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Abstract

One aspect of entrepreneurship that is garnering increased attention involves the presence and influence of spirituality/religion within entrepreneurship. Spiritual entrepreneurship may be described as a state where an individual understands him/herself as being connected to all things in the universe and, thus, seeks an expression of this connection in his/her business (Ashmos & Duchon, 2000: Sfeir-Youins, 2002; Gull & Doh, 2004). A small but growing body of literature specifically examines the spirituality and entrepreneurship connection, particularly regarding how an entrepreneur’s heightened human consciousness affects his/her activities (e.g., opportunity recognition, venture creation, venture operation, and venture growth).  Within this symposium, scholars conducting research within this arena will share new developments on how spirituality/religion influences entrepreneurship -- and vice-versa -- at the individual, 

organizational, and supraorganizational/institutional levels.
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Overview
One aspect of entrepreneurship that is garnering increased attention involves the presence and influence of spirituality within entrepreneurship.  Spiritual entrepreneurship may be described broadly as a state where an individual understands him/herself as being connected to all things in the universe and, thus, seeks an expression of this connection in his/her business (Ashmos & Duchon, 2000: Sfeir-Youins, 2002; Gull & Doh, 2004), which simultaneously does not limit its meaning exclusively to a religion or God-based spirituality (Fernando, 2007).  A handful of authors (e.g., Jackson & Konz, 2006; King-Kauanui et al, 2008; Corner & Pavlovich, 2009) have specifically examined the spirituality and entrepreneurship connection, particularly regarding how an entrepreneur’s heightened human consciousness affects his/her entrepreneurial activities, such as opportunity recognition, venture creation, venture operation, and venture growth.    
The intent of this symposium is to foster a forum for discussion of the factors that builds upon this existing research.  This panel will consist of five presentations from scholars who have papers or projects that explore different ways in which we can understand better the influences spirituality/religion and entrepreneurship have on each other.  
The majority of existing research on spiritual/religious entrepreneurship focuses on the influence that spirituality and religion have on entrepreneurship, particularly with individual entrepreneurs.  Some of the papers presented within this symposium takes this approach and expands upon existing approaches.  On the contrary, an area that has received comparatively little attention is how entrepreneurship directly or tangentially affects spirituality and/or religion.  While some scholars have commented on the influence of entrepreneurship on morality, ethics, and ethical practices (e.g., Brenkert, 2002; Gilbert, 2002; Blockson, 2012), entrepreneurial influences on spirituality and religion explicitly has not been explored in depth.  One of the papers within this symposium will explore this relationship.
The ongoing studies presented within this symposium cover a number of subtopics within spirituality/religion and entrepreneurship: spiritual and/or religious traditions (Transcendental Meditation, Conscious thought, Islam and Christianity); units of analysis (individual entrepreneurs, ventures/small businesses, and the institution of entrepreneurship); theoretical and empirical approaches (grounded theory, individual and group interviews, secondary data analysis); and, the inputs, processes and outcomes of entrepreneurial activity (purpose, motivation and success). 
Division Interest

We believe this symposium will be of keen interest to members of the Management, Spirituality and Religion (MSR) division, while also appealing to members of the Entrepreneurship (ENT) division.  This symposium contributes to the MSR division’s purpose of building upon existing research on the “effectiveness of spiritual or religious principles and practices in management, including spirituality and work… and spiritual leadership.”  A number of Entrepreneurship division members may also seek to participate in this symposium, since the Entrepreneurship division places its energies in “understanding the creation and management of new businesses, small businesses and family businesses, and the characteristics and special problems of entrepreneurs.”  Entrepreneurship scholars who conduct research in entrepreneurial ethics, social entrepreneurship, not-for-profit entrepreneurship, and entrepreneurial motivation may discover new lenses through which to examine (and, possibly, to expand upon) their work.  Ultimately, this symposium may help to foster new collaborative relationships between these two divisions.   

Participant Roles and Session Structure
After a brief introduction and overview, the five presenting panelists will each have ten (10) minutes to provide insight on his/her research.  After each of the presentations, a final panelist will provide some reflections on the future directions of research on spiritual entrepreneurship.  We wish to provide thirty (30) minutes for a period of exploration with audience members and presenters (more detail on each topic that will be discussed follows this overview section).
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Panelist #1: 
Dennis Heaton, Maharishi University of Management
Topic:

Meditation practice, purpose and entrepreneurial success
Smith, Heaton and Schmidt-Wilk’s qualitative study explores the inner spiritual dimensions of entrepreneurship within a group of entrepreneurs who regularly practice Transcendental Meditation (TM).  The study highlights how the use of TM enabled the entrepreneurs to express purpose and motivation to their work, as expressed through such competencies as commitment, persistence, dedication and long hours.
Panelist #2:
Kathryn Pavlovich, University of Waikato 
Topic:

Alleviating poverty through conscious enterprise
Consciousness is described as an understanding of ourselves as part of an interconnected, relational universe and, thus, implies a deep awareness of connectivity to others.  Pavlovich’s in-depth case studies of entrepreneurs working in India, South Africa, Tajikistan and Nicaragua examine how purpose and calling is constructed by “conscious” entrepreneurs.  One particular finding of Pavlovich’s study of conscious entrepreneurs is that these entrepreneurs uphold the convention of “change on investment” versus a return on investment, where ‘investment is a process of change rather than the investment of profit.’  

Panelist #3:
Miles K. Davis, Shenandoah University
Topic:

Religion as an explanatory variable for entrepreneurial behavior
Davis’ research examines the role religion plays in the entrepreneurial behavior of those who adhere to the Islamic faith.  Using an ethnographic approach with support from exemplars, Davis offers a model to examine the behavior of Islamic entrepreneur, including such constructs as the entrepreneur’s religious sources of wisdom, the entrepreneur’s motivation, and the primary quality the entrepreneur should possess. 
Panelist #4:
Jeffrey A. Robinson, Rutgers University
Topic:

This far by faith: spiritual expressions of African American women entrepreneurs
Through in-depth interviews of African American women entrepreneurs, Blockson, Robinson and Robinson uncover two particular circumstances under which entrepreneurs express their faith: 1) during challenges the entrepreneurs faced with their ventures; and 2) during situations when entrepreneurs strive to make sense of their experiences.  The authors will share how the forms in which the entrepreneurs expressed their spirituality ranged from overt references (explicit/paradigmatic) to pervasive undercurrent (tacit/below the surface).  The authors will also provide brief insight on the interpretivist methods used to uncover these findings.     
Panelist #5:
Patrice Perry-Rivers, Rutgers University
Topic:
Environmental influences on entrepreneurial strategy: The social responsibility of megachurches

Unlike with the previous four topics, Perry-Rivers’ work examines how entrepreneurship influences spiritual and religious practice, particularly from an institutional perspective.  Through the context of social stratification, Perry-Rivers examines the entrepreneurial behavior of structurally advantaged and structurally disadvantaged “Prosperity Gospel” megachurches.  Through content analyses of 280 pastoral sermons, Perry-Rivers shows how, despite that the churches she studied all showed high levels of communitarianism, variances in status position derived from the megachurches’ entrepreneurial context drives specific strategic decisions regarding church issues.  
Panelist #6:
Cynthia L. Sherman, Claremont Graduate School 
Topic:

Reflections and future directions 

Sherman will provide reflections on the symposium.  Sherman has co-authored studies with Sandra King-Kauanui, a scholar at the forefront of research regarding spiritual entrepreneurship.  Their triangulated (quantitative – qualitative) scholarship highlights how spirituality is integrated within entrepreneurial ventures and how "flow" leads toward a high quality of life and subjective well-being.  
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Meditation Practice, Purpose, and Entrepreneurial Success

Eva Norlyk Smith, Dennis P. Heaton and Jane Schmidt Wilk

How does the spiritual life of entrepreneurs influence their vision and performance as business leaders? According to Fry’s Revised Causal Model of Spiritual Leadership (2008, p. 112), inner life or spiritual practice can give rise to a vision to make a difference for stakeholders, which in turn can enhance organizational commitment, financial performance, and corporate social responsibility. For King Kauanui, Thomas, Rubens, and Sherman (2010), spirituality brings the following themes to entrepreneurship: “finding meaning and purpose in life, living an integrated life, experiencing an inner life, and being in community with others” (p. 623). They found that entrepreneurs who define success in terms of growth of personal wholeness described different approaches to their work lives than entrepreneurs who define success in relation to financial goals although these two groups of entrepreneurs did not differ in their hours worked or in their achievement of financial stability. The more spirituality motivated entrepreneurs placed a higher value on joy, reflection, connection, personal growth, and making a difference.  

Our qualitative study (Herriott, 2000) explored inner spiritual dimensions of entrepreneurship in a group of entrepreneurs who were long-term practitioners of a particular meditation practice. That study was the Ph.D. dissertation of the first author. A previous publication from that research focused on the relationship of this meditation practice to enhanced intuition as well as broadened awareness that embraced the wider interests of the community and environment (Herriott, Schmidt-Wilk, & Heaton, 2009). This present symposium presentation presents findings about purpose and motivation in that same qualitative study. 

The study employed grounded theory techniques (Strauss & Corbin, 1990) to build theory from the particulars reported in interviews. Subjects were group of 21 successful entrepreneurs who were long-term practitioners of the Transcendental Meditation (TM) and TM-Sidhi program(. In the TM program, normally practiced for 20 minutes twice daily sitting quietly with the eyes closed, mental activity is experienced at progressively deeper and finer levels until the mind effortlessly settles down to transcendental consciousness—a state of quiet self-awareness beyond thought (Roth 1987). These entrepreneurs represented 17 successful companies operating with stable or expansive growth in a range of fields, including communications, energy, computers, investments, transportation, building, and manufacturing, with the greatest concentration of companies in communications, energy brokerage, and computer services. All companies were headquartered in Fairfield, Iowa, USA.
Several themes, identified by the capitalized words below, emerged from the qualitative analysis. On a behavioral level, Purpose was expressed as the competencies related to Commitment, Persistence, Dedication, and Long Hours. The entrepreneurs in the sample displayed a tremendous Commitment to their work, which was apparent in their relentless Persistence. It was also evident in their Dedication to do whatever it took to make their business succeed. In addition, many worked Long Hours and put in intensely focused efforts to accomplish their goals.

These entrepreneurs strong sense of Purpose appeared to be an expression of a quality of Vision-Intuition. The interviews indicated that developing a clear sense of goal-directedness might not so much be a matter of intellectual decision. Rather, in many cases it appeared to be based on an intuitive inner feeling expressed as anything from a subtle impulse to an irresistible inner urge, a drive so strong that it propelled the individual in a certain direction.

A number of the interviewees spontaneously drew connections between the inner growth they had experienced as a result of their TM and TM-Sidhi practice and some of the features associated with the Purpose cluster, such as: growth of Vision-Intuition, increased ability to sustain focused and disciplined Attention, greater Self-knowledge, and greater Confidence in their own inner impulses and ideas.

Psychologist Michael Czikzentmihalyi (1991) offers the following insights into the psychological mechanics that makes purpose such a strong force for progress and growth: “It focuses a person’s attention” and brings “order to the contents of the mind by integrating one’s actions into a unified flow experience” (p. 217). Furthermore, people who have such a purpose, because they are intrinsically motivated, are not so easily disturbed by external threats.

The findings of our qualitative research are quite consistent with Fry’s model that spiritual practice can influence vision, which in turn influences performance. The entrepreneurial subjects in this study demonstrate growth in the direction of Sfeir-Younis’ (2002) concept of the “spiritual entrepreneur,” who expands the capacity of the business for innovation, collaboration, and wealth creation by enhancing inner well-being and awareness.
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Alleviating poverty through conscious enterprise

Kathryn Pavlovich

Enterprise is seen as a vehicle for reducing poverty through assisting those in impoverished communities to improve their skill base for job creation so that they can become more self-sufficient (Easterly & Miesing, 2007).  Because of this social mission, these founders tend to be called social entrepreneurs rather than corporate entrepreneurs.  However, there is significant debate on the definition of a social entrepreneur (e.g. Trivedi & Stokols, 2011; Corner & Ho, 2010) and it continues to have a strong not-for-profit bias that includes civil society, voluntary sector, non-government sector alongside for-profit ventures.  This distinction can be further questioned in that the traits and characteristics regarding what motivates a social entrepreneur can also be applied to a corporate entrepreneur, for example, ethical orientations, social focus, creativity (Trivedi & Stokols, 2011).  Similarly, those engaged in social good may not necessarily call themselves spiritual, and thus the term spiritual entrepreneurship is not be inclusive enough to describe such entrepreneurs.  

Because of these concerns, I adopt the term ‘conscious entrepreneur’ which implies both a profit-making intent alongside a wider purpose that extends beyond the boundaries of the firm.  Such ‘conscious’ founders have a need to create both social and economic value in their enterprises (Easterly & Miesing, 2007).  While consciousness defies a simple explanation, most definitions refer to an understanding of ourselves as part of an interconnected, relational universe (Karp, 2006; Mitroff, 2003; Siegel, 2007).  Conscious enterprise therefore implies a deep awareness of connectivity to others.  Thus, the purpose of the enterprise is not profit driven, but rather is imbued with a deep sense of connecting with others to assist in alleviating suffering in the others’ lives.   My interest therefore focuses on “what guides a ‘conscious’ entrepreneur and how does this guidance impact on their actions to achieve a more widely defined purpose?”  
Through in-depth case studies of entrepreneurs working in India, South Africa, Tajikistan and Nicaragua, this analysis examines how purpose is constructed by ‘conscious entrepreneurs’.  Consistent with qualitative methods, case studies provide a vehicle for identifying deep in-sights for theory development from emergent themes and patterns that emerge from the data (Yin, 2003).  

Initial findings from this analysis indicate three features that characterise conscious entrepreneurs.  The first is the sense of their work as being a ‘calling’.  Participants spoke of ‘calling’ as their life-long purpose; it was not a career, but something that absorbed them wholly.  “This is what I will be doing for the rest of my life” and “This is not a stepping stone to somewhere else.  This is it here”; and “If I had to leave here for some reason, I would do exactly the same thing in my new hometown”.  This indicates that when one has found one’s calling, or higher purpose, it is self-absorbing and not a career move.  You are that purpose and it becomes you.  As Senge (1990, p. 148) notes, “By purpose I mean an individual’s sense of why s/he is alive”.  

The second characteristic of a conscious entrepreneur was being motivated by a “Change on Investment”.  This is a play on the convention ‘return on investment’, which these conscious entrepreneurs reject.  “My investment is in a process of change rather than the investment in profit.  If I was simply looking at profit, this wasn’t the right call and I would be better to do something else.  So it changes the questions that you are asking about success”; and “we trained them to do value-added techniques, so now they are selling it to us for $4-5 a cone instead of $1”.  One of the entrepreneurs noted that some of these changes can be measured, for example, how many jobs have been created, how many trees have been planted, how much education was been improved.  

The final characteristic is how being involved in such activities changes the entrepreneur and thus it is an “inter-relational” activity.  “You go into this new enterprise seeking change for those around you.  But you quickly realise that you are the one being changed”; and “You feel a certain humbleness dealing with people who work very hard for very little, but are passionate about similar things and are willing to make sacrifices and long term commitments to future generations”. These become ‘teaching moments’ where the heart is opened and one experiences empathy with the ‘other’; thus reducing the boundaries between self and other to feel an interconnection (Pavlovich & Krahnke, 2011). 

In this presentation then, I argue that conscious entrepreneurs are those who have a wider awareness of interconnection, and this analysis suggests that this is possible through their work being a calling, being motivated by seeking change on investment and being aware that this change is inter-relational through impacting significantly on the community and on the entrepreneur.  Thus, consciousness becomes an on-going transcendental movement of change. 
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Religion as an Explanatory Variable for Entrepreneurial Behavior
Miles K. Davis 

This presentation considers religion as an explanatory variable for entrepreneurial behavior.  It examines the role religion plays in the entrepreneurial behavior of those who adhere to the Islamic faith.  An illustrative example is provided and a model is proposed to allow further research and analysis.  

Introduction

Throughout history, people with different cultural beliefs and religious values have viewed entrepreneurial behavior with varying degrees of legitimacy. The Greek philosopher Aristotle (384–322 BC), a student of Plato and teacher of Alexander the Great, viewed entrepreneurial behavior as unnatural and therefore illegitimate (Aristotle, 1924). Becker (1956) explained that some cultures consider business an unholy occupation. More recently, Enz, Dollinger and Daily (1990) identified different value orientations among various communities, and concluded that value orientation might be an important component in entrepreneurship. Some cultures simply value entrepreneurial activity more than do others (Dana. 1995), and empirical evidence suggests that some religions are less conducive to entrepreneurship than others (Dana, 1995b; 2010).

More recently, scholars have begun to explore the role of “spirituality” and “religion” as a factor in organizational behavior, culture, decision-making and leadership (Fernando and Jackson, 2006; Graafland et al., 2006; Marques, 2008; Pruzan and Mikkelsen, 2007).  A direct connection is beginning to emerge on the role of religion in entrepreneurial behavior within an organizational context (Dana, 2010, Davis, 2010).  Candland (2000) viewed faith as social capital and Brammer, Williams and Zinkin (2007) found that religious individuals tended to hold broader conceptions concerning the social responsibility of businesses than non-religious individuals. Regardless of whether a person is religious, it can be argued that individuals are influenced by cultural values propagated by religions. As suggested by Anderson, Drakopoulou, Dodd and Scott (2000), it seems reasonable to assume that religion has an impact upon the legitimization of enterprise, despite secularization.
The purpose of this presentation is to expand the conversation related to the role of religion on entrepreneurial behavioral. Specifically, it examines the role religion plays in the entrepreneurial behavior of entrepreneurs from the Islamic faith. The presenter acknowledges that any attempt to analyze religious and/or spiritual beliefs is challenged by conceptual and definitional consensus of the terms.  Furthermore, to apply those concepts to a casual relationship stretches the limits of what can be analyzed using objectivist oriented research methods. Using an ethnographic approach, this presentation seeks to offer perceptions on religion and spiritually and their impact on entrepreneurial behavior, from the perspective of those directly involved with the respective religious belief and entrepreneurial behavior. 

Introduction of Religion Being Analyzed and Model Developed 

The history of Islam includes empires that existed for over a millennium and covered several continents (Lewis, 2008; Aslan, 2005).  This history is rich in its emphasis placed on theories of leadership and personal development; drawing as exemplars from figures who predate Islam and would be recognized by members of the other two monotheistic faiths, Judaism and Christianity. For example, Abraham, Moses, and Jesus Christ are all cited by Islamic scholars as exemplars of leadership and personal development (Beekum and Badawi, 1999).  However, of particular focus for Muslims is the behavior and practices of the Prophet Muhammad who according to Islamic theology is "the seal of the Prophets" (Holy Qur'an, 33:24).  It is Muhammad that Muslims look to in his actions and sayings collected as "a'hadith" to show them how a leader is to behave in both a spiritual and secular manner. Muslims believe that "it is the Prophet's actions that provide the commentary on the Qur'an" (Beekum and Badawi, 1999).
The building of community, concern for social justice (within organizations and the greater society), equality of voice—all themes associated with the literature on "spirituality in the workplace" (Pruzan and Mikkelsen, 2007; Fernando and Jackson, 2006; Garcia-Zamor, 2003;  Fry, 2003; Mitroff and Denton, 1999) exist as basic themes in Islam and Islamic leadership. Further more, leadership values of service to others, surrendering self, charity, humility, forgiveness, compassion, thankfulness, love, courage, faith, kindness, patience and hope are clearly articulated in the Qur'an (Said, Sachs, and Sharify-Funk, 2004) as they are called for in the workplace spirituality literature (Pruzan and Mikkelsen, 2007; Fernando and Jackson, 2006; Garcia-Zamor, 2003;  Fry, 2003; Mitroff and Denton, 1999). The role of leadership, whether religious or entrepreneurial, is not to be pursued as a means of self-aggrandizement, but is to be accepted as a "spiritual" act in communion with those who are being led (Said, Sachs, and Sharify-Funk, 2004; Beekum and Badawi, 1999).   

Leadership and entrepreneurship do not exist  for Muslims for the sake of leadership or making money alone.  The leadership and entrepreneurial behavior is meant to benefit the person in providing means to lead a more virtuous life and benefit the community in helping to support good works (e.g., giving in charity to those in need or helping to build a mosque). Individuals are seen as the "stewards" of the "gifts" given to them by God (Said, Sachs, and Sharify-Funk, 2004; Beekum and Badawi, 1999).  

Wafica Ali Ghoul (Dana, 2010) sums up the the behavior of a Muslim entrepreneur as follows: «respecting the fundamental values of Islamic Shariah which balance the interests of society and individuals. These values include fairness, non-exploitation of the poor, moral responsibility, accountability, and equity in financial dealings» (273).

Table 1 offers a model to examine the behavior of Islamic entrepreneurs. Within the model the role of the entrepreneur, who is the exemplar of entrepreneurial behavior, sources of wisdom for the entrepreneur, motivation for wanting to be an entrepreneur, and finally, the primary quality an entrepreneur should have.
Table 1

Entrepreneurial model Muslims follow

	
	Entrepreneur as…
	Exemplar(s)
	Source of Wisdom for Entrepreneur
	Motivation for Entrepreneurship
	Primary Quality of an Entrepreneur

	Islamic faith
	Steward
	Prophet Muhammad
	The Qu’ran and Hadiths
	Submission to God’s will
	Concern for Community


Exemplar of Islamic Based Entrepreneurial Behavior 

The role of religion in the entrepreneurial behavior process is a complex one.  Research has already been done that establishes the role personal values play in decision-making and career selection (Davis, 2008; Fritzsche, 1995; Barnett and Karson, 1987).  And since personal values can be directly linked to religious beliefs (Garcia-Zamor, 2003; Lewis, 1985) it is highly probable that religion influences the managerial/leadership process of entrepreneurs (Phipps, 2009). The exemplar entrepreneur makes it explicit that his Islamic faith influences his entrepreneurial behavior.

Dr. Mirza was born in Punjab, Pakistan and is a serial entrepreneur. He has launched a number of for profit and non-profit ventures with most having a distinctly Islamic orientation.  The two organizations Dr. Mirza is most noted for co-founding are the International Institute of Islamic Thought (IIIT), located in Sterling, Virginia, in 1981 and the Amana Mutual Funds Trust, Based in Bellingham, Washington, founded in 1984. Both organizations have very positive reputations in their respective area. The IIIT engaged “is a private, non-profit, academic, cultural and educational institution, concerned with general issues of Islamic though and education” (http://www.iiit.org/AboutUs/AboutIIIT).  The Amana Mutual Funds Trust invests according to Islamic principles and is the most successful mutual fund of its kind
 (www.amanafunds.com)—investing using principles embedded in Islamic law (shari'ah).  The fund presently has over three (3) billion dollars under-management.

Additionally, Dr. Mirza has been President and CEO of Sterling Management Group, Inc. (“SMG”) and Sterling Advisory Services, Inc since their inception in 1998, and President and CEO of MarJac Investments, Inc. (“Mar-Jac”) since 1995. From 1987-1995, he served as Executive Vice President of MarJac. MarJac makes proprietary investments in U.S. and foreign securities and provides international business management services. MarJac and its affiliates operate in the United States, Canada, Chile, Egypt, Malaysia, Turkey and Zimbabwe. 

Dr. Mirza attributes his personal success and that of his businesses to following Islamic principles (Davis, 2010).  And while Dr. Mirza believes that there is nothing wrong with profiting from business ventures, he sees his activities as designed to create jobs and the fulfillment of a “Muslims obligation” and that all he has received is a “blessing from God” for “doing the right thing for the right reason” (Davis, 2010).

Discussion and Conclusions

At the end of the presentation, the following takeaways will be shared:
(1) various religions value entrepreneurship to different degrees; 

(2) different religions yield dissimilar patterns of entrepreneurship, possibly due to value differences (such as asceticism, frugality and thrift) but also due to specialization (sometimes resulting in a monopoly) and networks; 

(3) specialization along religious lines shapes entrepreneurship; 

(4) credit networks, employment networks, information networks and supply networks of co-religionists affect entrepreneurship; 

(5) religions provide opportunities for entrepreneurship; 

(6) religious beliefs may hamper entrepreneurial spirit; and 

(7) religions have built-in mechanisms for the perpetuation of values. 
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This far by faith: spiritual expressions of African American women entrepreneurs
Laquita Blockson, Jeffrey Robinson, and Sammie Robinson

Abstract

The influence of spirituality (or religion) on business ownership and management has recently garnered increased scholarly attention.  In this paper, the role of spirituality within the entrepreneurial experience is discussed.  Through in-depth interviews of African American women entrepreneurs, two circumstances under which entrepreneurs express spirituality are examined: 1) during challenges entrepreneurs face with their ventures; and, 2) during situations when entrepreneurs strive to make sense of their experiences.  The authors conclude with suggestions for exploring further the relevance of why spirituality matters within the context of entrepreneurship.  

Introduction and Review
“I wanna have a place that people love to come to.  I wanna have a place people want to work at, and I want it to be empowering to the people that come in my place.  All right?  And so, like Mary Kay’s motto for enriching women’s lives, I place God first, family second, business third.”

Elise Fantroy, a multi-unit early childhood center founder/owner

Studying entrepreneurship in its various forms is an important work for both developed and developing economies.  Entrepreneurship is the driver of national economies (Baumol, 1990; Acs,, 1999).  The process of entrepreneurship has been called a process of discovery, evaluation and pursuit of opportunities (Kirzner, 1997: Klepper & Simons, 2000; Shane, 2000; Shane & Venkataraman, 2000).  And, yet, many aspects of entrepreneurship remain that are still being discovered (Robinson, Blockson & Robinson, 2007).  One of those aspects is the presence and influence of spirituality within entrepreneurship.

Hoge (1972) defines spirituality as the basic desire to find ultimate meaning and purpose in one’s life and to live an integrated life.  In this light, spiritual entrepreneurship may be described as a state where an individual understands him/herself as being connected to all things in the universe and, thus, seeks an expression of this connection in their business (Ashmos & Duchon, 2000; Sfeir-Younis, 2002; Gull & Doh, 2004).  Spirituality is also described as a quality, where “the spirituality of a person is that quality which is concerned with higher values…though spirituality has traditionally been rooted in religion, the conceptualization of spirituality [particularly as it pertains to the workplace] does not limit its meaning exclusively to a religion or God-based spirituality (Fernando, 2007).

When does spirituality matter in entrepreneurship?  A handful of papers have specifically looked at the spirituality and entrepreneurship connection.  Jackson and Konz (2006) explore the perceptions entrepreneurs have of spirituality and religion, where they found that entrepreneurs believed spirituality was important.  Corner and Pavlovich (2009) provide a theoretical illustration of spiritual entrepreneurship, where the entrepreneur and his/her characteristics are central to the entrepreneurship process (Sarasvathy, 2001) and that heightened human consciousness affects an entrepreneur’s activities, such as opportunity recognition, venture creation, venture operation, and venture growth.  Through their study of thirty-five entrepreneurs, King-Kauanui and her co-authors (2008) provide a modality model on the influence of spirituality on an entrepreneur’s motivation, going beyond existing entrepreneurship research on personality traits and intentions.  

With this existing work in mind, the authors of this paper build upon existing entrepreneurship spirituality research (specifically, the work of King-Kauanui et al), particularly in two areas.  First, the authors provide examples of how spirituality influences an entrepreneur’s ability to handle challenges with the venture.  Second, the authors show how entrepreneurs apply spiritual beliefs to help make sense of their role as an entrepreneur. 

Study and Findings

It is important to note that this study stems from a series of qualitative, in-depth interviews of 62 African-American women entrepreneurs (AAWEs) in seven U.S. metropolitan areas.  An interpretivist approach was used, where the women were encouraged to tell “their entrepreneurial story,” reflecting on their experiences from their own perspective and in their own right.  Through these methods, the interviews (and during subsequent analysis and coding of the interview transcripts) led to the authors uncovering themes that had not been explored fully in the literature; one of those emerging themes related to spirituality.  

Though no entrepreneurs were asked questions regarding spirituality nor were their responses coaxed or solicited, many of the AAWEs described their entrepreneurial journey by offering explicit references to spirituality, where the women acknowledged the role that God (or some other higher power) and prayer/meditation played in their lived entrepreneurial experience.  In fact, the topic of spirituality was expressed often enough by many AAWEs that the authors eventually noticed its absence in some subsequent interviews. 

The authors discovered that the forms in which the AAWEs expressed their spirituality ranged from overt references (explicit/paradigmatic) to pervasive undercurrent (tacit/below the surface).  Expressions of spirituality were used to describe situations that occurred at various stages of the venture life cycle, used as a guiding role or force that permeated various business decisions, appeared at certain points and milestones, served as the driving motivation for venture creation, and/or provided a source of comfort that sustained the AAWE through challenging periods or venture transitions.  The following statements are a sample of the more overt spiritual expressions provided by the AAWEs:

· “The rejection I received on my contract bid was a blessing in disguise.”

· “I just walked out on faith.”

· “It’s not the soles – S-O-L-E-S -- on the shoes that I sell that are important to me.  It’s the souls – S-O-U-L-S of the employees I hire and the customers I serve.”

· “It was a sign from God that I was going in the right direction.”

· “You have to believe what you believe in, and stand firm.  But a lot of them [other entrepreneurs] will tell you in a minute religion has nothing to do with it; but, it has a lot to do with it, in my success.”

· “No matter what happens to my business, God is in control.”

· “The money I earn personally is not important to me.  I want my employees to keep their job through September 30. My employees are not just numbers on a paper.  Where mine comes from, it comes from above.”

· “My business has its own sort of life force, and I can only make so many plans for it.”

· “I had no contract for my company, nothing. Just a horrible time in my life.  And I prayed to God.  I said, “God, I’m your daughter, you know. And You say, ‘no weapon formed against Me should prosper and Your Word can’t come back void.’ And I just straight kept that conversation between me and Him, you know?  So, I personally turned to my faith…I can’t explain it all, how I got through that.  I went through a lot of other drama but I got through it.  And then I started getting contracts, you know, little small ones, you know.  I then got a contract with ETA to do their records management, and then so forth building and building.”

· “I would like to say that I am where I am today because God is so good to me.  He planned my life; and, happiness for me is to be able to connect with Him in that plan and [is] my assurance that I will be successful.”

Given these and other findings, the authors are finalizing an extensive content analysis of the interview transcripts, particularly to examine the manner in which the AAWEs expressed a spiritual influence on their entrepreneurial experience.  Once the analysis is complete, it is anticipated that the interviews will shed light on these questions:

· For those AAWEs who referenced spirituality during their interview, when did the topic arise?  How did she express herself?

· Was an AAWE’s expression of spirituality straightforward (simplistic) or nuanced (complex)?

· Did she allude to the degree of importance of spirituality in her entrepreneurial life?;

· During which stage of an AAWE’s venture development (opportunity recognition, venture creation, venture operation, venture growth) did spirituality matter?;  

· Under what conditions did the spirituality expression manifest itself (e.g., during a particular challenge)?;  

· Does spirituality serve as an operating philosophy that helps to explain an AAWE’s degree of persistence (which differs from escalation of commitment)?  How integral is spirituality to her operating philosophy?;  

· To what degree does an AAWE’s spirituality inform her business decisions and practices?;  

· Does spirituality provide a lens through which the AAWEs understand their external environment?; and,  

· On the opposite end of the spectrum, what can the authors learn from those AAWEs who did not describe their entrepreneurial experience by using spiritual expressions?  

Future Directions

This study on spirituality expressions of the entrepreneurial experience may help researchers understand better how entrepreneurs make sense of their role as entrepreneurs, the philosophy that undergirds their ventures, and the values that help guide their venture-related decisions.  Spirituality matters within the context of entrepreneurship may also be relevant to broadening existing scholarship in such areas as entrepreneurial passion, entrepreneurial ethics, venture growth, and social entrepreneurship.      
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Environmental influences on entrepreneurial strategy:

The social responsibility role of megachurches
Patrice Perry-Rivers

Abstract

This study analyzes the effect of embeddedness in a particular environmental context—social stratification—on entrepreneurial action by examining the entrepreneurial behavior of structurally advantaged and structurally disadvantaged “Prosperity Gospel” mega-church firms.  It finds that stratification is an antecedent to entrepreneurial action, and that strata position affects the type of entrepreneurship, primary products, interest orientation, and level of corporate social concern of entrepreneurial megachurch firms. It specifically finds that the primary products of lower strata megachurches are more social entrepreneurial than those of higher strata megachurches, and that the products of higher strata megachurches are more utilitarian (self-interested) than those of lower strata megachurches, despite simultaneously displaying high levels of communitarianism. Additionally, it finds that lower strata firms are more inclined to engage in commercial entrepreneurial behavior than higher strata firms, and that the products of lower strata firms are more inclined to be profit-focused than those of higher strata firms. These findings support existing entrepreneurship theories that emphasize the centrality of context to entrepreneurial actions. They also uniquely contribute to the field by demonstrating that status position derived from a firm’s entrepreneurial context drives specific strategic decisions, including entrepreneurship type, product selection, interest orientation, and social concern level. Finally, this research adds to the growing body of research exploring the dual identity of social enterprises, which often necessarily engage in both social and economic value creation in order to appease their various stakeholders (donors vs. clients) and ensure the sustenance of their organizations, particularly when they serve resource-deprived, vulnerable groups. 

Introduction

The Church—referring to all of the churches of Christendom—has historically been economic in nature. From its inception depicted in the Bible’s book of Acts, the Church’s efforts have been financed by the contributions of faithful followers and centered upon the organization’s revenue generating capacity
 (The Holy Bible, 1611; Smith, 1776; Ekelund, Hebert, and Tollison, 2002). As churches and religious organizations generate over $100 billion in revenue annually, the Church’s economic focus is still clearly evident in the 21st century (Giving USA, 2010). Since the Church has consistently set out to reach new customers and receive more income from its customer/member base than it needs to survive, then its efforts are classifiable as residual profit-seeking, economic, and firm-like (Ekelund, Herbert, and Tollison, 2002). But are the activities of churches entrepreneurial?

According to Gedeon (2010)
, entrepreneurship can be summarized as residual profit-seeking activity engaged in by individuals, firms, or organizations, who, driven by their particular skills and motivations, create value in the market that drives it to equilibrium or disequilibrium under certain environmental conditions. Based on this definition and the research of numerous economics scholars, many of the Church’s actions since its inception have not only been firm-like, but also entrepreneurship (Iannaccone, 1998; Ekelund, Herbert and Tollison, 2002, 2004; Ekelund, 1996). The primary emphasis of Gedeon’s (2010) summative definition is on value creation context—how the characteristics of an entrepreneurial firm’s environment—including attributes of key players and environmental conditions (the “what, why, who, why, when and where”)—combinatorially drive an entrepreneurial firm’s strategic actions.

The particular subset of churches I study in this paper are even more firm-like and entrepreneurial than churches in general. These entrepreneurial “megachurches” are mostly Protestant; are relatively nascent firms as churches go (40 years old or less); are not affiliated with older, traditional Protestant denominations; have from 2,000 to 50,000 members; are run by well-educated and technically qualified staff (M.B.A.’s, Ph.D.’s, etc.); and wield annual budgets between $5 and $20 million (Kroll 2003; Warf and Winsberg, 2010; Thumma and Bird, 2009).

As with other firms, the environmental context of entrepreneurial church firms affects components of their strategy (Davis, Morris, and Allen, 1991; Moss, Short, Payne, and Lumpkin, 2011; Welter and Smallbone, 2011), including the focus of their value creation (type of entrepreneurship, products) and the prioritization of their residual profit-seeking (social or economic profit emphasis) (Zahra, Gedajlovic, Neubaum and Shulman, 2009; Ridley-Duff, 2007; Townsend and Hart, 2008; Moss, Short, Payne, and Lumpkin, 2011). One particular context that can create or foster conditions affecting the type and nature of entrepreneurship that arises is social stratification. My theory is that entrepreneurial strategy is strongly influenced by social stratification, a macro-level environmental context in which society is divided into socially constructed groups that are structurally advantaged or disadvantaged in their access to social and economic resources (Robinson, Blockson, and Robinson, 2007), and entrepreneurial firms will have different [utilitarian or communitarian] strategies based upon their strata position. Because of its allocation of power and resources to some and its restriction of power and resources to other groups in a society, stratification as an entrepreneurial context has the unique ability to produce social, commercial, and/or institutional entrepreneurship depending on the strata position of entrepreneurial actors.

As such, I hypothesize that products delivered in Church firms posited in structural advantage will be less inclined to display communitarian interests or address social issues like domestic poverty, homelessness, or unemployment via social entrepreneurship. Instead, they will be more utilitarian and primarily focused on the business of firms—generating revenue for self-sustenance—because their ministerial leaders (managers), congregants (customers/firm members), and social environment are less likely to be adversely affected by social ills. Because the environment is converse for church firms posited in structural disadvantage, I hypothesize that the entrepreneurial actions of lower strata firms will be converse those of higher strata firms.

This paper tests my hypotheses via content analysis of 280 primary products (sermon messages) from the top 10 largest black (lower strata) and white (higher strata) U.S. “Prosperity Gospel” megachurches (each with 7,000+ members) for the extent that they display my dependent variables: communitarianism and utilitarianism; social, commercial, and institutional entrepreneurial characteristics; social-ill redressing and revenue-generating language; and institutionalism. Then, I perform a two sample t-test comparing the means of the aforementioned variables for the two groups of products. I seek to determine the extent to which the entrepreneurship types, primary products, interest orientation (communitarian vs. utilitarian interest), and levels of social concern of these firms have been influenced by the socially stratified context of their environment.

Figure 1: Hypothesized Theoretical Model
[image: image1.png]STRATIFICATION (STRATA POSITION) Stratification is an antecedent to strategic
entrepreneurial action, affecting type of
*RACE

entrepreneurship, entrepreneurial product

selection, interest orientation, and social
*INCOME LEVEL concern level of entrepreneurial firms.

OF ENTREPRENEURIAL FIRM LEADERS

AND CUSTOMERS DERIVED FROM THEIR

ENVIRONMENTAL CONTEXT

+ = Higher Strata > Lower Strata
= Lower Strata > Higher Strata

TYPE OF ENTREPRENEURIAL INTEREST SOCIAL CONCERN
ENTREPRENEURSHIP PRODUCT SELECTION ORIENTATION LEVEL
+ - + + - -
Commercial Social Profit Focused Utilitarian Communitarian Higher
*High strata firms commercial “High strata firm products’
fei’r‘;::p’e“e“’s*“p > low strata +High strata firms products utiitarianism > low strata firms . ret;yvgtr;gglg,rco producis

. . profit focus > low strata *Low strata firm products strata firms

*Lowstrata firms social firms communitarianism > low strata

entrepreneurship > high strata firms
firms. K / k / k /





References

Davis, D., Morris, M., & Allen, J. 1991. Perceived environmental turbulence and its effect on selected entrepreneurship, marketing, and organizational characteristics in industrial firms. Journal of the Academy of Marketing Science, 19: 43-51.

Ekelund Jr., R. B., Hebert, R. F., & Tollison, R. D. 2004. The economics of the Counter-Reformation: Incumbent-firm reaction to market entry. Economic Inquiry, 42(4): 690-705.

Ekelund, Jr., R. B., Hébert, R. F., & Tollison, R. D. 2002. An economic analysis of the Protestant Reformation. Journal of Political Economy, 110(3): 646-671.

Ekelund, R. B., Jr. 1996. Sacred trust: The medieval church as an economic firm. New York

and Oxford: Oxford University Press.

Gedeon, S. 2010. What is Entrepreneurship? Entrepreneurship Practice Review, 1(3): 16-35.

Giving USA 2010: The Annual Report on Philanthropy for the Year 2009, Executive Summary. Indianapolis: The Center on Philanthropy, Indiana University.

The Bible, King James Version. 1611. London, England.

Iannaccone, L. R. 1998. Introduction to the economics of religion. Journal of Economic
Literature, 36(3): 1465.

Kroll, L. 2003. Megachurches, megabusiness. Forbes.com. Retrieved on May 9, 2011from:

http://www.forbes.com/2003/09/17/cz_lk_0917megachurch.html

Moss, T. W., Short, J. C., Payne, G. T., & Lumpkin, G. T. 2011. Dual identities in social

ventures: An exploratory study. Entrepreneurship: Theory & Practice, 35(4): 805-830.

Ridley-Duff, R. 2007. Communitarian perspectives on social enterprise. Corporate Governance:

An International Review, 15(2): 382-392.

Robinson, J., Blockson, L., & Robinson, S. 2007. Exploring stratification and entrepreneurship: African-American women entrepreneurs redefine success in growth ventures. The Annals of the American Academy of Political and Social Science, 2007, 613: 131-154.

Thumma, S., & Bird, W. 2009 Not Who You Think They Are: The Real Story of People Who Attend America’s Megachurches. Hartford, CT: Hartford Institute for Religious Research.

Townsend, D. M., & Hart, T. A. 2008. Perceived institutional ambiguity and the choice of organizational form in social entrepreneurial ventures. Entrepreneurship Theory and Practice, 32(4): 685-700.

Warf, B., & Winsberg, M. 2010. Geographies of megachurches in the United States. Journal of Cultural Geography, 27 (1): 33-51.

Welter, F., & Smallbone, D. 2011. Institutional perspectives on entrepreneurial behavior in

challenging environments. Journal of Small Business Management, 49(1): 107-125.

Zahra, S. A., Gedajlovic, E., Neubaum, D. O., & Shulman, J. M. 2009. A typology of social

entrepreneurs: Motives, search processes and ethical challenges. Journal of Business Venturing, 24(5): 519-532.






�














(Transcendental Meditation and TM-Sidhi are registered or common law trademarks, licensed to Maharishi Vedic Education Development Corporation, a 501(c)(3) non-profit educational organization, and used under sublicense or with permission.
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� Acts 15:6-29 (The Holy Bible, 1611).


� Derived from Gedeon’s (2010) inter-disciplinary synthesis of prominent scholarly entrepreneurship definitions from 1755 to the 1990s that “extract(s) the essential elements of truth” from each definition.
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