 74-85.

Kerr, S.P., Kerr, W.R. and Xu, T. (2017), “Personality traits of entrepreneurs: a review of recent
literature” (No. w24097), National Bureau of Economic Research.

Kirzner, I. (1973), ‘Perception, Opportunity and Profit: Studies in the Theory of Entrepreneurship’,
Chicago University Press, Chicago, IL.

Kirzner, I.M. (1997), “Entrepreneurial discovery and the competitive market process: An Austrian
approach”, Journal of Economic Literature, Vol. 35 No. 1, pp. 60-85.

Klamer, A. (2011), “Cultural entrepreneurship”, The Review of Austrian Economics, Vol. 24 No. 2,
pp. 141-156.

Knight, F. (1921), Risk, Uncertainty and Profit, Houghton, Boston, MA.

Lavoie, D. and Chamlee-Wright, E. (2000), Culture and Enterprise: The Development. Representation
and Morality of Business, Routledge, London and New York, NY.

Lee, S.Y., Florida, R. and Acs, Z.J. (2004), “Creativity and entrepreneurship: a regional analysis of new
firm formation”, Regional Studies, Vol. 38 No. 8, pp. 879-889.

Leutner, F., Ahmetoglu, G., Akhtar, R. and Chamorro-Premuzic, T. (2014), “The relationship between
the entrepreneurial personality and the Big Five personality traits”, Personality and Individual
Differences, Vol. 63, pp. 58-63, available at: https://doi.org/10.1016/j.paid.2014.01.042

Lever, W.F. (2002), “Correlating the knowledge-base of cities with economic growth”, Urban Studies,
Vol. 39 Nos 5-6, pp. 859-870.

Lockyer, J. (2016), “TRADEIT project: ‘final report on the small business technology transfer process”,
FP7-KBBE. 2013.2.3-02 Network for the transfer of knowledge on traditional foods to SMEs,
Funded by the EC. Funded by the EC (Grant No: 613776).

Lounsbury, M. and Glynn, M.A. (2001), “Cultural entrepreneurship: stories, legitimacy, and the
acquisition of resources”, Strategic Management Journal, Vol. 22 Nos 6-7, pp. 545-564.

Low, M.B. and MacMillan, I.C. (1988), “Entrepreneurship: past research and future challenges”, Journal
of Management, Vol. 14 No. 2, pp. 139-161.

McCrae, R.R. and Costa, P.T. Jr (1996), “Toward a new generation of personality theories: theoretical
contexts for the five-factor model”, in Wiggins, J.S. (Ed.), The Five-Factor Model of Personality:
Theoretical Perspectives, Guilford Press, New York, NY, pp. 51-87.

McCrae, R.R. and John, O.P. (1992), “An introduction to the five‐factor model and its applications”,
Journal of Personality, Vol. 60 No. 2, pp. 175-215.

McGrath, R.G., MacMillan, I.C. and Scheinberg, S. (1992), “Elitists, risk-takers, and rugged
individualists? An exploratory analysis of cultural differences between entrepreneurs and
non-entrepreneurs”, Journal of Business Venturing, Vol. 7, pp. 115-135.

Marcati, A., Guido, G. and Peluso, A.M. (2008), “The role of SME entrepreneurs’ innovativeness and
personality in the adoption of innovations”, Research Policy, Vol. 37 No. 9, pp. 1579-1590.

Markus, H.R. and Kitayama, S. (1994), “The cultural construction of self and emotion: Implications for
social behaviour”, in Kitayama, S. and Markus, H.R. (Eds), Emotion and Culture, American
Psychological Association, Washington, DC, pp. 89-130.

Markus, H.R. and Kitayama, S. (1998), “The cultural psychology of personality”, Journal of Cross-
Cultural Psychology, Vol. 29 No. 1, pp. 63-87.

Marshall, A. (1890), Principles of Economics, Macmillan, London.

Marshall, A. (1961), Principles of Economics, 9th ed., Macmillan, London.

Mead, M. (1928), Coming of Age in Samoa: A Psychological Study of Primitive Youth for Western
Civilization, William Morrow, New York, NY.

Artisan
entrepreneurship

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
2:

02
 1

8 
A

pr
il 

20
18

 (
PT

)

https://doi.org/10.1016/j.paid.2014.01.042


Miller, J. (2001), “Family and community integrity”, Journal of Sociology & Social Welfare, Vol. 28 No. 4,
p. 23, available at: http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.825.4007&rep=
rep1&type=pdf

Morrison, A., Rimmington, M. and Williams, C. (1999), Entrepreneurship in Hospitality, Tourism and
Leisure Industries, Butterworth-Heinemann, London.

Naffziger, D.W. (1995), “Entrepreneurship: a person based theory approach”, in Katz, J.A. and
Brockhaus, R.H. Sr (Eds), Advances in Entrepreneurship, Firm Emergence, and Growth, Vol. 2,
JAI Press, Greenwich, CT, pp. 21-50.

Nagyszalanczy, S. (2000), The Art of Fine Tools, Taunton Press, Newtown, CT.

Nascimento, A. (2009), “Reinventing modernity through tradition: product development in traditional
craftsmanship”, Nordes, No. 3, available at: www.nordes.org/opj/index.php/n13/issue/view/9

Porfírio, J.A., Carrilho, T. and Mónico, L.S. (2016), “Entrepreneurship in different contexts in cultural
and creative industries”, Journal of Business Research, Vol. 69 No. 11, pp. 5117-5123.

Porter, M.E. (2000), “Location, competition, and economic development; local clusters in a global
economy”, Economic Development Quarterly, Vol. 14 No. 1, pp. 15-34.

Rabellotti, R. (1997), External Economies and Cooperation in Industrial Districts, MacMillan, London.

Ramadani, V., Hisrich, R.D., Dana, L.P., Palalic, R. and Panthi, L. (2017), “Beekeeping as a family artisan
entrepreneurship business”, International Journal of Entrepreneurial Behaviour and Research,
available at: https://doi.org/10.1108/IJEBR-07-2017-0245

Ratten, V. and Ferreira, J. (2017), “Future research direction for cultural entrepreneurship and regional
innovation”, International Journal of Entrepreneurship and Innovation, Vol. 21 No. 3, pp. 163-169.

Rauch, A. and Frese, M. (2007), “Let’s put the person back into entrepreneurship research: a meta-analysis
on the relationship between business owners’ personality traits, business creation, and success”,
European Journal of Work and Organizational Psychology, Vol. 16 No. 4, pp. 353-385.

Ray, D. (1993), “Understanding the entrepreneur: entrepreneurial attributes, experience and skills”,
Entrepreneurship & Regional Development, Vol. 5, pp. 345-357.

Schumpeter, J. (1934), Capitalism, Socialism, and Democracy, Harper & Row, New York, NY.

Schumpeter, J.A. (1965), “Economic theory and entrepreneurial history”, in Aitken, H.G.J. (Ed.),
Explorations in Enterprise, Harvard University Press, Cambridge, MA, pp. 45-64.

Schwartz, D. and Malach-Pines, A. (2007), “High technology entrepreneurs versus small business
owners in Israel”, Journal of Entrepreneurship, Vol. 16 No. 1, pp. 1-17.

Seibert, S.E. and DeGeest, D.S. (2017), “The five factor model of personality in business and industry”,
in Widiger, T.A. (Ed.), The Oxford Handbook of the Five Factor Model, Oxford University Press,
pp. 381-401.

Senior, P.A. and Bhopal, R. (1994), “Ethnicity as a variable in epidemiological research”, British Medical
Journal, Vol. 309, pp. 327-330.

Sexton, D.L. and Bowman-Upton, N. (1990), “Female and male entrepreneurs: Psychological
characteristics and their role in gender-related discrimination”, Journal of Business Venturing,
Vol. 5 No. 1, pp. 29-36.

Shane, S. and Venkataraman, S. (2000), “The promise of entrepreneurship as a field of research”,
Academy of Management Review, Vol. 25 No. 1, pp. 217-226.

Shane, S., Locke, E.A. and Collins, C.J. (2003), “Entrepreneurial motivation”, Human Resource
Management Review, Vol. 13, pp. 257-279.

Shaver, K.G. and Scott, L.R. (1992), “Person, process, choice: the psychology of new venture creation”,
Entrepreneurship Theory and Practice, Vol. 16 No. 2, pp. 23-46.

Shaw, G. (2004), “Entrepreneurial cultures and small business enterprises in tourism”, in Hall, M.C.,
Lew, A. and Williams, A. (Eds), Blackwells Companion to Tourism Geography, Blackwells,
Oxford, pp. 122-134.

IJEBR

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
2:

02
 1

8 
A

pr
il 

20
18

 (
PT

)

http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.825.4007&amp;rep=rep1&amp;type=pdf
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.825.4007&amp;rep=rep1&amp;type=pdf
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.825.4007&amp;rep=rep1&amp;type=pdf
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.825.4007&amp;rep=rep1&amp;type=pdf
www.nordes.org/opj/index.php/n13/issue/view/9
https://doi.org/10.1108/IJEBR-07-2017-0245


Shepherd, D.A. and Patzelt, H. (2011), “The new field of sustainable entrepreneurship: Studying
entrepreneurial action linking ‘what is to be sustained’ with ‘what is to be developed’ ”,
Entrepreneurship Theory and Practice, Vol. 35 No. 1, pp. 137-163.

Smith, N. (1967), “The entrepreneur and his firm: the relationship between type of man and type of
company, occasional paper”, Graduate School of Business Administration, Michigan State
University, East Lansing, MI.

Spencer-Oatey, H. (2008), Culturally Speaking’, Culture, Communication and Politeness Theory, 2nd ed.,
Continuum, London.

Spilling, O.R. (1991), “Entrepreneurship in a cultural perspective”, Entrepreneurship & Regional
Development, Vol. 3 No. 1, pp. 33-48.

Stenholm, P., Acs, Z.J. andWuebker, R. (2013), “Exploring country-level institutional arrangements on the
rate and type of entrepreneurial activity”, Journal of Business Venturing, Vol. 28 No. 1, pp. 176-193.

Stewart, W.H. and Roth, P.L. (2007), “A meta‐analysis of achievement motivation differences between
entrepreneurs and managers”, Journal of Small Business Management, Vol. 45 No. 4, pp. 401-421.

Stewart, W.H. Jr and Roth, P.L. (2001), “Risk propensity differences between entrepreneurs and
managers: a meta-analytic review”, Journal of Applied Psychology, Vol. 86 No. 1, p. 145.

Stewart, W.H. Jr, Watson, W.E., Carland, J.C. and Carland, J.W. (1999), “A proclivity for entrepreneurship:
a comparison of entrepreneurs, small business owners, and corporate managers”, Journal of
Business Venturing, Vol. 14 No. 2, pp. 189-214.

Tregear, A. (2005), “Lifestyle growth or community involvement? The balance of goals of artisan food
producers”, Entrepreneurship and Regional Development, Vol. 17 No. 1, pp. 1-15.

Triandis, H.C. (1996), “The psychological measurement of cultural syndromes”, American Psychologist,
Vol. 51 No. 4, p. 407.

Triandis, H.C. and Suh, E.M. (2002), “Cultural influences on personality”, Annual Review of Psychology,
Vol. 53 No. 1, pp. 133-160.

Van Scotter, J.R. and Motowidlo, S.J. (1996), “Interpersonal facilitation and job dedication as separate
facets of contextual performance”, Journal of Applied. Psychology, Vol. 81 No. 5, p. 525.

Vinchur, A.J., Schippmann, J.S., Switzer, F.S., III and Roth, P.L. (1998), “A meta-analytic review of
predictors of job performance for sales people”, Journal of Applied Psychology, Vol. 83 No. 4, p. 586.

Wang, J.H., Chang, C.C., Yao, S.N. and Liang, C. (2016), “The contribution of self-efficacy to the
relationship between personality traits and entrepreneurial intention”, Higher Education, Vol. 72
No. 2, pp. 209-224.

Wennekers, S. and Thurik, R. (1999), “Linking entrepreneurship and economic growth”, Small Business
Economics, Vol. 13 No. 1, pp. 27-56.

Woo, C.Y., Cooper, A.C. and Dunkelberg, W.C. (1991), “The development and interpretation of
entrepreneurial typologies”, Journal of Business Venturing, Vol. 6 No. 2, pp. 93-114.

Zhao, F. (2005), “Exploring the synergy between entrepreneurship and innovation”, International
Journal of Entrepreneurial Behavior & Research, Vol. 11 No. 1, pp. 25-41.

Zhao, H. and Seibert, S.E. (2006), “The Big Five personality dimensions and entrepreneurial status:
a meta-analytical review”, Journal of Applied Psychology, Vol. 91 No. 2, p. 259.

Zhao, H., Seibert, S.E. and Hills, G.E. (2005), “The mediating role of self-efficacy in the development of
entrepreneurial intentions”, Journal of Applied Psychology, Vol. 90 No. 6, p. 1265.

Zhao, H., Seibert, S.E. and Lumpkin, G.T. (2010), “The relationship of personality to entrepreneurial intentions
and performance: a meta-analytic review”, Journal of Management, Vol. 36 No. 2, pp. 381-404.

Further reading

Allport, G. (1961), Patterns and Growth in Personality, Holt, Renehart and Winston, New York, NY.

Brockhaus, R.H. (1980), “Psychological and environmental factors which distinguish the successful from the
unsuccessful entrepreneur: a longitudinal study”,Academy of Management Proceedings, pp. 368-372.

Artisan
entrepreneurship

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
2:

02
 1

8 
A

pr
il 

20
18

 (
PT

)



Church, A.T. (2001), “Personality measurement in cross-cultural perspective”, Journal of Personality,
Vol. 69 No. 6, pp. 979-1006.

Diener, E., Suh, E.M., Smith, H. and Shao, L. (1995), “National differences in reported subjective
well-being: why do they occur?”, Social Indicators Research, Vol. 34 No. 1, pp. 7-32.

Miller, J.G. (1997), “Theoretical issues in cultural psychology”, in Berry, J.W., Poortinga, Y.H. and
Pandey, J. (Eds), Handbook of Cross-Cultural Psychology, 2nd ed., Vol. 1, Allyn & Bacon,
Boston, MA, pp. 85-128.

Nicholson, N. (1998), “Personality and entrepreneurial leadership: a study of the heads of the UK’s most
successful independent companies”, European Management Journal, Vol. 16 No. 5, pp. 529-539.

Stryker, S. and Burke, P.J. (2000), “The past, present, and future of an identity theory”, Social Psychology
Quarterly, Vol. 63 No. 4, pp. 284-297.

Yin, R.K. (1998), “The abridged version of case study research: design and method”, in Bickman, L. and
Rog, D.J. (Eds), Handbook of Applied Social Research Methods, Sage Publications, Inc., Thousand
Oaks, CA, pp. 229-259.

Corresponding author
Cherisse Hoyte can be contacted at: ac0170@coventry.ac.uk

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

IJEBR

D
ow

nl
oa

de
d 

by
 U

N
IV

E
R

SI
T

Y
 O

F 
N

E
W

 E
N

G
L

A
N

D
 (

A
U

S)
 A

t 0
2:

02
 1

8 
A

pr
il 

20
18

 (
PT

)


