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ABSTRACT

The purpose of this study was to examine the influence of entrepreneurial orientataion on growth of dairy
agribusiness in small and medium enterprises in Niavasha Sub-county, Kenya. The target population of this study
was 133 dairy agribusiness in Small and Medium Enterprises in Naivasha-sub county. The study adopted a
descriptive survey and a census was used for the data collected through the use of questionnaires. The data was
analyzed with help of SPSS. The study adopted a regression analysis at 0.05 level of significance to determine
strength and direction of the relationship of the variables under study. From regression model of growth of dairy
agribusiness coefficient of determination R Square was 0.622 and R was 0.789. The coefficient of determination R
Square indicated that 62.20% of the variation on Growth of Dairy Agribusiness was explained by the set of
independent variables. The remaining 37.80% of variation in Growth of Dairy Agribusiness was explained by
other variables not included in this model. This indicated that the set of independent variables were important
factors that needed to be enhanced to boost growth of dairy agribusiness in the study area. The study
recommended that entrepreneurs need to embrace pro-activeness in enterprises to seize new opportunities in
the market. There is need for the entrepreneurs to have innovativeness in the enterprises to engage in and
support new ideas, novelty, experimentation, and creative processes that may result in new products, services, or
technological processes. Innovation is an important means of pursuing opportunities and so is an important
component of entrepreneurial orientation. The enterprises should embrace risk taking propensity to increase the
earnings. It will enhance the internal locus of control and a high need for achievement associated with higher
performance by enterprises. The entrepreneurs were encouraged to be creative for example in the product
design, knowledge related to product, technological expertise of knowing how to collaborate with specific
relationships and the firms accumulated knowledge about the product. The business environment is dynamic and
requires creativity to enhance growth of dairy agribusiness.

Key Words: innovativeness, proactiveness, creativity, risk taking, agribusiness
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INTRODUCTION

Kenya’s dairy agribusiness SMEs is dynamic and plays
an important economic and nutrition role in the lives
of many people ranging from farmers to milk
hawkers, processors, and consumers. Kenya has one
of the largest dairy agribusiness SMEs in sub-Saharan
Africa. Though the last
conducted in 1966,
population statistics come from the Ministry of

livestock census was
the current official cattle
Livestock and Development, through its field reports
compiled by extension officials. The official statistics
place the number of milking cattle at 3.8 million (KER,
2014). A survey conducted by Smallholder Dairy
Project (SDP) asserts that there are approximately 6.7
million dairy cattle in Kenya (Larsen & Theus, 2009).
The Food Agricultural Organization (FAO) on the
other hand estimates a figure of 5.5 million milking
animals (Cheruiyot & Kapkiyai, 2014). In Africa, Kenya
is the only country, after South Africa that produces
enough milk for both domestic consumption and
export. Sudan on the other hand is the largest
producer of milk in the Common Market for Eastern
and Southern Africa (COMESA), but it does not
produce enough to satisfy both domestic and export
markets.

Kenyans are amongst the highest milk consumers in
the developing world, consuming an estimated 145
liters per person per year, more than five times milk
consumption in other East African countries (SDP,
2010).
Mongolians and Mauritanians consume more milk

Among all developing countries, only
per dollar earned than do Kenyans (ILRI, 2007).
Kenyans consumed about 3 billion liters of milk in
2010 with conservative milk demand estimates
suggesting an increase of milk consumption of
between 3 and 4 percent per annum, which is largely
driven by increases in population, urbanization and

incomes. At that time, it was expected that milk

consumption would rise to 3.5 billion liters by 2010
and 4.2 billion liters by the end of the Strategy for
Revitalization Agriculture (SRA) plan period (KNBS,
2012).

The dairy sector is very important in its contribution
to the economies of both the developed and the
developing countries of the world. However, there
SMEs
production systems and productivity between the
developed
agribusiness production is mostly by large scale

are big variations in dairy agribusiness

two. In the countries, the dairy
enterprises with competitive management systems
and high uptake of technology and big capital outlay
while in the developing countries it is largely by small
scale farmers with minimum management and
technical skills, limited access to capital and low
access to information. This has resulted to disparities
in growth of dairy agribusiness SMEs levels in
developing and developed economies (Cheruiyot &

Kapkiyai, 2014)..

In Kenya, the small holder dairy industry is the single
largest agricultural sub-sector, larger than even tea It
contributes 14 percent of agricultural GDP and 3.5
percent of total GDP Although Kenya’s smallholder
dairy sector has a significant contribution to the
national economy, household incomes and food
security, the industry faces a number of technical,
economic and institutional problems in milk
These

constraints affect the ability of the sector to

production, processing and marketing.
participate and compete in the domestic and regional
markets (Wambugu, Kirimi and Opiyo, 2011). Dairy
agribusiness SMEs in Kenya is predominantly by small
scale farmers, who own one to three animals, and
produce about 80 percent of the milk in the country.
Dairy agribusinesses SMEs who are more than 1
million smallholders dominate the industry at the

production level (Ndambi & Hemme, 2009). Data
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from the ministry of livestock development (2010)
provides that dairy cattle contribute 70 percent of
total milk production and almost all marketed
production. The dairy agribusiness SMEs grew by a
very modest 9 percent over the nine years from 1998
to 2007, at an annual rate of only 0.96 percent. The
average national dairy agribusiness SMEs is composed
of 50 percent cows, 10 percent heifers of over one
year, 11 percent heifers of less than one year, 17
percent bulls and bull calves, and 12 percent steers.
Camels and local (meat) goats, and to a very small
extent sheep, are important in the ASALs. Camels are
particularly important in North Eastern Kenya and
bordering areas, where a large community of Somali
and related ethnicity are more familiar with camel

milk.

Statement of the Problem

In Kenya, the dairy agribusiness SMEs is the single
largest agricultural sub-sector and contributed 100
billion to the GDP in the year 2015.The country has
based
recognized in vision 2030 as an important driver of

dairy agribusiness enterprises and is
economic growth. Although dairy agribusiness SMEs
products on average at national level have increased
over the years, many dairy agribusiness SMEs growth
rate is low (KNBS, 2014). This is due to increase in the
number of challenges affecting the business while the
existing enterprises have underperformed affecting

their growth.

Despite the support from the government, the dairy
agribusiness SMEs in Kenya has continued facing
enormous challenges such as insolvency, mergers and
acquisitions of underperforming SMEs with many of
them closing down (FAO, 2013). The government has
however continued supporting the Naivasha sub-
county dairy agribusiness SMEs with little effort
geared towards establishing the factors leading to the
poor growth and collapse of these SMEs. Majiwa,

Murage and Kavoi (2017) observed that over 50% of
dairy agribusiness SMEs in the Naivasha Sub-County
had closed down in the period between 2010 and the
year 2016 while almost all the remaining dairy
agribusiness SMEs were operating at below capacity.
Similarly PDA (2014) reported a similar trend with the
crop based companies in the region closing down or
operating at below capacity. The dairy agribusiness
SMEs in Naivasha-Sub County are characterized by
low growth despite of the potential of the SMEs to
expand, remain profitable and leading as a source of
employment in the country (FAO, 2014). Could lack of
entrepreneurial orientation be a constraint to the
growth of dairy agribusinesses small and medium
enterprises in Naivasha Sub-county, Kenya? This
study therefore sought to investigate the influence of
the selected entrepreneurial orientation factors that
have significance in the dairy agribusiness SMEs
growth in Naivasha Sub- County, Kenya.

Objectives of the Study

The purpose of this study was to examine the

influence of entrepreneurial orientation on growth of

dairy agribusiness Small and Medium Enterprises in

Naivasha Sub-county, Kenya. The specific objectives

were:-

= Examine how innovativeness influence growth of
dairy agribusiness Small and Medium Enterprises
in Naivasha Sub-county, Kenya

= Determine how proactiveness influence growth
of dairy agribusiness Small and Medium
Enterprises in Naivasha Sub-county, Kenya

= Establish how risk taking propensity influence
growth of dairy agribusiness Small and Medium
Enterprises in Naivasha Sub-county, Kenya

®  Find out how creativity influence growth of dairy
agribusiness Samll and Medium Enterprises in

Naivasha Sub-County, Kenya
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LITERATURE REVIEW

Theoretical Review

Theoretical review is a collection of existing theories
which
conceptual framework and subsequently inform the
problem statement (Bernath & Vidal, 2008). Theories
are analytical tools for understanding, explaining, and

and models from literature underpin

making predictions about a given subject matter. A
theory is a set of statements or principles devised to
explain a group of facts or phenomena especially one
that has been repeatedly tested or is widely accepted
and can be used to make predictions about natural
phenomena (Batty & McAulay, 2016).Theories are
important in predicting, explaining and mastering
phenomenon (behaviour of systems, events, activities
of employees and time). The theoretical framework
of the current research is divided into two parts: first
part provides an overview of the current theories
about the independent variables, while second part
refers to growth of Small and Medium Enterprises.
The two informed the conceptual framework that is
developed.

Diffusion of Innovation Theory

Diffusion of innovation theory predicts that media
and interpersonal contacts provide information and
influence opinion and judgment. The theory centers
on the conditions which increase or decrease the
likelihood that a new idea product or practice was
adopted by members of a given culture. Kaminski
(2011)) argued that innovation occurs in four stages:
invention, diffusion (communication) through the
social system, time and consequences. Then the
information flows through networks and the nature
of networks and the roles opinion leaders play in the
networks determine the likelihood that innovation
was adopted. Innovation diffusion research explains
the variables influencing how and why the users
adopt a new information medium such as the
internet, with the opinion leaders personal leaders
exerting influence on audience behavior. There are
five adopter categories: innovators, early adopters,

early majority, late majority and laggards. Innovators
adopt innovation in the beginning at (2.5%) early
adopters make up for (13.5%) a short time later the
early majority (34%) the late majority (34%) and after
some time the laggards make up for (16%).

34%

16%

Innovators  Eatly Eartly Late
Adopters Majonty  Majority

Laggards

Figure 1: Hypothesized distribution of adopter
categories within a typical population (Rogers, 1995)

Frank Knight's Risk Bearing Theory
Frank Knight (1885-1972) first
dimension of risk-taking as a central characteristic of

introduced the

entrepreneurship. He adopts the theory of early
economists such as Richard Cantillon and J. B. Say,
and adds the dimension of risk-taking. This theory
considers uncertainty as a factor of production, and
holds the main function of the entrepreneur as acting
in anticipation of future events. The entrepreneur
earns profit as a reward for taking such risks. In his
1921 publication,
uncertainty perfect competition would not eliminate

he argued that due to this

all the profits.

Componential Theory of Creativity

Componential theory of creativity proposes that
organizational creativity appears at the interplay
between organizational components that are deemed
necessary for overall innovation such as
organizational resources, management practices and
organizational motivation. This theory is proposed by
Amabile (Amabile, 2008).The componential theory of
creativity is grounded in a definition of creativity as

the production of new ideas or outcomes that are
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both novel and appropriate to some goal. The theory
proposes three components that are necessary for
any creative response: domain-relevant skills, task
motivation and teamwork (Amabile, 2008). Domain-
relevant skills include Knowledge, technological
expertise, and intelligence in the specific domain
where the entrepreneur is focusing such as product
design. These skills comprise the raw materials upon
which the individual can draw throughout the
creative process (Amabile, 2012).

Conceptual Framework

Pro-activeness

= New business
opportunities

=  Discovery of customer
additional needs

= |ncorporate solutions

Innovativeness

=  Value new product lines N

. Creative new solutions

=  New products and
services

Growth of Dairy
Agribusiness SMEs
=  Increase of profits
Increase of sales
= Increase of branches

Risk taking Propensity " Increase of market

=  New strategic plans share

= Effect changes i
. Risk Investment

Creativity

= Technological expertise

=  Team work >

. Motivation

Independent Variables Dependent Variable
Figure 2: Conceptual Framework

Source: Author (2018)

Empirical Review

Pro-activeness

Wambugu, Gichira, Wanjau and Mungatu (2015) did a
study on the Relationship between Pro-activeness
and performance of Small and Medium Agro
processing Enterprises in Kenya. The objective of the
study was to establish the influence of pro-activeness

on the firm performance of agro processing in small

and medium enterprises in Kenya. Data was gathered
from 111 agro processing in Small and Medium
Enterprises who were registered members of Kenya
Association of Manufacturers. Structural Equation
Modeling partial least squares (PLS) approach using
PLS algorithms and bootstrapping algorithms in Smart
PLS 2.0 was used. Data analysis was conducted in two
phases, measurement outer model estimation and
structural, inner model estimation. The findings
revealed that pro-activeness was a significant
predictor of firm performance of agro processing in
Small and Medium Enterprises in Kenya.

Innovativeness

Hughes and Morgan’s (2007) study is the only one
regarding the
performance relationship that has been identified,

Entrepreneurial Orientation-
where the impacts of the single Entrepreneurial
Orientation dimensions on performance have actually
been measured. Hughes and Morgan (2007) collected
data through a mail survey, where the managing
directors of the firms were used as key informants.
The data
technology firms that were located at business

consisted of emerging young high-

incubators in the U.K. The median age of these firms
was 2.5 years and they employed 6 people on
average. They measured innovativeness by asking
about finding new ways of doing things, creativity in
operation methods, and active introduction of
innovations in the business. Business performance
was operationalized through customer performance
and product performance. Customer performance
was measured by examining, how effective the firm
had been at attracting, retaining and sustaining
customers and gaining repeated orders. Product
performance was evaluated based on the relative
success of the firm's products in generating sales and

achieving market share.

Risk Taking Propensity
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Hughes and Morgan (2007) evaluated risk-taking
based on perceptions towards the term risk-taking
and calculated risk, as well as based on a statement
about exploration in business activities. Surprisingly,
Hughes and Morgan (2007) found that risk-taking had
a negative impact on product performance and no
impact on customer performance. They argue that
the reason for this finding may be that because risk-
taking is normally costly due to competitor responses,
it may lead to drift and wastage of resources as firms
in their early stages do not have the coordination
mechanisms in place to direct the risk-taking behavior
in the best possible way. They suggest that risk-taking
may be beneficial for more mature companies, but do
not see it as beneficial at the embryonic stage.

Creativity

Ozge and Mette (2011) undertook a study on: Does
organizing creativity really lead to innovation? The
study was done in a particular region in Denmark to
analyse whether organizational creativity does lead to
innovation in small firms. A sample of 147 firms was
used. They found out that organizing creativity does
lead to innovation but only product innovation. Also
encouraging employees for innovative behaviour in a
stimulating work environment, allocating resources
and providing idea time played a crucial role in
stimulating creativity and supporting product
innovation. Another finding was that high levels of
freedom are found to be acting against product
innovation. There was no relationship between

organizational creativity and process innovation.

METHODOLOGY

The study was a descriptive research that employed a
descriptive research design. This was because the
study intended to obtain an in depth understanding
on the influence of entrepreneurial orientation on
growth of dairy agri-business in Small and Medium

Enterprises in Naivasha Sub-county, Kenya. The study

considers this design appropriate since would
contribute towards minimizing bias hence maximize
reliability of the data. The target population of this
study was 133 dairy agribusiness Small and Medium
Enterprises in Naivasha-sub County. The study also
applied multiple regression analysis to analyze the
degree of relationship between the variables and was
as follows:

Y = Bot+ B X1+ B2Xo+ BsXs+ BaXs + €, Where; Y= Growth
of dairy agribusiness

Bo= constant (coefficient of intercept);

X;= Innovativeness (independent variable);

X,= Pro-activeness (independent variable);

Xs= Creativity (independent variable);

X4= Risk taking (independent variable);

€ = Error term; PB1...,= regression coefficient of four
variables.

RESULTS

Pro-activeness

The study sought to assess the influence of pro-
activeness on the growth of dairy agribusiness
enterprises in Naivasha Sub-county, Kenya. The study
findings in Table 1 indicated that the respondents
indicated to a great extent that the business
constantly looked for new business opportunities to
increase the profits than our competitors (3.323); The
business trieed to discover customer additional needs
to increase the market share than our competitors
(3.235). The business incorporated solutions for new
business opportunities to increase the profits than
our competitors (3.112); The organization staff had
met customer needs as the main objective to enable
establishment of new branches (3.452); The business
constantly looked for new business opportunities to
increase the market share than our competitors
(3.215). The business
unarticulated customer need in our products and

incorporated solutions to

services to increase our market share (3.432).

- 1415 - | The Strategic Journal of Business & Change Management. ISSN 2312-9492(Online) 2414-8970(Print). www.strategicjournals.com



Table 1: Pro-activeness

Statement % Mean Std
The business constantly look for new business opportunities to increase the 35 3.323 .654
profits than our competitors

The business try to discover customer additional needs to increase the market 45 3.235 .347
share than our competitors

The business incorporate solutions for new business opportunities to increase 33 3.112 .216
the profits than our competitors

The business constantly look for new business opportunities to increase the 22 3.452 .652
market share than our competitors

The business share marketing efforts try to lead customers rather than respond 46 3.215 .890
to them to enhance the market share

The business incorporate solutions to unarticulated customer need in our 46 3.432 217
products and services to increase our market share

Composite Mean 3.050

Innovativeness

The study sought to assess the influence of
innovativeness on the growth of dairy agribusiness
enterprises in Naivasha Sub-county, Kenya. The study
findings in Table 2 the respondents indicated to a
great extent that the business highly valued new
product lines to increase profits than our
competitors (3.327); The collateral requirement from
financiers had affected opening of the business new
branches (3.228); The business did problem solving
through the creative process of new solutions more

Table 2: Innovativeness

than solutions that rely on conventional wisdom to
enhance market share than our competitors (3.543);
The business was often the first to market with new
products and services thus had a larger market share
(3.654); The
competitors in this market recognize us as leaders in

than our competitors business
innovation as we value new product lines to increase
(3.170).This  imply that

innovativeness on growth of dairy agribusiness in

our market share

SMES in Naivasha Sub-county, Kenya.

Statement % Mean Std
The business highly value new product lines to increase profits than our 45 3.327 .532
competitors

The business does problem solving through the creative process of new solutions 54 3.228 .542
more than solutions that rely on conventional wisdom to enhance market share

than our competitors

The business continuously produce new products and services to enhance our 44 3.543 .567
sales to increase our profits than our competitors

The business is often the first to market with new products and services thus has 52 3.654 231
a larger market share than our competitors

The business competitors in this market recognize us as leaders in innovation as 48 3.170 .954
we value new product lines to increase our market share

Composite Mean 3.222
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Risk Taking Propensity

The study sought to assess the influence of risk taking
propensity on the growth of dairy agribusiness
enterprises in Naivasha Sub-county, Kenya. The study
findings in Table 3 the respondents indicated to a
great extent that the business encouraged people in
our firms to take risks with new ideas to increase
profits through the increase in sales than our
(3.127);
strategies or plans even if they were not certain they

competitors The business valued new
would always work to increase the market share than
our competitors (3.098); The business tried to
Table 3: Risk Taking Propensity

introduce effective changes to offering to accept at
least a moderate level of risk of significant losses to
increase the profits (3.313); The business engaged in
risk investment for example new employees,
facilities, debt, stock options to stimulate future
increase of profits (3.325); The business competitors
in this market recognized them as risk takers in
business to the establishment of new
(3.217).This

propensity influence growth of dairy agribusiness

similar

branches imply that risk taking

SMES in Naivasha sub-county, Kenya.

Statement % Mean Std
The business encourage people in our firms to take risks with new ideas to 43 3.127 .345
increase profits though the increase in sales than our competitors

The business value new strategies or plans even if we are not certain they would 54 3.098 432
always work to increase the market share than our competitors

The business tries to introduce effective changes to offering to accept at least a 52 3.313 321
moderate level of risk of significant losses to increase the profits

The business engage in risk investment for example new employees, facilities, 32 3.235 .568
debt, stock options to stimulate future increase of profits

The business competitors in this market recognize us as risk takers in similar 54 3.217 .320
business to the establishment of new branches

Composite Mean 3.211

Creativity

The study sought to assess the influence of creativity
on the growth of dairy agribusiness enterprises in
Naivasha Sub-county, Kenya. The study findings in
Table 4 the respondents indicated to a great extent
that the business finds new application for products
to increase the market share than our competitors
(3.127); The business was
development capability to enhance the sales than our
(3.098); The equip
employees with skills for their jobs to remain
Table 4: Creativity

involved in product

competitors business did

competitors (3.313); The
business was always involved in brainstorming to

competitive than our

stimulate new ideas among employees to increase
chances for the establishment of new branches
(3.325);
developing teams to enhance the possibility of

The business was always involved in
developing new products to enhance increase of
profits than our competitors (3.217).This implied that
creativity influence growth of dairy agribusiness SMES

in Naivasha Sub-county, Kenya.

Statement

% Mean Std

The business finds new application for products to increase the market share 48

than our competitors.

3.218 .345

- 1417 - | The Strategic Journal of Business & Change Management. ISSN 2312-9492(Online) 2414-8970(Print). www.strategicjournals.com



The business is involved in product development capability to enhance the sales 56

than our competitors

The business does equip employees with skills for their jobs to remain 45

competitive than our competitors.

The business is always involved in brainstorming to stimulate new ideas among 45

employees to increase chances for the establishment of new branches.

The business is always involved developing teams to enhance the possibility of 48

developing new products to enhance increase of profits than our competitors

Composite Mean

2.998 432
2.678 321
2.824 .568
2.456 .320
2.546

Growth of Dairy Agribusiness

The study went further to establish the extent to
which the growth of dairy agribusiness in the study
area is influenced in terms of increase in annual sales,
increase of annual profits, diversification of markets
and number of new employees added. The data was
collected from the different indicators of the variable
growth of dairy agribusiness which was ordinal
categorical. The data was therefore presented in
frequency tables with the mode being used as the
appropriate measure of central tendency. The results
were presented in Table 5.

The first indicator for the dependent variable
required to know what the growth of dairy
agribusiness in terms of increase of annual sales was,
5% of the respondents had 0% , 35% had less than
10%, 20% stated 20-30% , 15% indicated 30-40% ,
15% posited 31-40%, 10% indicated over 40% The
mode was found to be 2 which imply that on average
the most of the growth of dairy agribusiness is
between 1% to 10%.The next indicator required the
respondents to state level of growth of dairy
agribusiness in terms of increase of profits, 25% of
Table 5: Growth of Dairy Agribusiness

the respondents had 0% , 45% had 1%- 10%, 10%
stated 20-30% , 0% indicated 30-40% , 5% posited 31-
40%, 15% indicated over 40% The mode was found
to be 2 which imply that on average the growth of
dairy agribusiness in terms of increase of profits is
between 1%-10%.

When the respondents were asked what the level of
growth of dairy agribusiness in terms of market
diversification was, 30% of the respondents had 0%,
55% had between 1%-10%, 10%, 15% stated 20-30% ,
5% indicated 30-40% , 5% posited 31-40%, 0 %
indicated over 40% The mode was found to be 2
which imply that on average the growth of dairy
agribusiness was between 1%-10%. Finally, when the
respondents were asked what the level of growth of
dairy agribusiness in terms of number of new
employees added was, 30% of the respondents had
0%, 55% had between 1%-10%, 10%, 15% stated 20-
30% , 5% indicated 30-40% , 5% posited 31-40%, 0 %
indicated over 40% The mode was found to be 2
which imply that on average the growth of dairy
agribusiness was between 1%-10%.

0% 1%-10% 10%- 21%-30% 31%- Above Mode
20% 40% 40%
Increase of annual sales 5% 35% 20% 15% 15% 10% 2
Increase of profits 25% 45% 10% 0% 5% 15% 2
Diversification of markets 25% 15% 20% 10% 5% 10% 2
Number of new employees added 30% 55% 15% 5% 5% 0% 2
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Multiple Regression Analysis

Model summary results showed that the model had a
good fit since the value is above 60%. This concurs
with Graham (2012) that R-squared is always
between 0 and 100%: 0% indicates that the model
explains none of the variability of the response data
around its mean and 100% indicates that the model
explains the variability of the response data around
its mean. In general, the higher the R-squared, the
Table 6: Model Summary, Multiple Regression

better the model fits the data. The adjusted R square
was slightly lower than the R square which implied
that the regression model may be over fitted by
including too many independent variables. Dropping
one independent variable will reduce the R square to
the value of the adjusted R square. This indicated that
the set of independent variables were important
factors that need to be enhanced to boost growth of
dairy agribusiness in the study area.

Model R R Square Adjusted R Square Std. Error of the
Estimate
1 .789 .588 .002

The study further used Analysis of Variance (ANOVA)
in order to test the significance of the overall
regression model. The results of Analysis of Variance
in Table 7
revealed that the significance of the F statistics was
0.000 which was less than 0.05 and the value of F-
calculated (54.380) which was greater than the F-
Table 7: Analysis of Variance (ANOVA)

(ANOVA) for regression coefficients

table value (13.658) being significant at 0.000
confidence level. The value of F was large enough to
conclude that the set coefficients of the set of
independent variables were not jointly equal to zero.
This implies that at least one of the independent
variables has an effect on the dependent variable and

this shows that the overall model was significant.

Model Sum of df Mean Square F Sig.
Squares
1 Regression 74.783 4 18.696 54.380 .000°
Residual 31.285 91 .3438
Total 106.068 95

NB: Critical value = 13.658

Table 8 presented the beta coefficients of all
independent variables versus growth of dairy
agribusiness. As observed, pro-activeness (X;) had a
coefficient of 0.552 which was greater than zero. The
t statics was 4.455 which had a p-value of 0.000
which was less than 0.05 implied that the coefficient
of X; was significant at 0.05 level of significance. This
showed that pro-activeness had a significant effect on
the growth of dairy agribusiness in Naivasha Sub-
county, Kenya. The coefficient of innovativeness (X,)
was 0.447 which was greater than zero. The t statistic
of this coefficient is 3.266 with a p value of 0.001
which is less than 0.05. This implies that the

coefficient 0.447 is significant. Since the coefficient of
X, was significant, it showed that innovativeness had
a significant effect on growth of dairy agribusiness in
Kenya. Risk taking propensity (X3) had a coefficient of
0.418 which was greater than zero. The t statics was
3.011 which had a p-value of 0.003 which was less
than 0.05 implies that the coefficient of X; is
significant at 0.05 level of significance. This showed
that risk taking propensity has a significant positive
influence on growth of dairy agribusiness in Kenya.

Table 8 further showed that creativity (X;) had a
coefficient of 0.415 with a t static of 2.069 which has
a p-value of 0.005 which was less than 0.05. This
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implied that the coefficient of X, wass significant at
0.05 level of significance. This showed that creativity
had a significant positive influence on growth of dairy
agribusiness in Naivasha Sub-county, Kenya. Finally,
the constant term was 14.113. The constant term was
the value of the dependent variable when all the
independent variables were equal to zero. The

Table 8: Regression Model (Overall)
Regression Coefficients

constant term had a p value of 0.001 which was less
than 0.05. This implied that the constant term was
significant was thus an equation through the 11.234.
If all the independent variables take on the values of
there would be 14.113 growth of dairy
agribusiness in Naivasha Sub-county, Kenya.

zero,

Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Error Beta

1 (Constant) 14.113 2.658 5.309 .001
Pro-activeness .552 124 .752 4.455 .000
Innovativeness 447 137 .645 3.266 .001
Risk taking Propensity 418 139 .555 3.011 .003
Creativity 415 .201 .509 2.069 .005

CONCLUSIONS
Based on the study findings, the study concluded that
growth of dairy agribusiness in Naivasha Sub-county,
Kenya was affected by entrepreneurial orientation on
growth of dairy agribusiness. The study concluded
that pro-activeness was the first important factor that
affects growth of agribusiness. The regression
coefficients of the study show that pro-activeness has
a significant influence on growth of dairy
agribusiness. This shows that pro-activeness has a
positive influence on growth of dairy agribusiness.
The study concluded that innovativeness was the
second most important factor that affects growth of
dairy agribusiness. The regression coefficients of the
study showed that innovativeness had a significant
influence on growth of dairy agribusiness. This shows
that innovativeness has a positive influence on
growth of dairy agribusiness.

Further, the study concluded that

propensity was the third most important factor that

risk taking

affects growth of dairy agribusiness. The regression
coefficients of the study showed that risk taking

propensity had a significant influence on growth of
dairy agribusiness. This showed that risk taking
propensity has a positive influence on growth of dairy
agribusiness.

Finally, the study concluded that creativity was the
fourth most important factor that affects growth of
dairy agribusiness. The regression coefficients of the
study showed that creativity had a significant
influence on growth of dairy agribusiness. This shows
that creativity has a positive influence on growth of
dairy agribusiness.

RECOMMENDATIONS

The study recommended that entrepreneurs need to
embrace pro-activeness in enterprises to seize new
opportunities. Pro-activeness is therefore expected to
be associated with higher gross earnings due to there
being more commitment on the part of a more
entrepreneurial, more proactive individual to the
development of market share.

There is need for the entrepreneurs to have
innovativeness in the enterprises to engage in and
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support new ideas, novelty, experimentation, and
creative processes that may result in new products,
services, or technological processes. Innovation is an
important means of pursuing opportunities and
hence is an important component of entrepreneurial
orientation.

The dairy agribusinesses should embrace risk taking
propensity to increase the earnings. It will enhance
the internal locus of control and a high need for
achievement associated with higher performance by
enterprises. Risk-taking is likely to lower costs and
leads to proper allocation of resources and this may
lead to the growth of the dairy agribusiness.

The entrepreneurs were encouraged to be creative
for example in the product design, knowledge related
to product, technological expertise of knowing how
to collaborate with specific relationships and the
firms accumulated knowledge about the product. The
business environment is

dynamic and require

creativity to enhance growth of dairy agribusiness.

REFERENCES

Areas for Further Research

The study contributed the body of knowledge by

examining the influence of entrepreneurial
orientation on growth of dairy agribusiness in
Naivasha Sub-county, Kenya. The growth of
agribusiness in Naivasha Sub-county was greatly
affected by pro-activeness, innovativeness, risk taking
propensity and creativity. The remaining 36.20% of
variation in growth of dairy agribusiness can be
explained by other variables not included in this
model such as market accessibility, physical
infrastructure and technology. Existing literature
indicates that as a future avenue of research, there is
need to undertake similar research in other counties
in Kenya and other countries in order to establish

whether the explored factors can be generalized.

Ahimbisibwe, M., & Abaho, E. (2013). Export entrepreneurial orientation and export performance of SMEs in

Uganda. Global Advanced Research Journal of Management and Business Studies, 2(1), 056-062.

Amabile, T. (2012). Componential theory of creativity (pp. 3-4). Boston, MA: Harvard Business School.

Amabile, T. M., & Mueller, J. (2008). Assessing creativity and its antecedents: An exploration of the

componential theory of creativity.

Amabile, T. M., & Pillemer, J. (2012). Perspectives on the social psychology of creativity. The Journal of Creative

Behavior, 46(1), 3-15.

Amin, M. E. (2005). Social science research: Conception, methodology and analysis. Makerere University.

Anwar, S. T. (2017). Alibaba: Entrepreneurial growth and global expansion in B2B/B2C markets. Journal of

International Entrepreneurship, 1-24.

Ainuddin, R. A., & Junit, S. O. H. (2006). Effects of self-concept traits and entrepreneurial orientation on firm

performance. International small business journal, 24(1), 61-82.

Arbaugh, J. B., Cox, L. W., & Camp, S. M. (2009). Is entrepreneurial orientation a global construct? A multi-

country study of entrepreneurial orientation, growth strategy, and performance. The Journal of Business

Inquiry, 8(1), 12-25.

Baba, R., & Elumalai, S. (2011). Entrepreneurial orientation of SMEs in Labuan and its effects on performance.

- 1421 - | The Strategic Journal of Business & Change Management. ISSN 2312-9492(Online) 2414-8970(Print). www.strategicjournals.com



Babbie, E. R., & Benaquisto, L. (2009). Fundamentals of social research. Cengage Learning.
Babin, B. J., Carr, J. C., Griffin, M., & Zikmund, W. G. (2012). Business research methods. Australia.

Batty, C., & McAulay, A. (2016). The academic screenplay: Approaching screenwriting as a research practice.
Writing in Practice: The Journal of Creative Writing Research, 2, 1-13.

Bernath, U., & Vidal, M. (2007). The theories and the theorists: Why theory is important for research. Distances
et savoirs, 5(3), 427-457.

Boohene, R., Marfo-Yiadom, E., & Yeboah, M. A. (2012). An empirical analysis of the effect of entrepreneurial
orientation on firm performance of auto artisans in the Cape Coast Metropolis.

Bukvova, H. (2009). Research as a process: A comparison between different research approaches.

Cheruiyot, C., Kipchillat, C. J., & Kapkiyai, C. Relationship between Selected Technologies Adoption and
Organizational Performance; a Case of Dairy Societies in Uasin Gishu County, Kenya.

Cronbach, L.J. (1951) Coefficient alpha and the internal structure of tests, Psychometrika 16, 297—-334.

Coats, A. J. (2009). Ethical authorship and publishing.

Dearing, J. W. (2009). Applying diffusion of innovation theory to intervention development. Research on social
work practice, 19(5), 503-518.

Eggers, F., Kraus, S., Hughes, M., Laraway, S., & Snycerski, S. (2013). Implications of customer and
entrepreneurial orientations for SME growth. Management Decision, 51(3), 524-546.

Fairoz, F. M., Hirobumi, T., & Tanaka, Y. (2010). Entrepreneurial orientation and business performance of small
and medium scale enterprises of Hambantota District Sri Lanka. Asian Social Science, 6(3), 34.

FAO (2011), Dairy Development in Kenya, Dairy Reports, FAO, Rome.

FAO (2013), Analysis of Incentives and Disincentives for Coffee in Kenya, Monitoring African Food Policies,
MAFAP, FAO, Rome.

Global, F. I. (2016). International Journal of Innovation in the Digital Economy (IJIDE). Technology, 7(1).

Helmerhorst, H. H. J., Brage, S., Warren, J., Besson, H., & Ekelund, U. (2012). A systematic review of reliability
and objective criterion-related validity of physical activity questionnaires. International Journal of
Behavioral Nutrition and Physical Activity, 9(1), 103.

Horn, L. V., & Monsen, E. R. (2008). Research: successful approaches. Chicago, IL: American Dietetic Association.
Hughes, M., & Morgan, R. E. (2007). Deconstructing the relationship between entrepreneurial orientation and

business performance at the embryonic stage of firm growth. Industrial marketing management, 36(5),
651-661.

Hult, G. T. M., Hurley, R. F., & Knight, G. A. (2004). Innovativeness: Its antecedents and impact on business
performance. Industrial marketing management, 33(5), 429-438.

Idar, R., & Mahmood, R. (2011). Entrepreneurial and marketing orientation relationship to performance: The
SME perspective. Interdisciplinary review of economics and Management, 1(2), 1-8.

Jones, R., & Rowley, J. (2011). Entrepreneurial marketing in small businesses: A conceptual exploration.

International Small Business Journal, 29(1), 25-36.
- 1422 - | The Strategic Journal of Business & Change Management. ISSN 2312-9492(Online) 2414-8970(Print). www.strategicjournals.com



Kaminski, J. (2011). Diffusion of innovation theory. Canadian Journal of Nursing Informatics, 6(2), 1-6.

Keh, H. T., Nguyen, T. T. M., & Ng, H. P. (2007). The effects of entrepreneurial orientation and marketing
information on the performance of SMEs. Journal of business venturing, 22(4), 592-611.

Kenya Economic Report (2013).Creating an Enabling Environment for Stimulating investment for Competitive
and Sustainable Counties. Kenya Institute for Public Policy Research Institute.

Kenya National Bureau of Statistics (2008).Labour Force Analytical Report-Based on the Kenya Integrated
Household Budget Survey (2005/2006).Nairobi: Gov. Printer.

Kenya National Bureau of Statistics (2014).Economic Survey 2014. The Government Printer, Nairobi: Survey,
Nairobi: Kenya

Knight, F. H. (2012). Risk, uncertainty and profit. Courier Corporation.

Kombo, D. K., & Tromp, D. L. (2009). Introduction to proposal writting. Nairobi: Pauline publications.

Koul, L. (2009). Methodology Of Educational Research, 4Enew E. Vikas publishing house PVT Ltd.

Krauss, S. I., Frese, M., Friedrich, C., & Unger, J. M. (2005). Entrepreneurial orientation: A psychological model of
success among southern African small business owners. European Journal of Work and Organizational
Psychology, 14(3), 315-344.

Larsen, K., Kim, R., & Theus, F. (Eds.). (2009). Agribusiness and innovation systems in Africa. World Bank
Publications.

Lefort, F., & Urzua, F. (2008). Board independence, firm performance and ownership concentration: Evidence
from Chile. Journal of Business Research, 61(6), 615-622.

Liamputtong, P. (2013). Qualitative research methods.

Mahmood, R., & Hanafi, N. (2013). Entrepreneurial orientation and business performance of women-owned

small and medium enterprises in malaysia: competitive advantage as a mediator. International Journal
of Business and Social Science, 4(1).

Majiwa, E. B., Murage, H., & Kavoi, M. M. (2017). Smallholder dairying in Kenya: the assessment of the technical
efficiency using the stochastic production frontier model.

Mugenda, A. G., & Mugenda, A. G. (2012). Research methods dictionary. Nairobi, Kenya: Applied Research &
Training Services.

Mugenda, A. G. (2008). Social science research: Theory and Practice. Nairobi: Applied Research and Training
Services.

Mugenda, O. M., & Mugenda, A. G. (2012). Research Methods: Dictionary. Nairobi.

Ndambi, O. A,, & Hemme, T. (2009). An economic comparison of typical dairy farming systems in South Africa,

Morocco, Uganda and Cameroon. Tropical animal health and production, 41(6), 979-994.

Oly Ndubisi, N., & Iftikhar, K. (2012). Relationship between entrepreneurship, innovation and performance:
Comparing small and medium-size enterprises. Journal of Research in Marketing and Entrepreneurship,
14(2), 214-236.

Orodho, J. A. (2009). Elements of education and social science research methods. Nairobi/Maseno, 126-133.

- 1423 - | The Strategic Journal of Business & Change Management. ISSN 2312-9492(Online) 2414-8970(Print). www.strategicjournals.com



Otieno, S., Bwisa, H. M., & Kihoro, J. M. (2012). Influence of entrepreneurial orientation on Kenya’s
manufacturing firms operating under East African regional integration. International Journal of Learning
and Development, 2(1), 299-319.

Owoseni, 0. 0., & Adeyeye, T. C. (2012). The role of entrepreneurial orientations on the perceived performance
of small and medium-scale enterprises (SMEs) in Nigeria. International Business and Management, 5(2),
152-158.

Rauch, A., Wiklund, J., Lumpkin, G. T., & Frese, M. (2009). Entrepreneurial orientation and business
performance: An assessment of past research and suggestions for the future. Entrepreneurship theory
and practice, 33(3), 761-787.

Rhee, J., Park, T., & Lee, D. H. (2010). Drivers of innovativeness and performance for innovative SMEs in South
Korea: Mediation of learning orientation. Technovation, 30(1), 65-75.

Rogers, E. M. (1995). Diffusion of innovation theory.

Ruben, A., & Babbie, E. (2009). Essential research methods for social work.

Saunders, M. N. (2011). Research methods for business students, 5/e. Pearson Education India.

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building approach. John Wiley & Sons.

Shields, P. M., & Rangarajan, N. (2013). A playbook for research methods: Integrating conceptual frameworks
and project management. New Forums Press.

Stratman, J. K., & Roth, A. V. (2002). Enterprise resource planning (ERP) competence constructs: two-stage
multi-item scale development and validation. Decision Sciences, 33(4), 601-628.

Thompson, M., Mawson, S., & Martin, F. (2017). Social Entrepreneurs: Can They Change the World?. Springer.
Webster, A. L. (2010). Applied Statistics For Business. Tata McGraw-Hill Education.

Wambugu, S., Kirimi, L., & Opiyo, J. (2011). Productivity trends and performance of dairy farming in Kenya.
Tegemeo Institute of Agricultural Policy and Development.

Wambugu, A. W., Gichira, R.,, Wanjau, K. N., & Mung’atu, J. The Relationship Between Risk Taking And
Performance Of Small And Medium Agro Processing Enterprises In Kenya.

Wilson, F. R., Pan, W., & Schumsky, D. A. (2012). Recalculation of the critical values for Lawshe’s content validity
ratio. Measurement and Evaluation in Counseling and Development, 45(3), 197-210.

Zhou, J., & Shalley, C. E. (Eds.). (2007). Handbook of organizational creativity. Taylor & Francis.

Zikmund, W., Babin, B., Carr, J., & Griffin, M. (2012). Business research methods: Cengage Learning. H4 B.
Journal of Small Business Management, 44(2), 268-284.

- 1424 - | The Strategic Journal of Business & Change Management. ISSN 2312-9492(Online) 2414-8970(Print). www.strategicjournals.com



