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1.  Introduction

Entrepreneurship is an essential stone in the develop-
ment of society.  Nevertheless, entrepreneurship is gov-
erned by a set of values amongst which are culture, lead-
ership and change. According to our view of entrepre-
neurship, this paper will highlight a voyage through the
various interrelated concepts. The link between HRM
and entrepreneurship is highlighted in the very aim of
our research.  The latter serves to ascertain to what ex-
tent the teaching done by various professors instils an
entrepreneurship culture and mindset in the students,
which are instrumental in the HRM realm.   There seems
to be a link between the general culture of and those val-
ues related to the education system.  In view of the fact
that Portugal is part of a wider economic European con-
text, we consider it be pertinent to analyse the realities of
these two realities:  characteristics of general culture and
those related to the educational culture.  According to
this perspective, we endeavour to take into account
some of the obstacles imposed upon this theme by the
economic, social and cultural contexts.  Hence, the vari-
ables that form part of this study, namely, openness of
character,   continuous learning, individual competitive-
ness, imagination-creativity, the person at centre.  Thus
this study serves to identify and establish, in potential
terms, a comparative analysis between the three geo-
graphical distinct settings, namely, Portugal (two north-
ern regions) and Cape Verde.

2.   Culture, leadership and change: the basis of
entrepreneurship.

2.1  Culture and leadership

There is a strong relationship between entrepreneurship
and organizational change.  However, such a process puts
the Schumpeterian theory into practice which, in turn, was
made famous Schumpeter, during the process of his cre-
ative destructiveness. Alongside this theory is the innova-
tion perspective.   Thus the author, considers that it is nec-
essary to learn how to destroy learning and behaviours al-
ready created.  Consequently change and a more aggres-
sive behaviour are more coherent and noteworthy.

In this context the entrepreneur is a change agent because
he “takes on the reigns of conducting the new processes
and new projects” (Freire, 2000: 331, cited in Petiz e
Correia, 2004).  He can also be seen as the economic agent
who internalized both the importance and the capacity of
making decisions about the different perspectives,
(Ibid.op.cit.), namely:   

• The perspective of directing and making the people
aware through strategic thinking

• The operational perspective which entails current,
consistent and flexible practices  

• The business and organizational intuition perspective
dealing with both potential and real opportunities and
threats. 
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During the last decade there has been a vocal discussion pertaining to economic growth.  Nevertheless, a consensus has not been
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tion phenomenon.  The latter surpasses the technological change phenomenon to a large extent.
In light of the above, this paper endeavours to reflect, question and relate those factors on which hinge the importance of the hu-
man resources in the economic dynamism.  Yet, in order for these HR, in effective terms, to become a strategic organizational as-
set,  there is a need to verify whether the education that is supplied by the market does indeed perpetrate the entrepreneurial fu-
ture capacity.
This analysis is related to the fact that we are experiencing the upsurge of a new economic reality, already labelled as an econo-
my based on knowledge where learning takes on a fundamental role.  Nevertheless, because the economic agents’ reactions to-
wards this new reality appear to be conflicting we shall endeavour to analyse the extent to which the perceptions’ of the students
are indeed influenced as a result of the responses of the Portuguese students taking Human Resource Management and
Management degrees.  The objective of this paper is to verify whether the aforementioned degrees do indeed instil dynamism
within the minds of the assets of the future labour market so as to promote proactive and entrepreneurial behaviours. The find-
ings seem to demonstrate that the reason for the weak existing entrepreneurial characteristics within the people, seem to be re-
lated to the course and the geographical as such. 



According to this perspective, an entrepreneur faces re-
sponsibility for his actions, as well as the consequences
thereof, leading to a predisposition towards change.
This responsibility, however, is the result of the symbio-
sis of various contexts namely, professional, personal
and social.  As far as the allocation of available re-
sources, the decisions faced by the entrepreneur con-
structs are governed by efficiency (Herbert and Link,
1989).  Some authors, as corroborated by Sahlman and
Stevenson (1991), emphasise the capacity to identify and
explore the opportunities in order to stress entrepre-
neurship and, thus, to construct strategies adapted to the
particular situations.

Schein (1997:5) highlights the fact that leaders also
change and create organizational culture while managers
and administrators “live within them”.  In accordance
with Schein (ibid. op. cit.), and with which we also cor-
roborate, leaders do indeed require to “recognize and do
something about this situation. It is in this sense that
leadership and culture are conceptually intertwined”.  

Culture is sometimes applied in different contexts. The
specific concept of organisational culture is created
through the inequality of meanings. It is in this realm
that Schein (1997:8-10) highlights critical issues which
may be shared by the team and thus lead to consistency
in organizational culture.  In this context, Schein points
out the following:

1. Observable Behavouiral Norms 1

2. Group Norms
3. Espoused values
4. Formal philosophy 2

5. Ground Rules
6. Climate
7. Deep rooted skills
8. Thinking habits, mental models and/or linguistic

paradigms 3

9. Shared meaning
10. Rooted metaphors or integrated symbols4

Despite the number of critical issues which Schein high-
lights in order to facilitate an understanding of organisa-
tional culture, he focuses on three major groups: i) arte-
facts (visible organisational processes, considered diffi-
cult to quantify and which have a high degree of subjec-
tivity);  ii) espoused values (strategies, goals, philoso-
phies which are also seen as reasons for adopting these);
iii) base of assumptions (values, perceptions, inter-
nalised subconscious feelings and thoughts ).

Interaction occurs between these three abovementioned
blocks if placed within a specific context. In this way, we
understand culture as being an evolutionary process
which presets a link between the culture of the organisa-
tion’s founder that associated with the experiences of the
different members of the group, and which produces new
values which, in turn, induces an adoption of culture.
Therefore, we agree with Schein (1997:212) in that organ-
isational culture is a process and not a goal. According to
Schein (Ibid.) the founder conveys his ideas to the organ-
isation; he is surrounded by a core group which shares this
vision, and, in turn, other elements enter the organisation
thus prompting the process of creating the history of the
organisation.  If this group manages to obtain important
shared learning experiences this will gradually develop as-
sumptions about itself and its environment allowing it to
survive, grow and develop.  

This view of organisational culture set out by Schein is re-
lated to Senge’s (2001) view on profound change.  Senge
views leadership as an internal capacity inherent to the
human community so as to prepare its own future sustain-
ing of the very process of change. Furthermore, such a
process is inexorably linked to the vision of leadership as
is set out by Drucker (in Schein, 2001).  Therefore, it is fit-
ting for us to establish a relationship between leadership,
vision and culture.  

2.2  Culture and change
The issues of entrepreneurship, according to Kanter
(2003), are related to the new criteria for a successful or-
ganization.  It is within this context, that she emphasises
the importance of intangible assets, which include con-
cepts5, competencies6 and relationships7.  These three fac-
tors give rise to another concept, ‘power’8 as referred to by
Kanter. Power stems from directing the intangibles, which
are easily and depreciated.  In order for power to be sus-
tainable, it is necessary that it be fed with an entrepre-
neurial focus by stressing on learning and greater collabo-
ration. It is within this perspective that innovative process-
es are launched which, in turn, nurture all objectives.  

The underlying approach followed by all the authors un-
der analysis, and many others who are not mentioned in
this paper, is guided by the innovation processes, a con-
cept which includes change. Hence, we share the opinion
that this approach adds value to the overall analysis of the
tendency and reinforcement of entrepreneurship.
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1 For this purpose, the author uses language, customs and traditions as ex-
amples.  
2 The ideological principle, which serves as a guideline for stakeholders
3 Cognitive shared parameters which guide perceptions through the use of
a common language among team members, which are also used as social-
ization processes.
4 Ideas, feelings and team images which develop as a form of self identifi-
cation of the group.

5 The author links this concept with the latest ideas, the designs and for-
mulations of products or services which, in turn, created value for clients,
thus highlighting customer loyalty. 
6This refers to the ability to turn ideas into applicable forms of extremely
high standards which, in turn, are to be used by clients. 
7 Refer to the alliances within the core business promoting nuclear compe-
tencies which, thus, created added value for customers, thereby, opening
doors and widening horizons for the organization.
8 Power tools include “information, resources and support.” (Kanter,
1983:159). Power is derived from the capacity to dominate the intangible
assets that leads to customer loyalty.  
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We also share the opinion that entrepreneurship is based
on change. We can well ask what are the alternative and
more viable ways of implementing it - how it fortifies the
organization and how change is its sustainable base. Other
issues arise, namely, those related to the forces which
block implementation. These issues are wide ranging,
complex and are interlocking.  Therefore, within this sce-
nario, we are of the opinion that it is possible to bypass
such complexities through an attempt to answer the fol-
lowing questions:

¾ What does change imply?
¾ How to implement a change process?
¾ How to quantify the change results?

In order for change to occur naturally, there is a need to
do away with the resistance blocks which are against it.
This should not be done by decree nor through coercive
imposition. It is much wiser to do so through the cultur-
al angle.  The less resistance blocks there are, the greater
the possibility the employees’ will give themselves en-
tirely to the tasks at hand, as well as greater will be the
levels of confidence in carrying out these tasks, and there
will be also larger levels of information and knowledge
sharing.  Simultaneously, however, other values arise
which may support the ethical culture of the organiza-
tion, namely, tolerance and mutual respect.  We are con-
vinced that the bigger these values are the greater the
gains will be for the organisation.  In this way, there has
to be total commitment of employees, albeit a controlled
and guided one through the clear explanation of their re-
sponsibilities.  In this case, change can be seen as an ab-
normal disturbance upon the organisation’s stability.
This “abnormality” is related to the disequilibrium strat-
egy; in order for equilibrium to be created, the founda-
tions need to be laid.  This, however has to be ongoing as
it a process and not a situation.  

In this regard, business culture aims at uniting all its em-
ployees and, therefore, it can also be regarded as a linking
channel of shared9 values. Thus, it “complements the or-
ganisational structure in the creation of a system of rela-
tionships which promote integration and coordination in a
company”.  (Freire, 1997a:478, cited in Petiz e Correia,
2004).  In this way the leader, in accordance with whichev-
er type of leadership style10 he adopts, must set the exam-
ple by acting as an agent of change.  Thus, business culture
has its roots in the structural side of business and is not led
by the circumstances in that “organisational culture should
present itself in an all encompassing and flexible form,
which should be a unifying link between all individuals in
the company during the course of time”. (Freire,
1997a:475, cited ibid. op.cit.).

Innovation can be considered as being the business objec-
tive, thus “strategy cannot be formulated by an elite and
subsequently be implemented by the masses” (Hamel,
1998a:51 cited ibid. op.cit.). Strategy must, therefore,
leverage all the existing imagination within a company,
and for this reason, the author states that “instead of look-
ing only at the financial return of the investments, man-
agers have to bet on the emotional return of the invest-
ments, in other words, people are only prepared to get
emotionally involved with their companies when they be-
lieve that the investment will have a return” (Hamel,
1998a:52, cited ibid. op.cit.).

The abovementioned perspective set out by Hamel
(1998a, cited ibid. op.cit.) is corroborated by Kanter
(1998), Peters (1982), and Peters and Austin (1985).
Whereas Kanter (1998:80) deems “the revolution to be
an attack from top down upon organisational rigidity, to
the restrictions and to traditions”, Peters and Austin
(1985), on the other hand, consider the revolution to be
everything, adopting enthusiasm in favour of innovation
through the revolution in the form of destruction; in this
way these views corroborate to Schumpeter’s magic vi-
sion of “creative destruction”.  The authors believe that
businessmen must employ people who are ‘crazy’ and
obsessed by renewal and revolution, hence the reason
why they understand the word “destruction” to be the or-
der of the day.     

The “revolution”  - evokes a ferocious attack on organisa-
tional rigidity - contends that change and learning work
together; hence, Kanter (1998:81) justifies the fact that
“that those companies that are willing to change, recognise
that learning and training are no longer exercises to be
done from top down, but everyone, including the CEO
has to be ready to listen and to learn”.

All the hubbub around the concept of “visionary”, takes
into consideration that the embryo of innovation is not to
be found here, even though it is wrapped up into a spon-
taneous creativity (albeit this does not guarantee the sus-
tainability of innovation itself).  Mayer (1998:90), howev-
er, holds a different view, as he considers that “innovation
can not be planned, therefore, it lives from creativity, in-
tuition, spontaneity and from luck”.  This is corroborated
by Belasco (1992) who sees vision as a form of making a
difference, as something which stimulates and inspires
people, even though he is fully conscious of the deep need
for it to be understood.  He believes that language is a
form of stimulation.  It is within this realm that he is in
favour of training through vision, stating that one should
“stimulate managers through their consistent use of vision
through training” (Belasco, 1992:210).  

In this context, Santos (1997a:6, cited in Petiz e Correia,
2004) affirms that “managers and organisations need to
prepare themselves to face the future; the answers cannot
be found in anticipation nor in prediction, but rather in
the creation and reinforcing of competencies.  These are
linked to generating factors we can well inquire about the
alternatives and more viable ways of implementing it in

9 In Marques (2000:27), the author regards culture as a concept made up
of  “systemic, shared key values and beliefs”.
10 In this context, we refer the reader to chapter 10 of the handbook,
“Strategia, sucesso em Portugal”, by Freire (1997a), Lisbon: Verbo, as well
as, Appendix 10 of , “Cultura Organizacional e Liderança”.



future contexts; these can be systematized in the develop-
ment of a strategic vision of organizational cohesion and
the adoption of a competitive positioning”.  Therefore, he
is in favour of the human factor, wherein, he believes, the
lies competitive difference.  We concur with Santos
(1997a:7, cited ibid.op.cit.) that “the individual is the only
factor possessing self-sustaining characteristics which en-
able him to be dynamic and able to respond to the chal-
lenges in a change context”.   Peters (1982) also holds with
this view; for him the future is based on the foundations of
constant change undertaken by everyone and this needs a
dramatic rise in their capacity to accept the unstable. This
factor leads us to conclude that flexibility is only achieved
through the accountability of people.  

However, organisational change is yet another type of
change relevant in the business context. Both organisa-
tional culture and structure are thus placed in disequilib-
rium. We are, therefore, led to think that this type of
change is relevant in the process of innovation, namely, at
the social and organisational levels.  They are crucial, as
they lead to other types of changes and innovation, name-
ly technological change, notwithstanding its incremental
and radical position.  In this way, we maintain that organ-
isational change leads to other types of changes, previous-
ly designated as technological change.

2.3  The relationship between change and
entrepreneurship

Despite the importance given to the above mentioned au-
thors, others emphasise another view, thus relating entre-
preneurship to new ideas and new perspectives with the
notion of creating new opportunities. This approach views
the concept of change as a way of motivating the entrepre-
neurship capacity. This approach is shared by Audretsch
(1995).  Others such as Dubini and Aldrich, (1991:306)
view the concept of entrepreneurship as being inherently
a network activity; a view also shared by us. According to
Dubini and Aldrich, entrepreneurship is related to social
capital. In turn, Aldrich and Zimmer (1986), view social
and cultural capital as being of utmost importance in the
entrepreneurship activities.

The perspective of personal network is related to these
theories, which is based on the premise that entrepreneur-
ship is a social role imbedded in the social, political and
cultural context. Therefore, entrepreneurship means
searching for change, and can even be considered as em-
bodying change itself. However, one cannot ignore the
fact that the
Entrepreneur is the instrument as well as the agent of
change itself.

According to the above discussion we believe that entre-
preneurship itself can be associated with the actual
processes of change.  There is a current debate in econom-
ic literature corroborating this view, namely, Dosi (1988),
Dosi, Pavitt and Soete (1990), Drucker (1988; 1991),
Metcalfe (1995), amongst others. However, Hofstede et.
al. (cited in Audretsch :1995)  are slightly more broad

ranging in their analysis as they combine both entrepre-
neurial as well as economic variables with data emerging
from cultural variables.  We agree with this opinion
whereby the level of entrepreneurship is dynamic as it
takes both quantitative and qualitative variables into ac-
count, in order to identify performance and the level of
entrepreneurship capacity. 

There is yet another type of change which can be consid-
ered as being of utmost importance for the growth and
development of business. These are the so- called “cre-
ative business” changes. This type of change is important
as it embraces both the actual concept as well as the
process of innovation as the embodiment of the actual
change.  The very process of innovation is nurtured by
initiative and by business creativity – which holds the en-
trepreneurship stance.  

However, change may originate within the actual market,
through the changes compelled by the market.  In order
for this change to be implemented, however, it is neces-
sary that the economic agent pay attention to the fluctua-
tions which occur in the market.  This implies taking into
account human being’s specific characteristics in order to
analyse the organisation internally as well as externally11. 

Both the notion and the importance of entrepreneurship
have undergone profound alterations especially in the last
decade.  This is changing the face of the economic sphere.
Given its contribution to change, entrepreneurship can be
considered as an element of change both at the social as
well as economic level.   

In the dynamics of sustainable growth within the business
context, one of the most important types of change is that
which includes people and is thus known as “human
change” or “human development”. This change seems to
be strategic as it shakes the communication structures.
The accent has to be placed on training in order for this
communication to be efficient.  Training, considered as
being a form of developing the human brain, leads to the
enrichment of the people, thus providing them with new
perspectives, new visions, and new work practices.  Within
this perspective, lies yet another embryo for organization-
al and human change. 

However, change may also arise due to the actual market
changes.  But, for this change to be implemented, it is im-
portant that the economic agents take heed of the fluctu-
ations which are noticeable in the market.   This implies
taking into account the specific human characteristics,
through the analysis of the organisation and its external
and internal contexts.  This is known as a SWOT analysis;
it is also known as Porter’s ‘five forces’ analysis.  The ba-
sic aim of this analysis is to implement strategies; thus, si-
multaneously allowing for the optimization of choices,
which rely upon those aspects of management, such as
subjectivity and intuition.
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11 This combined analysis is undertaken by a  SWOT analysis.
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Innovative behaviour is related to change, as the latter
can be understood as a
form of innovation.  But, what is important to know is
how to conceive and to implement a change strategy.
This should, however, be based on the leadership princi-
ples, as a continuous and controlled involvement of the
employees. 

The performance of companies can be seen and measured
through a wide lens, amongst which are the following:

¾ Management capacity
¾ Growth capacity and sustainable development
¾ Capacity to enlarge market quotas, paying special

attention to external markets
¾ Strategic management capacity

The change phenomenon and subsequently the innova-
tion phenomenon are both
linked to the abovementioned  capacities.

Schumpeter advocates aforementioned theory of cre-
ative destructiveness.  This is related to the desirable yet
positive disequilibrium factors, from whence the
Schumpeterian theory of creative destruction arises.
However, we corroborated that, in order for this ‘cre-
ative destruction’ to occur it is necessary that the latter
be based on entrepreneurship. This theory focuses on
force and the importance of disequilibrium with a hint of
the cause and effect processes of organisational change.
This destructive creativity is underlined by the creative
and entrepreneurial spirit of the businessman, which is
supported by innovation, whatever the degree or type.

3. Empirical analysis

3.1  Methodology

The aim of our research is to reflect upon how potential
learning effects in turn affect the entrepreneurship ca-
pacity of the student. The objective of this study is thus
to ascertain the students’ perceptions of the training they
receive at the three universities. With reference to the
methodology chosen, three institutions of higher learn-
ing, namely Jean Piaget University of Cape Verde,
University of Minho and Lusíada University in Porto
were used, whereby we randomly selected students in
the Degrees of Management and Human Resource
Management. The sample under analysis was randomly
selected.  Even though our concern was to survey the en-
tire population of those degrees and years, this would be,
however, unworkable and, therefore, we distributes the
questionnaire to 400 students of which we managed to
receive 160 answers.  In view of the fact that 15 answers
were less clear we decided to eliminate them in order to
avoid bias on the analysis.

Therefore, our research totals 125 valid questionnaires for
analysis.  Moreover, the latter represents a 36.25% re-
sponse rate which is considered as being reasonable and
significant for our current research.

3.2 The questionnaire

The questionnaire was authorised by Prof. Simon L. Dolan,
Catedratico de la Universidad Ramon Llull, Director of
Research - IEL (Instituto de Estudios Laborales), ESADE
Business School, Ramon Llull University, Avenida
Pedralbes 60-62, 08034 Barcelona SPAIN.

In view of the fact that we are mainly conducting research
on primary data we decided to formulate more gener-
alised questions thus enabling us to infer beyond the con-
cept of entrepreneurship.  Thus, forty three wide-ranging
questions were created.  In accordance with the current
research objectives we decided to select those which
seemed 
most pertinent irrespective of the answers obtained.  In
the second stage of analysis it was decided to choose only
five of these forty three so as to demonstrate a more cohe-
sive and concentrated analysis.  Moreover, age group and
gender were also taken into consideration and analysed
according to the selected five variables.  These variables
are thus:  openness of character,   continuous learning, in-
dividual competitiveness, imagination-creativity, the per-
son at centre.  These variables are described as follows:

i)  openness of character – receptiveness to new cir-
cumstances, cultures, challenges.  The respondent’s
perception of this dimension will, on the one hand,
demonstrate the degree of sensitivity towards this
dimension and on the other hand, convey the indi-
vidual’s perception of how the organization pro-
motes a greater degree of entrepreneurial behav-
iour through this perception.

ii)  continuous learning – enthusiasm towards enrich-
ing the individual’s knowledge and know how.  The
respondent’s perception, on the one hand, conveys
the will to pursue the lifelong learning approach
and to be imbued with this culture promoting en-
trepreneurial thinking, and on the other hand, the
degree to which the organization nurtures this ap-
proach.

iii)  individual competitiveness – person’s ability to be
demanding on him/herself and also in relation to
the other colleagues/employees. The extent to
which the individual has inner will and drive to
search for challenging situations as well as the ex-
tent to which the organization instils this ability in
order to promote a high degree of entrepreneurial
behaviour.

iv)  imagination-creativity:  the link between entrepre-
neurial behaviour and the individual’s capacity to
introduce innovative ideas as well as the degree to
which the organization enriches and promotes the
individual’s entrepreneurial thinking with refer-
ence to this capacity.  This will enhance the indi-
vidual’s awareness and receptiveness towards or-
ganizational change.



v) person at the centre – the importance of the individ-
ual as well as individuality in the organization and
its link to enhancing entrepreneurial behaviour on
the part of the individuals..  The individual is viewed
as an important contributing element thereby en-
suring the survival and success of the organization is
also stressed. The human side is enhanced as people
are given more value and are no longer seen mere-
ly as a factor in the production process but are much
more important than that.  Thus we would further
add that the human factor is much more important
than other production factors –and so takes on such
an important role.

3.3 Data presentation

3.3.1  Introduction

The data pertaining to the three different institutions was
analysed using SPSS 11.5 for Windows; these three insti-
tutions all have very different cultures and are situated in
very different geographic areas, entailing a population
with specific characteristics albeit the data are not entire-
ly comparable but we endeavoured to compare and thus
identify a common base.  We thus, opted for an analysis of
each of the three institutions in order to conduct a com-
parative and general analysis.

3.3.2 Analysis of the individual at Jean Piaget
University of Cape Verde

The first variable considered to be most pertinent was the
‘Openness of character’.  This decision stems from the fact
that openness, attention and sagacity may lead to creating
the characteristics linked to entrepreneurship. In this way,
the results obtained in relation to variables, the genders
and age groups, were as follows:

Openness of Character in personal life

Table 1:   Openness of Character * Gender  Crosstabulation
(Source: the authors)

If one compares the questions according to the gender
and age group, several differences emerge. The female
gender is more tolerant and sensitive towards this ques-
tion.  It is not our aim to provide an answer to this issue
but indeed it can be considered for future research.  Due
to our dissatisfaction with these results we pose the fol-
lowing question: can this be related to the patriarchal cul-
ture?  If this is the case, it seems that the type of culture
and social structure imposes certain rhythms upon the ac-
tual entrepreneurship mental model.

In relation to the limiting size of the sample, the age vari-
able poses a difficulty to infer more reasonable interpreta-
tions.  Moreover, it is evident that as age increases the
openness to entrepreneurship decreases, and, therefore, it
therefore does not produce the expected entrepreneurial
awareness.  This is most alarming.         

Continuous Learning in personal life

Table 2:  Continuous Learning*  Crosstabulation
Source:   (Authors)

As far as this variable is concerned we shall analyse it in
terms of the following criteria: the majority of the popula-
tion opts for the choice “reasonable”, the male respon-
dents weigh 72% which is high in spite of the female re-
sponses weighing 62%. This connotes that reasonable is
linked to the classification of this variable is considered as
being sufficient as opposed to being “complete” which is
linked to being ‘very good’. However, while the female re-
sponses demonstrate a tendency to an equal distribution
through all the criteria, the male responses on the other
hand, tend to be concentrated on the opposing positive
poles.  This can thus be indicative of the major difference
between genders.  Thus, it seems to be evident that the
need for continuous learning is present amongst the entire
population regardless of gender.  

Individual competitiveness in personal life

Table 3: Individual competitiveness* Gender  Crosstabulation
Source:   (Authors)

This variable moves away from the previous one, in that
both genders focus on “reasonable” -  which coincides
with the average of the variable, this is shown by the
75% of the female responses and 55,5% male responses.
Thus, these results indicate that individualism adopts a
prominent role in the entrepreneurial context. This con-
tradicts the theory which focuses on cooperativism and
collectivism.  With reference to age, regardless of the age
group, the results indicate a reasonable value weighing
58,82%,  If we join the answers “complete”, we confirm
that the combined percentage adds up to 68% which is
highly significant. 
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  Gender  Total 

  Female Male   
Openness of 
Character 

little 1 0 1 

  some 1 1 2 
  reasonable 11 8 19 
  complete 3 0 3 
Total 16 9 25 

                                                                      (Unit of analysis)  

 Gender Total 

  Female Male   
Continuous Learning   little 1 0 1 
  some 2 0 2 
  reasonable 10 8 18 
  complete 3 1 4 
Total 16 9 25 

Count  

  Gender Total 

  Female Male   
Individual 
competitiveness   

little 2 2 4 

  reasonable 12 5 17 
  complete 2 2 4 
Total 16 9 25 

 



50

Imagination and Creativity in personal life

Table 4: Imagination and Creativity * Gender Crosstabulation
Source:   (Authors)

In general, the responses in relation to the imagination
and creativity of the respondents demonstrate that 68%
are in favour of “reasonable” and some 32% are in “com-
plete” agreement.  In the analysis of gender, the male re-
spondents predominate and comprise 78% of the findings
while the female respondents total 63%.   The age group
demonstrates similar findings.

Person at the centre in personal life

Table 5:  Person at the centre* Gender Crosstabulation
Source:  (Authors)

This variable presents surprising findings but which were
to be anticipated given the nature of the socio-economic
reality and the weak infrastructure at their disposal.  In
general, 72% reveal “some” agreement as opposed to 28%
which are in “complete” agreement.  The findings obtained
according to gender are even more enthusiastic in so far as
89% of the male respondents attribute “some” agreement
in comparison to the 62% of the female respondents.  In
terms of the latter female findings, as opposed to the male
findings, there is more concern in demonstrating the im-
portance of this variable in that 38% of female respon-
dents are in “complete” agreement.  There are no diver-
gences concerning the behaviour of the age groups. 

3.3.3 Analysis of the individual at University of
Minho

Openness of Character in personal life

Table 6:  Openness of Character * Gender Crosstabulation
Source:   (Authors)

We are of the opinion that the findings concerning this
variable are of interest as the total number of respon-
dents which show “reasonable” and “complete” agree-
ment reach 73%.  This demonstrates that variable’s im-
portance. Comparing the behaviour of the male with
the female gender the findings are somewhat different,
even though these exhibit “reasonable” and “complete”
indicators, as 84% of the males consider it as being of
importance and 68% of females share the same opin-
ion. This can be analysed as a personality trait inducing
aggressive behaviour. In terms of age group, the behav-
iour is similar.

Continuous Learning in personal life

Table 7:  Continuous Learning* Gender Crosstabulation
Source:  (Authors)

The findings from this variable are similar to openness of
character in that 77% of the respondents consider it to be
of importance. These findings allow us to assess the re-
spondent’s need for continuous learning.  In analysing the
behaviour according to gender we are aware of the exis-
tence of a great percentage of females, 75% who consider
this variable to be of utmost importance, and the 81% of
male respondents are indicators which can be considered
as being extremely high.  Another issue which we consid-
er of importance is the fact that 70 of the 90 respondents
(78%) are in the age group between 19-22 years old.   

Individual Competitiveness in personal life

Table 8:  Individual Competitiveness * Gender Crosstabulation
Source:  (Authors)

Due to the findings obtained in the previous variables, we
decided to divide this variable in three sections.  The first,
made up of “none”, “very little”, and “little”; the second sec-
tion made up of intermediary values such as “some” and
the third section, which includes the maximum values of
“reasonable” and “complete”.  If we ignore the second sec-

Count  

Gender 

  Female Male Total 
some 2 3 5 
reasonable 8 4 12 

Imagination and 
Creativity 

complete 6 2 8 
Total 16 9 25 

Count  

 Gender Total 

  Female Male   
Individual 
Competitiveness  

none 0 1 1 

  Very little 4 1 5 
  little 8 2 10 
  some 22 13 35 
  reasonable 17 10 27 
  complete 8 4 12 
Total 59 31 90 

Count  

Gender 

  Female Male Total 
some 2 2 4 
reasonable 8 6 14 

Person at Centre  

completeh 6 1 7 
Total 16 9 25 

 

Count  

Gender 

  Female Male Total 
Very little 1 0 1 
little 1 1 2 
some 13 5 18 
reasonable 31 21 52 

Continuous 
learning 

complete 13 4 17 
Total 59 31 90 

Count  

Gender 

  Female Male Total 
little 0 1 1 
some 19 4 23 
reasonable 24 16 40 

Openness of 
Character 

complete 16 10 26 
Total 59 31 90 



tion we are aware that in general terms only 18% of the
respondents answered “little” agreement in contrast to the
43% which we find in the third block.  These findings al-
low us to conclude that the population under analysis can
not be considered as being individualistic and instead is in
favour of cooperation and of group work, which is a rele-
vant finding.

In terms of age group, the findings do not have any ele-
ments worth mentioning.

Imagination and Creativity in personal life

Table 9:  Imagination and Creativity * Gender  Crosstabulation
Source:   (Authors)

We were once again surprised by these findings, as 69% of
the respondents consider this variable as being of utmost
importance, and only 6% of the same population give it
assess it as being  “very little ” and “little”.  In an analysis of
the findings of the behaviour between male and female we
conclude that there are positive behaviours, the male re-
sponses total 65% whereas the females are 71%.  We can
infer that the data arising from this specific variable
demonstrate that the courses taught contribute in some
way enrich the mind leading towards greater levels of en-
trepreneurship. In terms of age group, the findings do not
have any elements worth mentioning.

Person at the centre in personal life

Table 10: Person at the centre* Gender Crosstabulation
Source:  (Authors)

An analysis of these findings shows that the highest scale
of the responses constitutes 40%, these being “reasonable”
and “complete”.  However 36% of the respondents are av-
erage, these being “some”; whereas, 24% of the findings
are concentrated in the “none”, “very little” and “little”.
Although these values are of less quality in comparison to

the rest of the variables, they do nevertheless demonstrate
that there is a desire to avoid placing the person at the
centre of the issues.  However, we insist in the need to im-
prove these indicators.  If this, however, does not occur, it
may well neutralise the potential capacities highlighted in
the remaining variables. In terms of age group, the find-
ings do not have any elements worth mentioning.

3.3.4. Analysis of the individual at Lusíada
University in Porto

Openness of Character in personal life

Table 11: Openness of Character * Gender Crosstabulation
Source:  (Authors)

This variable shows data similar to those of Cape Verde.
On a general level 70% of the answers pay little impor-
tance to this variable, hence the answers to the topics of
“some” and “reasonable”, in contrast to the 30% of the an-
swers which are in effect in “complete” agreement. If we
analyse the data according to gender we can ascertain that
they show similar behaviour seeing that 27% of the male
answers are in “complete” agreement in contrast to 33% of
the female respondents.  

In analysis of the age group it is evident that the respon-
dents in the age group 25-30 are seen to be more negative
than the others.  If we take into account that this group is
in the peak of their productivity, than this indicator is
somewhat alarming as it shows that the people don’t have
an open mental model, one which is based on coopera-
tion, dialogue and listening to others.

Continuous Learning in personal life

Table 12: Continuous Learning * Gender Crosstabulation
Source:  (Authors)

The general behaviour of the respondents is similar to
that of gender.  Thus, in a general analysis it is visible that
30% of the respondents are in “complete” agreement.
However, 23% of that same population are in “little”
agreement.  If one adds a part of the percentage referring
to those indecisive respondents but who answered “rea-
sonable” we ascertain that this percentage will rise, this
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Count  

  Gender Total 

  Female Male   
Imaginationand 
creativity 

Very little 0 1 1 

  little 2 2 4 
  some 15 8 23 
  reasonable 28 17 45 
  complete 14 3 17 
Total 59 31 90 

Count  

Gender 

  Female Male Total 
some 0 5 5 
reasonable 10 6 16 

Openness of 
Character 

complete 5 4 9 
Total 15 15 30 

Count  

Gender 

  Female Male Total 
little 2 0 2 
some 1 4 5 
reasonable 7 7 14 

Continuous 
Learning 

complete 5 4 9 
Total 15 15 30 

Count  

Gender 

  Female Male Total 
None 2 0 2 
Very little 2 1 3 
little 13 4 17 
some 20 12 32 
reasonable 15 13 28 

Person at the 
centre  
 

complete 7 1 8 
Total 59 31 90 
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therefore, can be seen as an alarming indicator.  It may be
an indicator of a reduced aggressive entrepreneurial and
business behaviour.  
In terms of age group, there is little to highlight except
that those between 26 and 27 years old tend to react in a
more negative manner.

Individual Competitiveness in personal life

Table 13: Individual Competitiveness *Gender Crosstabulation
Source:  (Authors)

This variable shows a significant distinction between gen-
ders. The male respondents seem to be more sensitive to
this variable.  This can be seen by virtue of the fact that
60% of the population giving it maximum weight, at the
level of “reasonable” and “complete”.  This is in direct con-
trast to 33% of the female gender.  However, in general
term and for the set of categories which are “none”, “little”
and “some” this represents more than 53%.  In face of
these percentages we can infer that this variable of indi-
vidual competitiveness is indeed relegated to a second
plane.  In terms of age group, there is little to highlight.

Imagination and Creativity in personal life

Table 14:  Imagination and Creativity* Gender Crosstabulation
Source:  (Authors)

This variable we find that only 27% of the respondents
show “complete” agreement.  In terms of an analysis ac-
cording to gender we ascertain that the male sector gives
a weight of 33% to “complete” agreement whereas the fe-
male sector gives 20%.  In accordance with those percent-
ages we are of the opinion that the population suffers
from a deficit of creativity and imagination and thus does
not allow for the revitalization of the entrepreneurship ca-
pacity.   In terms of age group, there is little to highlight.

Person at the centre in personal life

Table 15: Person at the centre* Gender  Crosstabulation
Source:  (Authors)

The behaviour of the different genders is surprising.
Whereas the male gender does not pay importance to
the responses “none”, “very little” and “little”, giving these
a weight of 13%, the opposite gender gives the same cat-
egory a weight of 53%.  On the other hand, those cate-
gories most answered at the level of “some”, “reasonable”
and “complete” have a weight of 87%, this is in direct
contrast with the weight of 47%  given by the female
gender to these categories, Therefore, we find a great
difference between the genders.  Even though the find-
ings of the females are high they are nevertheless consid-
ered to be much lower than those of the males, who be-
lieve they should be the centre of attraction.  67% of
both genders are in favour of this issue. We are of the
opinion that herein resides one of the major problems in
energizing the entrepreneurial capacity.  We can infer
that herein resides one of the main stumbling blocks
which energizes the entrepreneurial capacity. In terms of
age group, there is little to highlight.

3.3.5.  Analysis of the individual in the
organization at University Jean Piaget of
Cape Verde

Openness of character in organizations in Cape Verde

Table 16:  Openness of character in the organization * Gender
Crosstabulation
Source:  (Authors)

In general, with reference to this variable, it can be
stressed that 76% responded “reasonable” and “complete”
agreement while 24% chose “little” and “some”. In view of
these responses we can conclude that there is some con-
cern in relation to this variable. This can be a positive in-
dication.  There is nothing relevant to include in relation
to the age group. 

Count  
  Gender Total 

  Female Male   
Individual 
Competitiveness  

none 1 0 1 

  little 1 0 1 
  some 8 6 14 
  reasonable 3 7 10 
  complete 2 2 4 
Total 15 15 30 

Count  

Gender 

  Female Male Total 
some 3 3 6 
reasonable 9 7 16 

Imagination and  
creatividade 

complete 3 5 8 
Total 15 15 30 

Count  

Gender 

  Female Male Total 
none 3 1 4 
Very little 2 0 2 
little 3 1 4 
some 4 4 8 
reasonable 1 7 8 

Person at the 
centre in the 
organization 

complete 2 2 4 
Total 15 15 30 

Count  

Gender 

  Female Male Total 
Little 2 0 2 
Some 3 1 4 
reasonable 11 7 18 

openness of character 
in the organization  

complete 0 1 1 
Total 16 9 25 



Continuous Learning in organization

Table 17:   continuous learning in the  organization * Gender
Crosstabulation
Source:  (Authors)

The positive values relating to this variable are situated at
the level of “reasonable” and “complete” agreement.
While the remaining 28% responses lie in “little” and
“some” importance.  We are confronted with a particular-
ly relevant indicator in the realm of continuous learning.
When a comparison is established between the genders
and age groups, there are no great behavioural differences
in this variable.

Individual Competitiveness in the Organization

Table 18:  Individual competitiveness in the organization *Gender
Crosstabulation
Source: (Authors)

In general terms, the respondents demonstrate that they
are in “some” and “reasonable” agreement with this vari-
able as 92% of the population conveys a less convincing
response as opposed to the remaining 8% who are in
“complete” agreement with the variable in relation to the
variable’s importance.  Moreover, the analysis of gender,
we identify some difference albeit it is not considered no-
table. In this way, 89% of the male respondents are un-
favourable towards this variable which is in opposition to
the female responses which total 94%.  These responses
are equally weighted amongst the choices within the vari-
able.   Thus, in general we understand that the attribution
of the lack of importance to this variable, lends itself to-
wards absorbing the obstacles of entrepreneurship.  This
results from the fact that the individual is not conscious of
this variable and this lack of consciousness leads to the
lack of awareness of the need for the individual to partic-
ipate within the organization.

In relation to the age, albeit there seems to be a similar be-
haviour in all age groups, we observe that the respondents
between the 22 and 23 years old, are, in turn, essentially
discordant. 

Imagination and Creativity in the Organization

Table 19:  Imagination in the organization * Gender Crosstabulation
Source: (Authors)

This variable represents an identical behaviour as the
abovementioned variable of Competitiveness as 92% of
the respondents demonstrate little agreement towards this
variable.  The remaining 8% convey their complete agree-
ment towards this variable. 

A comparison of the genders demonstrates that in gener-
al terms there is some divergence as the male respondents
choose to exclude the extreme classifications.  In this way,
the opposite genders attribute more weight, namely, 26%,
to these extremes in equal proportions (13%), to “little”
and to “complete” agreement. In relation to age, we high-
light the 23 year old age group who responded negatively.

Person at the Centre of analysis in the Organization

Table 20: Person at centre in the organization * Gender
Crosstabulation
Source: (Authors)

This variable seemed to be of great importance.  64% of
the respondents noted they were in general agreement,
contrary to 36% of the responses which attribute little im-
portance and distribute the responses to “none”, “little” or
“some”.  A comparison of the genders leads us to confirm
that, even though the male responses exclude “nothing” or
“complete” agreement, 56% of the respondents choose
“reasonable”.  On the other hand the female responses
choose to answer all categories.  However, the two most
answered categories are “reasonable” and “complete”
which reaches 69%.  From the above analysis, we can in-
fer the traces of individualism, as a success factor for en-
trepreneurship are evident.  In terms of the age group, the
behaviour is identical.
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Count  

Gender 

  Female Male Total 
little 1 0 1 
some 4 2 6 
reasonable 8 7 15 

continuous 
learning in 
organization 

complete 3 0 3 
Total 16 9 25 

Count  

Gender 

  Female Male Total 
little 2 0 2 
some 3 3 6 
reasonable 9 6 15 

imagination in  the 
organization 

complete 2 0 2 
Total 16 9 25 

 
Count  

Gender 

  Female Male Total 
None 1 0 1 
Little 3 1 4 
Some 1 3 4 
Reasonable 8 5 13 

person at centre in 
the organization  

Complete 3 0 3 
Total 16 9 25 

Count  

  Gender Total 

  Female Male   
Individual 
competitiveness in 
the organization  

some 
5 2 7 

  reasonable 10 6 16 
  complete 1 1 2 
Total 16 9 25 
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3.3.6   Analysis of the individual in the
organization at University of Minho 

Openness of Character in the Organization

Table 21:   Openness of Character in the organization* Gender
Crosstabulation
Source:  (Authors)

As far as gender is concerned there are different behav-
iour patterns. In a general sense the female respondents
are in agreement as 36% show a “complete” agreement
with the variable. In contrast with the male respondents,
these do not go above 19%.   However, in general terms,
39% of the respondents provide a negative answer and
39% show “little” or “some” agreement.  According to our
interpretation this may signify that openness of character
may be an obstacle to the entrepreneurship dynamics.

Continuous learning in the Organization

Table 22:  Continuous learning in the organization *Gender
Crosstabulation
Source:  (Authors)

The male respondents continue to attribute less impor-
tance to continuous learning, as reflected in fact 10% of
the respondents are in “complete” agreement while 33%
of the same respondents disagree or simply show “some”
agreement. On the other hand, the female sector, demon-
strates a less favourable position as 32% of the respon-
dents are in “complete” agreement.  However, there is yet
another disagreeing indicator which demonstrates that
27% of the respondents is in favour of “some” agreement.

In terms of age, we can verify that 31% of the respondents
are in low agreement with the levels, namely, “little” and
“some”.  But, if we verify the age group we can infer that
there is some concentration in the responses among the
19-23 year olds from which the response tendency is in-
verted. 

In view of the above findings, we share the opinion that
such a situation stems from the low level of intellectual
and physical development.  Thus, as the years go by, the
people are more receptive to the needs and the impor-
tance of continuous training.

Individual Competitiveness in the Organization

Table 23:  Individual Competitiveness in the organization *Gender
Crosstabulation
Source:  (Authors)

This variable demonstrates that, regardless of gender and
age, there is an entrenched worry in relation to the cate-
gories of “some” and “reasonable”.  In this way, this vari-
able seems to convey little importance in relation to the
respondents in analysis.

Thus, if collegiality is considered to be one of the strongest
components of entrepreneurship, then how can the re-
sponses be interpreted?  In view of these results, we are
convinced that the course syllabi of the Management and
Human Resource Management Degrees are not launch-
ing the roots for entrepreneurship.  

Imagination and Creativity in the Organization

Table 24: Imagination and Creativity in the organization* Gender
Crosstabulation
Source:  (Authors)

In terms of the gender behaviour we can verify that 68%
of the respondents consider that this variable to be inter-
esting and very interesting.  However, the female sector
continues to attribute more attention to it in view of 27%
of these respondents are “complete” agreement in con-
trast to the male respondents  in this category which to-
tal 10% . It is here that we encounter yet another diverg-
ing aspect between the genders, regardless of age group,
which can be considered significant in terms of the be-
haviour analysis.

Count  

Gender 

  Female Male Total 
Very little 3 1 4 
little 1 2 3 
Some 19 9 28 
reasonable 15 13 28 

Openness of 
character in the 
organization 

complete 21 6 27 
Total 59 31 90 

Count  

Gender 

  Female Male Total 
none 1 0 1 
very little  4 1 5 
little 6 5 11 
some 21 13 34 
reasonable 17 9 26 

Continuous 
learning in the 
organization 

complete 10 3 13 
Total 59 31 90 

Count  

  Gender Total 

  Female Male   
Individual 
Competitiveness in the 
organization  

none 
1 0 1 

  Very little 4 1 5 
  little 6 5 11 
  some 21 13 34 
  reasonable 17 9 26 
  complete 10 3 13 
Total 59 31 90 

Count  

  Gender Total 

  Female Male   
Imagination and 
creativity in  the 
organization 

Very little 
2 0 2 

  little 3 1 4 
  some 16 7 23 
  reasonable 22 20 42 
  complete 16 3 19 
Total 59 31 90 



Person at the centre in the Organization

Table 25: Person at the centre in the organization * Gender
Crosstabulation
Source:  (Authors)

With reference to this variable, it is considered strange
that 80% of the respondents should demonstrate their
agreement.  Thus, seeing that this variable considers the
person as being the centre of importance, this may indeed
lead to the concentration of power.  This concentration
does not however facilitate the sharing of power which
can lead to a negative impact upon the organization’s per-
formance in the future.

Thus, in view of the fact that the responses “none”, “very lit-
tle”, and “little” do not go beyond 20%, we can infer that
both genders represent an identical tendency and attribute
equal importance to individualism in the realm of entre-
preneurship.  In this way, this demonstrates the way to sus-
tain and nurture the entrepreneurial capacity.  On the oth-
er hand, taking into the age group into consideration, it can
be inferred that the behaviours are similar which thus leads
to the need for structural change in the thought processes.

3.3.7 Analysis of the individual in the organization
at Lusíada University in Porto

Openness of Character in the Organization

Table 26: Openness of Character in the organization* Gender
Crosstabulation
Source:  (Authors)

On the one hand it can be inferred that the differences in
behaviour are similar in relation to both genders.  On the
other hand, the response tendency orients itself towards
valuing the variable as 70%, thus classifying this variable, in
general terms, due to the responses being in “reasonable”
and “complete” agreement. This fact is somewhat astonish-
ing. In terms of the age group, the level of relevant physical
maturity, however, continues to be expressed through the
less positive responses, such as, “some” and “reasonable”.

Continuous Learning in the Organization

Table 27: Continuous Learning in the organization* Gender
Crosstabulation
Source:  (Authors)

It is astonishing that 33% of the respondents are against
the importance of continuous learning in the institution as
opposed to 17% which is “complete” agreement. 

Individual Competitiveness in the Organization

Table 28: Individual Competitiveness in the organization* Gender
Crosstabulation
Source:  (Authors)

In general terms, 60% of the respondents demonstrate
that they are in favour of the individual competitiveness.
This percentage appears to contradict the entrepreneurial
capacity.  We share the opinion that if the individual cre-
ativity is not collectively diffused, shared and matured it
will not present positive effects.  However, the fact that
this behaviour is shared by both genders is also considered
strange.

Imagination and Creativity in the Organization

Table 29: Imagination and Creativity in the organization* Gender
Crosstabulation
Source:  (Authors)

This variable is considered to be one of the base ele-
ments for the construction and actual building of the en-
trepreneurial capacity; albeit some disquiet stems from
the findings obtained.  In general terms this is due to fact
that the respondents attributed an average importance.
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Count  

  Gender Total 

  Female Male   
Person at centre in 
the organization  

none 2 0 2 

  Very little  3 0 3 
  little 7 6 13 
  some 27 12 39 
  reasonable 14 11 25 
  complete 6 2 8 
Total 59 31 90 

Count  

Sexo dos inquiridos  

  Feminino Masculino Total 
Very little 0 1 1 
little 1 2 3 
some 3 3 6 
reasonable 9 6 15 

Continuous learning 
in the organization  

complete 2 3 5 
Total 15 15 30 

Count  

Gender 

  Female Male Total 
none 1 0 1 
little 1 0 1 
some 5 5 10 
reasonable 6 6 12 

Individual 
competitiveness in 
the organization  

complete 2 4 6 
Total 15 15 30 

 

Count  

Gender 

  Female Male Total 
none 0 1 1 
some 4 4 8 
reasonable 9 4 13 

Imagination and 
creativity in the 
organization 

complete 2 6 8 
Total 15 15 30 

Count  

Gender 

  Female Male Total 
Very little 0 1 1 
some 3 5 8 
reasonable 9 6 15 

Openness of 
character in 
organizations 

complete 3 3 6 
Total 15 15 30 
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However, as we analyse the genders we verify that the
male respondents have a greater tendency towards imag-
ination and creativity compared to the females as 40% of
the male findings focus on “complete” agreement as op-
posed to the 16% of the female findings.  However, in
general terms, this variable is not valued by all.  This al-
lows us to infer that entrepreneurship is not nurtured
through the findings obtained in relation to this variable.
In an analysis according to the age groups we verify that
the behaviour is similar even though a lower importance
is given by the older respondents.

Person at the Centre in the Organization

Table 30: Person at the Centre in the organization* Gender
Crosstabulation
Source:  (Authors)

This variable produces some dissatisfaction in relation to
the findings because in general terms, 83% of the respon-
dents are in favour of its importance.  The categories
“complete”, “reasonable” and “some” agreement represent
83% of the findings.  In this way, the remaining 17% of
the findings represent the levels of “none”, “very little” and
“little” which lead us to infer that individualism starts to be
highly adhered to and which then becomes an obstacle in
the entrepreneurial production in Portugal. A few differ-
ences were encountered in an analysis of the findings ac-
cording to gender. The male findings reveal that 93% are
in “complete” agreement with this variable,  in the cate-
gories of “some”, “reasonable”, “complete” agreement
while the female findings represent 73% in this variable.
The negative responses add up to 27%.

In general, different levels of entrepreneurship are related
to the behaviour differences and which, in turn, are more
evident in the female findings.  The latter shows a greater
tendency and sensitivity towards entrepreneurship.  

The behaviours are identical in terms of the age groups as
there are no divergences in relation to the abovemen-
tioned factors in analysis.

4.  Conclusion  

Despite the fact that we consider those findings pertaining
to Jean Piaget University of Cape Verde as being nega-
tive, on deeper analysis we are able to conclude that these
are in accordance with the social and economic environ-
ments of that area and thus these findings may well not be
as surprising as originally thought as these are close to the
findings obtained for the Lusíada University in Porto. The

less reasonable findings we gathered are indeed many and
this is irrespective of the geographic positioning of the re-
spondents.  This issue may well be reflected in a less pos-
itive behaviour and through indicators of extremely low
productivity.  Our concern was mainly to ponder upon
some qualitative variables with immediate impact and
which reflect on the quality of performance of the eco-
nomic agents. We highlight the creativity and imagination
variable as an example, which are not highly valued, and
if the lack of predisposition to mental openness is added
to this, the result will be a decrease in cooperation and re-
duced predisposition towards the sharing of knowledge.
We consider entrepreneurship as being the foundation for
the dynamic factors that sustain aggressive competitive-
ness.  In view of these general findings the economic
agents continue to display traits of passive behaviour,
which impose difficulties upon the more dynamic traits.

All the findings from the University of Minho demon-
strate highly attractive indicators in comparison to the two
other universities, namely Jean Piaget University of Cape
Verde as well as Lusíada University in Porto. The findings
of the University of Minho demonstrate that they are ap-
parently more consistent and more favourable. However,
we cannot categorically state that its respondents are nec-
essarily more entrepreneurial than the others.  It seems
obvious that the curricula taught exert an influence upon
the capacity of sculpturing the personality of the students.  

An analysis of the organizational environments which
form part of this study, and in accordance to the answers
given, we are aware that there is a reduced attractiveness
and diminished tendency towards entrepreneurship on
the part of the institutions as such.   
Therefore, it is our opinion that the reduced awareness of
entrepreneurship, as well as other more aggressive and
dynamic behaviours in the quest for alternative answers of
growth and of subsequent development and which are di-
rectly related to the actual institution are lacking.
However, seeing that the institution is composed of a set
of elements, amongst which are professors and scientists,
we believe that there must be an alignment in the entre-
preneurial behaviour.   The students show a great deficit
in those variables which are at the basis of our analysis,
namely, “happiness”, “friendship”, and “collectivism”, but
we are aware that responsibility cannot, however,  be
placed entirely upon the given situation.

According to the systemic analysis focused upon by
Senge, albeit other thinkers such as Lewin, Drucker,
Kanter have also written extensively about this, and with
whom we also corroborate,  we thus consider ourselves as
being interdependent agents, who are in constant interac-
tion in the search of economic synergies. In this context,
either we are considered as being the raising agent of
change, or it is our opinion that change, be it organisation-
al, social and  individual, will be difficult to implement.
Thus, even if some change is likely to occur, it will not be
consistent and, therefore, it will produce negative exter-
nalities of entrepreneurship on which the society is so
abundant and which forms the basis of our criticism.  

Count  

Gender 

  Female Male Total 
none 1 0 1 
Very little 1 0 1 
little 2 1 3 
some 7 7 14 
reasonable 2 5 7 

Person at the 
centre in the 
organization 

complete 2 2 4 
Total 15 15 30 
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APPENDIX 1 

The questionnaire was authorised by Prof. Simon L. Dolan, Catedratico de la Universidad Ramon Llull, Director of
Research - IEL (Instituto de Estudios Laborales), ESADE Business School, Ramon Llull University, Avenida
Pedralbes 60-62, 08034 Barcelona SPAIN, (+ 34) 93 280 6162 Ext. 2483 or 3749 ; Fax (+34) 93 204 8105, Email:
DOLAN@ESADE.EDU
c.v.: www.arrakis.es/~dolan/dolancv.html

In reflecting over the values below, think about work and life in the 21st Century. To what extent do you believe each
of the values will be important to your personal and professional life? Note: there is no right or wrong answer, simply
mark only one digit (between 0 = of no importance at all; 1 = indifferent;  2 = of very little or no importance;  3 =  of lit-
tle importance; 4 = of moderate importance and 5 =  very important) in every row and each column which reflect your
belief.  

Values and action principles which really affect and influence my every day life…
My personal The organisation in 

life which I work

none                   very important       none             very  important

1. Happiness 0   1   2   3   4   5  0   1   2   3   4   5
2. Love - sensitivity 0   1   2   3   4   5  0   1   2   3   4   5
3. Open-mindedness 0   1   2   3   4   5  0   1   2   3   4   5
4. Continuous practical Learning 0   1   2   3   4   5  0   1   2   3   4   5
5. Harmony - aesthetics 0   1   2   3   4   5  0   1   2   3   4   5
6. Adventure - bravery 0   1   2   3   4   5  0   1   2   3   4   5
7. Friendliness 0   1   2   3   4   5  0   1   2   3   4   5
8. Coherence 0   1   2   3   4   5  0   1   2   3   4   5
9. Individual competitiveness 0   1   2   3   4   5  0   1   2   3   4   5
10. Effective communication 0   1   2   3   4   5  0   1   2   3   4   5
11. Confidence (“rely on”) 0   1   2   3   4   5  0   1   2   3   4   5
12. Collaboration - companionship 0   1   2   3   4   5  0   1   2   3   4   5
13. Family care 0   1   2   3   4   5  0   1   2   3   4   5
14. Money - material survival 0   1   2   3   4   5  0   1   2   3   4   5
15. Emotional enjoyment 0   1   2   3   4   5  0   1   2   3   4   5
16. Results efficiency 0   1   2   3   4   5  0   1   2   3   4   5
17. Emotional empathy 0   1   2   3   4   5  0   1   2   3   4   5
18. Work-Life balance 0   1   2   3   4   5  0   1   2   3   4   5
19. Professional ethics 0   1   2   3   4   5  0   1   2   3   4   5
20. Happiness (search for) 0   1   2   3   4   5  0   1   2   3   4   5
21. Adaptive flexibility  0   1   2   3   4   5  0   1   2   3   4   5
22. Generosity – sharing 0   1   2   3   4   5  0   1   2   3   4   5
23. Dignity / Humbleness 0   1   2   3   4   5  0   1   2   3   4   5
24. Utopia - ideal 0   1   2   3   4   5  0   1   2   3   4   5
25. Equality  (no discrimination) 0   1   2   3   4   5  0   1   2   3   4   5
26. Imagination - creativity 0   1   2   3   4   5  0   1   2   3   4   5
27. Integrity 0   1   2   3   4   5  0   1   2   3   4   5
28. Justice - social responsibility 0   1   2   3   4   5  0   1   2   3   4   5
29. Person at the centre 0   1   2   3   4   5  0   1   2   3   4   5
30. Freedom - initiative 0   1   2   3   4   5  0   1   2   3   4   5
31. Order - organisation 0   1   2   3   4   5  0   1   2   3   4   5
32. Passion - illusion 0   1   2   3   4   5  0   1   2   3   4   5
33. Pragmatism - realism 0   1   2   3   4   5  0   1   2   3   4   5
34. Technical professionalism 0   1   2   3   4   5  0   1   2   3   4   5
35. Respect for people 0   1   2   3   4   5  0   1   2   3   4   5
36. Respect for the environment 0   1   2   3   4   5  0   1   2   3   4   5
37. Sacrifice - austerity 0   1   2   3   4   5  0   1   2   3   4   5
38. Health 0   1   2   3   4   5  0   1   2   3   4   5
39. Security-prudence 0   1   2   3   4   5  0   1   2   3   4   5
40. Serenity 0   1   2   3   4   5  0   1   2   3   4   5
41. Process simplification 0   1   2   3   4   5  0   1   2   3   4   5
42. Transparency - sincerity 0   1   2   3   4   5  0   1   2   3   4   5
43. Patience- tenacity 0   1   2   3   4   5  0   1   2   3   4   5

a. Age:…..    b. Gender (M/F):  ….     c. Place of residence (city/town): ..…………………………….. 


