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ABSTRACT

This study focuses on the capabilities and willingness of South African small
business owners to act as business mentors. The literature study revealed that
performing the role and function of a successful business mentor requires
particular personal, relational and professional capabilities. Such capabilities
should be viewed as an integrated whole. Willingness to act as a business
mentor is influenced by a number of factors that need to be considered when

deciding to perform such role.

A guestionnaire was used to field the perceptions of respondents regarding their
business mentoring capabilities and willingness to mentor. Factor analysis was
conducted and analysis of variance (ANOVA) performed to ascertain significant

findings.

Results indicated that South African small business owners do have the
personal, relational and professional capabilities needed to act as business
mentors. Although the majority of the South African small business owners who
participated in this study did not see their way open to act as business mentors,
mainly owing to lack of time, a substantial percentage (> 40%) were willing to do
so for at least six months, up to five hours per week and within a cross-cultural

and a cross-gender context.

A recommendation was made that a resource list of capable and willing business
mentors should be established; this would lead to a higher success rate for new
businesses by guiding them through the difficult process of starting and growing

a business.
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1.1 INTRODUCTION

South Africa faces many economic, political and social challenges in its new democracy.
One of the biggest challenges is that of growing unemployment, with a massive shortage

of skilled and educated young people (Herrington, Kew & Kew, 2009:12).

Herrington et al. (2009:12) add that such unemployed and unemployable youths place a
heavy burden on a limited government budget. One response to this challenge is
considered to be entrepreneurial and small business development. Given the poor
success rate of business start-ups in South Africa relative to that of other countries, the
government needs to develop policy interventions that give support to entrepreneurs and
the mentoring of entrepreneurs through the difficult process of starting and growing a
business (Herrington et al., 2009:62).

Many South African business owners lack the ability to progress their businesses from
start-up firms to established firms (Herrington et al., 2009:148). This GEM report indicates
that linking funding to mentoring and training would help to turn this trend around and thus
minimise business risk. Herrington et al. (2009:117) suggest that business mentoring
should focus on the formal sector, as small businesses in this sector create significantly

more jobs and revenue than those in the informal sector.

Different authors have listed the capabilities needed to be business mentors (Moore, Petty,
Palich & Longenecker, 2008:21; Hisrich, Peters & Shepherd, 2008:62). In this study, the
capabilities of good business mentors will be compiled into a profile and measured with
regard to small business owners. It is expected, however, that even though small business
owners might possess such capabilities, they might for various reasons not be willing to

act as business mentors.

It is important to recognise that the outcome of business mentoring is directly related to the
match that exists between the business mentor and mentee. Although the main focus of
this study is the capabilities of business mentors, it does include an introductory discussion
on the importance of matching mentor and mentee. A specific issue of concern relating to

matching is the importance of both parties agreeing to the mentoring process. Cross-race

-2-
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and cross-gender issues may also influence the mentoring relationship (Pinho, Coetzee &
Schreuder, 2005:24).

The readiness of both mentor and mentee to engage in such a mentoring relationship
plays an important role in the successful outcome of the mentoring process (Benn &
Brennand, 2008:5). Such readiness is vital in establishing and maintaining an acceptable
level of mutual trust. Of particular importance are the personal capabilities and
professional expertise, values and interests, and the business content and field experience
that the business mentor brings into the mentoring relationship (Bozeman & Feeney,
2008:473). The inexperienced mentee must show a willingness and openness to learn and
benefit in terms of personal and professional development from his or her business mentor
(Bettmann, 2009:1833).

It therefore appears that the business mentoring process and relationship must be based
on a mutual understanding that there are benefits in the involvement for both parties and
that the outcome specifically relates to the sharing of knowledge, skills and professional

expertise to enhance business enterprise growth and professional qualities.

The main research question of this study is whether South African small business owners
have the capability and the willingness to act as business mentors. This study comprises a
literature study which depicts the constructs related to business mentor capabilities;
primary research to determine whether a group of small business owners have such
capabilities and their willingness to act as business mentors; followed by analysis of

collected data and related conclusions and recommendations.

1.2 BACKGROUND TO THE STUDY

The South African government regards small, medium and micro enterprises (SMMEs) as
vital role players in economic growth and development, job creation and in this country
(DTI (Department of Trade and Industry), 1995:3). The success of any SMME is directly
related to the quality of the entrepreneur who starts and runs such business. The
successful development and management of SMMEs form an integral part of the job
creation goals as set by the South African government (Ladzani & Netswera, 2009:225;

Swanepoel, Strydom & Nieuwenhuizen, 2010:59).
-3-
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At present SMMEs do not meet such requirements, as between 30% and 80% of
businesses fail within the first two years of commencement (DTI, 2000:3; Pretorius,
2009:309). Many of the emerging entrepreneurs lack the necessary know-how to develop
and manage their SMMEs effectively. Business mentoring could constitute a learning
opportunity focusing on developing managerial and entrepreneurial skills to help an
emerging entrepreneur to grow a long-term sustainable business (Adams, 2009:194).
Watson (2004:2) adds that business mentorship nurtures and supports novice
entrepreneurs by providing assistance that is renowned for professional, social and moral

support.

The Department of Trade and Industry (DTI) regards business mentoring, in conjunction
with training, as of vital importance for small business owners to acquire relevant business
skills, technical skills and vocational skills (DTI, 1995:35-37). In order to assist emerging
entrepreneurs to develop and run a SMME effectively, business mentors need to possess
particular capabilities and the willingness to perform the role of business mentors. This
study will focus on identifying the capabilities and willingness of small business owners to
act as mentors for emerging entrepreneurs within the South African context. This
relationship also offers particular advantages for the mentor. Such advantages will be

discussed later in this chapter.

1.3 MOTIVATION FOR THE STUDY

One of the main contributing factors to the low success rate of SMMEs in South Africa is
the under-development and under-utilisation of business support services (Ladzani &
Netswera, 2009:236). Swanepoel et al. (2010:75) state that the very poor state of SMME
success in South Africa requires, inter alia, business mentoring to ensure successful
business in South Africa and realisation of government endeavours to reduce poverty and

enhance employment.

This study aims to investigate whether small business owners have the necessary
capabilities to act as business mentors, and if so, whether they would be willing to act as
business mentors. The study does not intend to employ psychometric measuring

techniques in order to determine personal characteristics of respondents. Perceptions will

-4 -
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be measured with a view to determining general capabilities of a group of small business

owners in South Africa regarding business mentoring.

If small business owners are capable of acting as business mentors and willing to do so,
and they are not acting as such, this is a huge untapped resource that could and should be
utilised in order to help emerging entrepreneurs to grow successful businesses. This might
ensure a higher success rate of SMMEs, which in turn might assist in alleviating the

unemployment problem and economic situation in South Africa.

Sambunjak, Straus and Marusic (2009:77) indicate that mentors help mentees to cope in a
challenging environment through providing emotional and moral support as well as by
improving their abilities. Entrepreneurs seldom become successful without being mentored
along the way, and a great number of unsuccessful start-ups could have succeeded if they

had been effectively mentored (Thompson & Downing, 2007:533).

Hegarty and Styles (2008:35) postulate that SMMEs in particular can benefit by utilising
business mentors to develop mentee competencies. They point out that business
mentoring provides realism to the education and training of mentees based on the

guidance and support rendered by business mentors.

Current research findings in South Africa concentrate on knowledge requirements for
entrepreneurs and small business support practitioners (Martin, 2008:24), as well as the
situational analysis of entrepreneurship mentors (Watson, 2004:8-9). None of these
studies have homed in on small business owners judging their own capabilities and

willingness to act as business mentors.

1.4 DEFINING CONCEPTS

Definitions of the main terms used in this study follow.

. Small Business and Small Business Owners

When defining small businesses, qualitative as well as quantitative criteria need to be

taken into consideration, according to the National Small Business Amendment Act of

-5-
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2004. The Act further stipulates that the quantitative criteria be divided into various sectors
and subsectors. The quantitative criteria refer to number of employees, annual turnover
and total gross asset value (Nieman, 2006:5). These values then determine the size of the
organisation, which can be termed micro, very small, small or medium. Qualitative criteria
refer to, amongst others, the structure of ownership, distinctness of the business
enterprise and management of such enterprise as defined in the National Small Business
Amendment Act of 2004.

The National Small Business Amendment Act (South Africa, 2004:1043) defines an

enterprise as

a separate and distinct business entity, together with its branches or
subsidiaries, if any, including co-operative enterprises, managed by one owner
or more predominantly carried on in any sector or subsector of the economy
mentioned in column 1 of the Schedule and classified as a micro-, a very small,
a small or a medium enterprise by satisfying the criteria mentioned in columns
3, 4 and 5 of the Schedule.

For the purpose of this study, a small business will be regarded as one of which the annual
turnover does not exceed R10 million and which employs fewer than 50 employees. The

owners of such businesses will be engaged in this study.

Small business owners, for the purpose of this study, are regarded as the owners of small

businesses as defined above.

o Entrepreneurship and the entrepreneur

Many studies in this century explore the concept of entrepreneurship, and the following
three characteristics are associated with entrepreneurship: initiative taking; the organising
and re-organising of social and economic mechanisms; and the acceptance of risk or
failure (Hisrich et al., 2008:8). Wickham (2006:4) indicates what the entrepreneur does,

therefore the activities that the entrepreneur engages in.



-
&
w UNIVERSITEIT VAN PRETORIA

. UNIVERSITY OF PRETORIA
Qo VYUNIBESITHI YA PRETORIA

For the purpose of this study, “entrepreneurship is the emergence and growth of new
businesses....entrepreneurship is also the process that causes changes in the economic
systems through innovations of individuals” (Nieuwenhuizen & Nieman, 2009:9). Making
profits that will serve a variety of needs is the basic motivation of entrepreneurial activities.

Implementing the entrepreneurial process is essential for being a successful entrepreneur.

An individual who establishes and runs a business in accordance with entrepreneurial
requirements and practices, with the view to growing such business and making profits,
can be seen as an entrepreneur. “An entrepreneur is a person who sees an opportunity in
the market, gathers resources and creates and grows a business venture to meet these
needs. He/she bears the risk of the venture and is awarded with profit if it succeeds”
(Nieuwenhuizen & Nieman, 2009:9).

According to Nieuwenhuizen and Nieman (2009:9) being an entrepreneur implies: seeing
an opportunity in the market, gathering resources, creating and growing a business to
meet specific needs, bearing risk to meet these needs and being rewarded with profit if
successful. In order to be a successful entrepreneur he or she has to implement the

entrepreneurial process (Nieuwenhuizen & Nieman, 2009:22).

Jones and Spicer (2005:223) conclude that entrepreneurship is the sublime object of

people who want to attain self-realisation in a business context.

o Business mentoring

For the purposes of this study, the focus is on mentoring needs in business, and not

personal mentoring.

Bettmann (2009:1834) defines mentoring as a dynamic, reciprocal relationship
environment between an inexperienced mentee and an experienced business mentor,
aimed at the development of the former. Business mentoring focuses on the establishment
of a learning relationship, and a business mentor can be regarded as a valuable facilitator
with good interpersonal skills and a desire to develop a mentee (Erasmus, Loedolff, Mda &
Nel, 2006:248).
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Business mentoring can be seen as a relationship between an experienced and
inexperienced person with the primary objective of supporting the personal and
professional development of the junior person, in which the senior person coaches the
junior regarding business skills, counsels the junior to solidify self-confidence and
sponsors the junior by actively intervening in business situations in order to advance the

professional qualities and opportunities of the junior (Robbins, 2001:498).

When deciding whether to be involved in business mentoring and being willing to act as a
business mentor, it seems evident that both mentor and mentee will be more willing to
associate in a business mentoring situation if they can easily identify with one another in
terms of gender, race, type of business, background, and even religion, all of which form a
more solid basis for making the decision to become involved in a business mentoring
relationship (Robbins, 2001:499).

Borromeo (2009:3) explains the concept of business mentoring as a reciprocal relationship
characterised by trust, respect, and commitment that focuses on the personal and
professional development of an inexperienced person (mentee), and in which the business
mentor exercises influence utilising his or her life experience and expertise. Some benefits
to mentors include a sense of contribution, accomplishment, personal satisfaction and the
exposure to new ideas, whereas the benefits to mentees include research productivity,

motivation, and easier adjustment (Borromeo, 2009:7-8).

Benn and Brennand (2008:2) indicate that there are many different forms of mentoring, in
that it may be formal or informal and may occur between two people or in a group with
others. These authors further state that mentoring provides guidance, feedback, training
and advocacy. Ghislieri, Gatti and Quaglino (2009:219) indicate that research
distinguishes between hierarchical and peer relationship in mentoring. The former refers to
a relationship between a junior and senior person in terms of position, while the latter

implies two or more persons at the same level and position.

Adams (2009:194) sees business mentoring as a learning relationship between an advisor
who possesses certain business experience and a start-up mentee. Such relationship
shows the characteristic of an ongoing process over an extended period of time. The

relationship endures throughout the growth of the business venture. Business mentoring
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can be seen as a helping relationship focusing on achievements of the mentee to grow the

business and abilities successfully (Kartje, 1996:119).

Business mentoring provides opportunities that help start-up entrepreneurs to discover,
use and build upon a wide range of business expertise, professional knowledge and
wisdom to enhance business success. Peel (2004:52) stipulates that business mentoring
is based on the principle of modelling, which combines skills-based training with other

facilitative endeavours.

Audet, Couteret, St-Jean, Laverriere and Boucher (2006:2) point out that business
mentoring is an accepted way of assisting novice start-up entrepreneurs to enhance or

develop their management skills.

Bozeman and Feeney (2008:469) see mentoring as two-way dissemination of “knowledge,
social capital and psycho-social support”, applicable to a particular business. By
implication such mentoring focuses on developing a business and can therefore be
regarded as business mentoring. They observe that business mentoring constitutes an
intense developmental relationship during which advice, counselling and opportunities are
scheduled for the development of the inexperienced mentee by an experienced and
professionally effective mentor with the purpose of developing and shaping the career or

business capabilities of the mentee.

Robbins, Odendaal and Roodt (2006:368) depict mentoring as a relationship that exists
between a junior (inexperienced) person and senior (older and more experienced) person
with the purpose of facilitating the development of the former in terms of career and

business.

Business mentoring can thus be seen as a professional, dyadic reciprocal relationship
between an older, more experienced, business person (called the mentor) and a younger,
inexperienced business person (called the mentee), with the view of developing their
personal, social and business knowledge, know-how, skills, and values in order to promote

the business success of the mentee within a specific business context.
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° Business mentor

Mincemoyer and Thomson (1998:1) argue that a mentor can be regarded as a senior
person of particular influence based on higher ranking with regard to experience and
knowledge, and who is committed to the professional advancement of less experienced
persons. Osif (2008:336) indicates that a mentor is a person with explicit applicable
knowledge coupled with appropriate first-hand experience in a particular field of practice

that a less experienced person would like to have.

Rodenhauser, Rudisill and Dvorak (2000:16) corroborate this, stating that a mentor
provides teaching, facilitates learning, sponsors experiences, applies guidance and

socialises inexperienced junior practitioners into a profession.

Generally it appears that business mentors are persons who are willing to share their
experience, knowledge, know-how and skills together with the solutions they have found in
building their business and career successfully. Business mentors are people that are
willing to lead by example. It is important to note that the function of a mentor must be
differentiated from that of a consultant. A consultant develops a solution for a problem,

whereas the mentor guides the mentee to develop his or her own solution.
o Business mentee

A mentee, also termed a protégé, is a person who has a limited background in a specific
field of knowledge or discipline, coupled with limited experience in a specific field of
practice and, therefore, limited professional expertise. Such limitations and inexperience
may apply to business in general or to a specific type of business or career (Audet et al.,
2006:5). Mentees, who may be of any gender, race or culture, are usually people of
relatively younger age and in junior positions in organisations or who have limited

professional stature (Lankau, Riordan & Thomas, 2005:257).

Barrett (2006:617) indicates that business mentees are people who participate in the
mentoring process with the distinct motivation of improving their business skills. Business

mentees appear to have a greater need for power and achievement (Clutterbuck, 2005:6).
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In the context of this study, business mentee is used in order to emphasise the fact that
business mentors, as used in this study, mentor mentees to achieve success as
entrepreneurial small business owners. A business mentee is a person who is aware that
he or she needs assistance to develop and build a successful entrepreneurial small
business. A business mentee needs to trust the business mentor and has to participate in

the teaching and learning activities that characterise the business mentoring process.

o Willingness

Bergh (2004:429) states that willingness in this context implies the agreement to be
involved in work. He also emphasises that it indicates a person’s work orientation relating

to efficacy with regard to professional socialisation and achievements in performance.

Willingness applies to people who are agreeable to cooperate (Robbins et al., 2006:88).
Roythorne-Jacobs (2004:204) states that willingness implies agreeableness and

cooperation.

For the purposes of this study, willingness on the part of the mentor indicates a
preparedness and commitment to perform the role of a business mentor. Willingness is
demonstrated by being available and approachable to assist and support a start-up
mentee in developing personal and professional capacities and enhancing business

Success.

J Capability

Capability reflects the ability to perform a specific role on the basis of career maturity,
which implies that a person has acquired the required knowledge, know-how, abilities and
applicable attributes to perform specific responsibilities associated with a particular
position (Bergh, 2004:429).

Robbins et al. (2006:47) state that capability indicates an individual’'s capacity to do and

complete the responsibilities associated with a specific task. The distinct meaning of

capability thus refers to what a person can do.
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Capability in this study refers to the skills and competency needed in order to be a good or

effective business mentor.

o Perception

The way a person sees or views and understands certain things can be termed his or her
perception. Such a perception or viewpoint results from how sensory impressions are
interpreted and organised (Robbins et al., 2006:107). These authors emphasise that there
is an indispensable link between perception and personal decision making, and
perceptions form the basis of inspiration and motivation based on specific viewpoints

about addressing problems in life or business context (Robbins et al., 2006:120).

Ungerer (2004:104) states that perceptions result from a selective process by which an
individual interprets external factors and gives meaning to such interpretations.
Perceptions are in most cases subjective. Perceptions relate to lifeless objects or to

people, including oneself, with regard to all aspects of human life.

In this study, the perceptions of small business owners regarding their own capabilities

and willingness to act as business mentors will be tested.

1.5 THE PURPOSE AND BENEFITS OF BUSINESS MENTORING

In order to better understand the capabilities needed to be a good business mentor, it is
necessary to briefly discuss the purpose of business mentoring. Hisrich et al. (2008:62)
state that business mentoring provides an effective way of ensuring that a mentee
acquires the required professional advice with a view to ensuring business success.
Business mentoring assists the mentee to master applicable business knowledge
appropriate to his or her particular business as well as the know-how to plan and develop

the business through implementing the entrepreneurial process effectively.

The literature study revealed various definitions for the entrepreneurial process (for
example Nieuwenhuizen & Nieman, 2009:22; Timmons & Spinelli, 2007:88; Reynolds &
White, 1997:163). Nieuwenhuizen and Nieman (2009:9) refer to the important aspects of

entrepreneurship and the entrepreneurial process as identifying an opportunity, being
-12-
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innovative, creating resources, creating growth opportunities, taking risks, experiencing
rewards and managing the business. Such phases include aspects of the entrepreneurial

process listed by these two authors.

The entrepreneurial process, as explained by Hisrich et al. (2008:9-10), comprises the
following four phases that the entrepreneur has to engage in: identifying and evaluation of
the opportunity; development of the business plan; determination of the required
resources; and management of the resulting enterprise. The business mentor plays an

important role during every phase of this process.

Swanepoel et al. (2010:73) indicate that business mentoring, in addition to training,
enhances the chance of achieving business success. They add that business mentoring is
a very important factor in supporting mentees who are unqualified and lack business
experience. Benn and Brennand (2008:8) list the importance of delivering ‘next generation

leaders’ through the process of business mentoring.

Robbins et al. (2006:56) specify that it is common for companies in South Africa to utilise
mentoring to facilitate the development of skills within the workplace. This occurs when
mentors within a dyadic personal relationship provide inexperienced mentees with advice

and guidance to progress towards their perceived personal and business goals.

Ehrich, Tennent and Hansford (2000:19) found that business mentoring enhances career
satisfaction and career affirmation and increases income. Within an educational context,
they also regard psycho-social benefits such as support, empathy, counselling and

encouragement as important benefits to mentees.

Business mentoring can play an important role in establishing and maintaining order and
efficiency in the fast-changing modern business society. Saffold (2005:1) emphasises that
business mentoring enhances the self-efficacy of the inexperienced mentee. According to
this author, self-efficacy is developed by four influential factors:

o The mastery experience of the inexperienced mentee under the guidance of the

mentor is seen as the most influential factor.
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o Vicarious experience by the inexperienced mentee of successes that the mentor
provides as a role model enhances the self-efficacy of the former.

° Social persuasion, which convinces the inexperienced mentee that he or she has
what it takes to succeed, contributes much to believing in oneself as a basis for self-
efficacy.

o Emotional states, which refer to positive competencies and resultant feelings of

mastery, contribute to developing self-efficacy.

Lamm and Harder (2010:1) list the following general benefits of business mentoring:

o Expansion and long-term involvement of quality professionals

o The passing-on of specific knowledge and skills to the next generation
o Advancement of production and efficiency

. Enhancement of learning from professional expertise

° Improved dedication, inspiration and inter-communication

o Consistency in times of change

A study by St-Jean and Tremblay (2010:49) supports the contention that business
mentoring enhances the business mentee’s ability to recognise new opportunities. Within
the business mentoring relationship, cognitive and affective learning includes discussions
focusing on marketing, financial planning and access to information. All of these flow from
the mentor's advice and the implementation of mentor's suggestions, resulting in the

development of new professional competencies of the mentee.

The value of mentoring lies in the fact that it is a powerful intervention to assist
inexperienced small business owners to establish, advance and maintain the quality of
their business during the various successive stages of the entrepreneurial process
(Cummings & Worley, 2005:407). These authors, whose viewpoint is underscored by
Lamm and Harder (2010:3-4), explain that during the initial stage, the business mentor
helps to establish the business venture to ensure that hard work and learnt skills are
translated into successful growth of the business. During the later stages, business
mentoring assists in utilising lessons learnt through mentoring to maintain success and

expand business opportunities.
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Barrett (2006:618) lists various benefits of business mentoring. Such benefits include
encouragement, insight into business management and the fields of study, challenging
assumptions and reasoning, offering professional friendship, and functioning as a

sounding board. Such benefits pertain to both business mentees and business mentors.

Mentoring appears to hold prominent benefits for minority and female juniors by means of
experienced small business owners offering specific opportunities for these groups to
advance their SMMEs (Cummings & Worley, 2005:408; Peel, 2008:4). The current world
of business is still male orientated, which leaves women having to rely on themselves for
making a successful business on their own, as fewer female business owners are willing to
act as business mentors. Cross-gender and cross-race mentoring may create conditions
for sexual harassment and misperceptions of intentions and relationships. The uneven
distribution of gender and ethnicity means there are fewer female persons to act as
business mentors. Cummings and Worley (2005:408) indicate that research has found
that more females than males are inclined to seek mentoring, but that such mentorship is
limited owing to fewer female mentors being available. This view is corroborated by
Broadbridge (2008:466).

Mentoring has particular advantages related to the development of business qualities and
maturity of mentees. According to Cummings and Worley (2005:408), mentoring
contributed to the development of executives (as compared with those who were not
engaged in a mentoring relationship) and there is a positive relationship between the
willingness to mentor and the effectiveness of mentoring. Business mentoring contributes
to the development of skills, experience and visibility that advance a small business.
Business mentoring can also contribute to developing management skills and shaping

leadership.

Erdem and Janset (2008:1) agree that business mentoring contributes to the career
development and personal development of inexperienced entrepreneurs or small business
owners. Ragins and Cotton (1993:97-98) endorse the advantages of business socialisation
and career assistance. Karkoulian, Halawi and McCarthy (2008:411) point out that
mentees learn and benefit from experienced business mentors because the latter share

their tacit knowledge, apply particular applicable skills and act as specific role models.
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Bozeman and Feeney (2008:473) believe that the benefits of business mentoring can be

realised only under the following conditions:

o The mentor has the knowledge and professional expertise which the mentee
prefers.
o The mentor believes that particular knowledge and professional expertise has to be

transferred, that it has to be done effectively, and that he or she has the capability
of performing such responsibility.

o The mentor is able to perform the role of leader in developing the business
capabilities of the mentee.

o The mentee has the capability to understand, learn and apply the transmitted
knowledge and expertise.

o The mentee is capable of following the leadership of the mentor and willing to do
SO.

In general, the purpose, value or outcome of business mentoring can be defined as the
enhancement of the personal, managerial and leadership capabilities of the business
mentee. The experienced business mentor also focuses on the business success of an

inexperienced mentee. Such advances apply irrespective of gender and race.

Osif (2008:342) sees among the benefits of business mentoring that it fosters mutual
learning, increases inter-communication, provides guidance and advice in timely context
and expands leadership skills of both mentors and mentees. The author continues that
both mentor and mentee benefit by their involvement in the business mentoring

relationship, owing to its being a sharing and supportive educational experience.

Rodenhauser et al. (2000:15) are of the opinion that business mentoring can make a major
contribution in socialising the inexperienced mentee into a particular field of operation or,
for that matter, a business. Business mentoring helps the inexperienced mentee to deal
with business and related stress successfully, assists in making effective business career
paths, and inspires mentees to participate actively in personal and professional
development activities. These authors add that both participants in the business mentoring

relationship grow personally and professionally. The gain in self-esteem of both mentor
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and mentee is of particular significance. Business mentoring may often result in a

friendship that lasts on a long-term basis.

Freedman (2009:172) believes that business mentoring is crucial in attaining leadership,
as it provides chances to grow and achieve meaningful personal and professional
leadership; it is therefore actively used in the business world. Karkoulian et al. (2008:415)
found that there is a positive and meaningful relationship between sharing knowledge and

using knowledge in informal mentoring.

Osif (2008:337) indicates that formal mentoring has three distinct advantages: to orientate
and induct novice employees within an organisation; to prepare and monitor candidates for

promotion; and to enhance the professional abilities of advanced practitioners.

In focusing on the reciprocal advantages or benefits of business mentoring, the following

differentiation is made (Lamm & Harder, 2010:2):

o Benefits for the mentor are listed as exposure to innovation with regard to fields of
practice and training issues in interaction with the mentee; recognition that results
from helping the inexperienced mentee; passing on a legacy of knowledge, history
and expertise; extended networking via contacts of the mentee; opportunity for
personal reflection; and building stature that result from mentoring success.

o Mentee benefits mentioned are exposure to new knowledge, expertise and
leadership skills; building self-esteem that results from achievements; improved
decision making in solving problems; role modeling in professional practice;

addressing weaknesses; and capitalising on strengths.

Haggard, Dougherty, Turban and Wilbanks (2011:292) point out that business mentoring
has meaningful advantages for both the mentor and the mentee based on the reciprocal
relationship, the developmental benefits and the consistent interaction between the parties
involved. Such benefits will mainly be determined by the mentor-specific nature of each
business mentor relationship. For example, it can be expected that across occupational
and across cultural/racial mentoring, settings will imply different types of advantages
based on the difference in constellation and focus of such relationships (Haggard et al.,
2011:300).
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Kram and Higgins (2008:2) indicate that the business mentoring relationship is renowned
for its mutual learning and trust, which allow both individuals to receive and disseminate
different kinds of information and to experience different kinds of emotional and strategic

support.

Hansford, Ehrich and Tennent (2003:224) analysed 151 articles on mentoring research
and found that enhancement of networking, collegiality and reciprocity were advantageous
outcomes of mentoring relationships. They once again confirmed career satisfaction,
motivation and developing business plans as constructive results of business mentoring
(Hansford et al., 2003:224). Mentees experienced improved workplace skills and overall
performance as a result of mentors giving ideas, feedback and strategies. Listening,
counselling, understanding and encouragement of the mentor as well as gaining access to
resources, information and personnel were listed by mentees as specific benefits that
came through mentoring. Mentees also identified sponsorship, protection and advocacy as
particular benefits within the context of business mentoring (Hansford et al., 2003:224-
225).

Ehrich and Hansford (2008:13) state that business mentoring contributes to inducting
inexperienced mentees into the social mores of the profession. Business mentoring also

enhances the development of personal and job-related skills.

The foregoing discussion clearly implies that the business mentoring relationship is
reciprocal in nature. Such a relationship holds specific benefits for either or both of the
parties involved. The following table depicts the differentiation of the benefits for each of

these parties.

Table 1.1:Benefits of business mentoring for mentor and mentee

Benefits for mentee Sources Benefits for mentor Sources

Acquires Hisrich et al. Fosters mutual Osif (2008:342);

professional advice (2008:62) learning Kram & Higgins
(2008:2)
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Benefits for mentee Sources Benefits for mentor Sources
Masters business Hisrich et al. Shares supporting Osif (2008:342)
knowledge (2008:62) educational

experience
Plans and develops | Hisrich et al. Develops self- Rodenhauser et al.
business through (2008:62); esteem and (2000:15); Barrett
entrepreneurial Cummings & Worley | friendship (2006:618)
process (2005:407)

Enhances chances

for business success

Swanepoel et al.
(2010:73); Barrett
(2006:618)

Is exposed to
innovation in

practice and training

Lamm & Harder
(2010:2)

Develops business

experience

Swanepoel et al.
(2010:73); St-dean &
Tremblay (2010:49)

Gains recognition
from colleagues in
same field for

assisting mentee

Lamm & Harder
(2010:2)

Develops leadership

Benn & Brennand

Gains from extended

Lamm & Harder

(2008:8); Osif networking (2010:2); Barrett

(2008:342) (2006:618)
Develops personal Robbins et al. Builds stature Lamm & Harder
and business skills (2006:56); Hansford (2010:2)

et al. (2009:224)

Achieves personal

and business goals

Robbins et al.
(2006:56)

Is given opportunity
for personal

reflection

Lamm & Harder
(2010:2)

Gains self-efficacy

Saffold (2005:1);

Passes on a legacy

Lamm & Harder

Rodenhauser et al. (2010:2)
(2000:15)
Benefits overall and | Lamm & Harder Develops leadership | Osif (2008:342)

generally in terms of
personal,
professional and

business skills

(2010:1); Karkoulian
et al. (2008:411);
Ehrich & Hansford
(2008:13)
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Benefits for mentee

Sources

Benefits for mentor

Sources

Gains personal and

career development

Erdem & Janset
(2008:1);
Rodenhauser et al.
(2000:15); Haggard
et al. (2011:292)

Experiences
personal and career

development

Rodenhauser et al.
(2000:15)

Benefits from
business
socialisation and

career assistance

Ragins & Cotton
(1993:97-98);
Rodenhauser et al.
(2000:15); Barrett

Gives and receives
emotional and

strategic support

Kram & Higgins
(2008:2): Barrett
(2006:618)

(2006:618)
Minimises Lamm & Harder
weaknesses and (2010:2)

capitalises on

strengths

Receives emotional

and strategic support

Kram & Higgins
(2000:2); Barrett
(2006:618); Ehrich et
al. (2000:19)

Source: Own compilation

1.6

The above explanation refers to the benefits that business mentoring would have for both
business mentees and business mentors when engaging in the process of business
mentoring. For the purpose of more comprehensiveness, some of the disadvantages of

business mentoring are also briefly discussed. Such disadvantages mainly result from

DISADVANTAGES OF BUSINESS MENTORING

certain barriers, of which the following are important:

o Sometimes the initial business mentoring objectives set are not achieved owing to a
lack of dedication and commitment by both parties (Peel, 2008:12). Peel (2008:10)

also indicates that most mentees contend that business mentoring only benefits

them on the short term, and does not provide long-term returns.
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o Peel (2008:3) contends that the most important challenge associated with business
mentoring is to persuade the mentees to engage in the mentoring relationship
without a guarantee that development leads to profitability.

o It is quite apparent that when the business mentor does not have the required
capabilities and is not willing to act as a business mentor, the mentoring relationship
and process presents disadvantages for the business mentee and mentor. Ehrich et
al. (2000:2) list categories and frequencies of business mentoring problems, for
example gender/race mismatch, lack of time, professional/personal mismatch and

mentor unsupportiveness.

Hansford et al. (2003:225) list as negative elements of business mentoring the challenges
associated with gender and race differences, as well as issues regarding power and
status, inclination to cloning, limited autonomy, over-protection, mentors taking credit, lack

of time and backing, and lack of interest and availability of mentors.

It is expected that some of these disadvantages would play a role in small business
owners’ willingness to act as business mentors, and could affect the outcome of the

mentoring process adversely.

1.7 THE BUSINESS MENTORING PROCESS

The business mentoring process can be seen as the continual transmission of information,
knowledge, social capital and psycho-social support to an inexperienced mentee related to
a specific type of entrepreneurial enterprise. A prominent feature of such process is
continual informal face-to-face communication between a mentor and mentee (Bozeman &
Feeney, 2008:469). These authors also indicate that the business mentoring process is an
ever-evolving relationship during which mentor and mentee continuously negotiate on an

ongoing process to exchange endowments and benefits.
Lamm and Harder (2010:3-4), in their theoretical overview of using mentoring as a part of

professional development, list four stages in the business mentoring process. The stages

comprise:
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Stage 1: Preparing

This stage is characterised by all the groundwork for the establishment of a working
relationship between the mentor and the mentee. Both parties must agree on the
basic conditions of operations. Mincemoyer and Thomson (1998:3) clearly state that
the successful initiation of the business mentoring relationship determines the

successful outcome of the total exercise.

Stage 2: Negotiating

The focus in this stage is on building trust and understanding between business
mentor and mentee. Creating and agreeing upon educational and learning
opportunities and facilitating the learning of the mentee is of great importance.
Identifying and setting measurable objectives and criteria for benchmarking
contribute to a successful outcome. Procedures and criteria for formative and
informal summative assessment should be addressed. The roles and expectations
of the mentor and mentee need to be clarified, fully understood and agreed upon by

both parties.

Stage 3: Enabling
This phase is characterised by the business mentor’s:
- structuring assignments, providing vision, support and encouragement during
stressful situations and experiences;
- giving recognition and learning through feedback;
- scheduling regular and timeous meetings coupled with continuous
communication and discussions;
- sharing new knowledge;
- setting challenging opportunities coupled with role modelling examples; and
- exposing the mentee to new business contacts with the view to expanding
business networks.
Learning through critical reflection plays an important role during these experiential

learning activities.
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o Stage 4: Closure
Every mentoring relationship terminates at some time or another. As the emphasis
of mentoring is to develop the business capabilities of the inexperienced mentee to
be a successful entrepreneur, business mentoring does not allow the mentee to
remain dependent on a long-term basis. Mentoring as a goal-orientated
phenomenon must have an exit point. It is important to remember that this stage
should be addressed during the negotiation stage, but it should not be put into

action before the mentee has achieved an acceptable level of professional maturity.

Both business mentor and mentee have to agree upon the time and conditions of
termination of the business mentoring relationship. Business mentor assessment of
mentee capabilities achieved through the process of business mentoring will
provide the basis for introducing the issue of termination, but termination must result

from mutual agreement in consideration of mentee needs and proven successes.

Kram (1983:620) adds the phase of redefinition, which is characterised by mentor and
mentee functioning within the framework of a friendship and professional equality.
Clutterbuck (2005:3) also identifies five phases in the business mentoring process that

generally agree with the foregoing, including the fifth phase listed by Kram (1983:620).

Business mentoring can be seen as a process over an extended period of time. It is not
characterised by once-off advice. Business mentoring is a relationship. The four-phase
(five-stage, when adding the last phase indicated by Kram) structure of the mentoring
process emphasises the fact that the mentor needs to meet different personal, relational

and professional capabilities to perform the role of business mentor effectively.

1.8 MATCHING OF BUSINESS MENTOR AND MENTEE

Bozeman and Feeney (2008:465) favour social exchange as the process of establishing a
business mentoring relationship. Such relationship should be based on the fit between
business mentor and business mentee. Hegarty and Styles (2008:23) indicate that
business mentors and business mentees should be similar in terms of their background,
attitude and demography. This clearly indicates that in order for a successful business

mentoring relationship to develop, the mentor and mentee must be a good match/fit. The
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effective matching of business mentor and business mentee plays an important role in the

successful outcome of the business mentoring relationship (Terrion & Leonard, 2007:162).

Bozeman and Feeney (2008:465) identify certain mentoring preference variables, which
can be seen as important or not important by mentors and mentees. Both parties must
agree on the level of importance of these variables for the relationship to be successful.
These mentoring preference variables, as indicated by Bozeman and Feeney (2008:474)
consist of:

o Work orientation: both parties must be dedicated to fulfilling the set objectives of
the business mentoring relationship.

o Transmission preference: business mentor and business mentee must be in
favour of the same method of teaching and learning, whether autocratic or
interactive.

o Processing preference: in this regard, both parties must be in favour of active
involvement and exemplary learning.

o Content preference: agreement must be reached concerning the contents of the
business mentoring relationship.

o Personal attributes: There must be a match between gender, race, introvert and

extrovert orientation, and other personal attributes.

Ehrich and Hansford (2008:13) stipulate that the business mentor and mentee need a
clear understanding about the goals and reciprocal expectations regarding the business
mentoring relationship. Both parties have to agree upon such goals and expectations as

mutually accepted directives for the relationship to succeed.

Bozeman and Feeney (2008:467) claim that the quality, effectiveness and outcome of the
business mentoring relationship seems to be more positive when such relationship has an
organic origin, in contrast to a formal business mentoring relationship. An organically
formed business mentoring relationship is one that is established spontaneously by the
participants, whereas the formal business mentoring relationship tends to have

characteristics similar to those of a supervisor and subordinate within an organisation.
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Hansford et al. (2003:227) gathered some critical issues with regard to matching business
mentor and business mentee to ensure effective business mentoring. Articulating the aim
and differentiation of the roles of business mentor and business mentee is of crucial
concern. Agreements have to be reached on time schedules, availability, confidentiality,
discussion of personal issues, demands, expectations and the duration of the mentoring
process. The aspects of ‘scaffolding and fading’ need to be addressed during matching
(Hansford et al., 2003:227). The former refers to the business mentor gradually building up
the business mentee. The latter refers to the business mentor gradually pulling out of the
relationship as the business mentee masters the mentoring objectives and gains
competence. It needs to be remembered that participation in the informal business
mentoring relationship and process is completely voluntary and that no member can be

forced. Gender and cultural differences need to be taken into consideration in this regard.

Haggard et al. (2011:289) indicate that the status of the mentor should be considered
during the matching process, because such status is indicative of the level at which
mentoring will occur. Cross-gender and cross-racial or -cultural issues affect mentoring
implicitly, owing to the status and the disposition of the mentor. The lack of unconditional
acceptance of another gender, race or culture by the business mentor could jeopardise the
successful outcome of the exercise. They list some additional important issues that need
to be taken into consideration during the matching stage, namely location of the parties,
entrepreneurial development stage, duration of the planned mentoring relationship, age
difference, the initiator of mentoring relationship, readiness and willingness of both mentor

and mentee and the business fields of mentor and mentee (Haggard et al., 2011:294).

Another factor which could assist a comfortable situation is if the matching process takes
into account all areas, including personal, business and environmental factors, which could
make for the perfect match (Audet et al., 2006:23). The natural dyadic fit of the mentor and
mentee is an important element for sustaining dedication and commitment during the
business mentoring process because it affects the closeness of the fit between the
participants (Bozeman & Feeney, 2008:470). Terrion and Leonard (2007:152) indicate that

closeness of the fit plays an important role in the case of race and gender matching.

Bozeman and Feeney (2008:470) add that the effectiveness of the mentor and mentee fit

is influenced by particular endowments (the benefits which the different parties see that
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they can gain from being involved in this business mentoring relationship); preferences
(which relate to values, personality, expertise, achievements, teaching and learning
modes, and more); and content (which refers to networking, business focus, knowledge of

professional politics, and more).

It is important to remember that three major complaints about mentors that mentees listed
focused on a lack of mentor commitment, difficulties related to communication between the
parties and that the mentees perceived that mentors took credit for mentee successes

obtained during the mentoring process (Freedman, 2009:173-174)

Mincemoyer and Thomson (1998:2-3) indicate that particular elements that play a role in
the matching of mentor and mentee contribute to the successful outcome of such an
endeavour. They list the following elements: if they are responsible for running similar
programmes, if they are close in proximity so that they can easily meet, if they can
frequently share information, if the relationship was effectively initiated and if they are

capable of establishing a workable friendship.

Watson (2004:162) specifies that business mentors should have experience as
entrepreneurs in order to act as business mentors for inexperienced mentee
entrepreneurs. The importance of business mentor and business mentee sharing the
same field of study or career appears to be a critical criterion for matching in the business

mentoring relationship (Barrett, 2006:620).

1.9 TYPES OF BUSINESS MENTORING

Allen, Day and Lentz (2005:156) list two types of mentoring: formal and informal
mentoring. Freedman (2009:177) states that these two are the traditional types of
mentoring. She claims that informal mentoring comprises an informal mentoring
relationship formed by a junior and senior person in a one-to-one relationship. Such a
relationship is spontaneously initiated and is built on interpersonal respect and rapport.
Formal mentoring refers to mentoring within an organisation. Such a mentoring
relationship is usually formally initiated and structured, as members in such a relationship

are often appointed or designated. Bisk (2002:264) agrees that Informal mentoring
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relationships develop spontaneously, while formal mentoring relationships develop with

organisational assistance.

Kram and Isabella (1985:112) indicate that research distinguishes between hierarchical
and peer relationship in mentoring. The former refers to a relationship between a junior
and senior person in terms of position and the latter implies two persons at the same level
of position. Whatever the type of business mentoring, there is a clear distinction between
the experience, skill, knowledge and know-how of the mentor as a small business owner

and the inexperienced mentee.

Peer mentoring implies the pairing or grouping of business owners who are at the same
level of business development to share experiences, ideas, information and successes.
Such a peer relationship does not require that mentors need to be more experienced and
at a higher professional level than collegial mentees (Osif, 2008:341; Zhang & Hamilton,
2009:609). For the purposes of this study, business mentoring is seen as a developmental
opportunity comprising a dyadic relationship between a mentor and a mentee between
whom there exists a hierarchical difference related to, amongst others, knowledge,

experience, success, leadership capabilities and expertise.

Besides the distinction between formal and informal mentoring, the literature also identifies
peer mentoring, group mentoring, professional associative mentoring and self-managed
mentoring (Freedman, 2009:173). Peer mentoring has been discussed above. Group
mentoring creates the situation that one business mentor can mentor more than one
mentee at the same time, which allows interaction and learning between the members of a
mentoring group on a synergistic basis. Professional associative mentoring implies
mentoring within a specific profession, where the focus is on subject content within a
particular field of study or discipline. Self-managed mentoring differs completely from
traditional one-to-one mentoring where one expert and one non-expert function in a
specific voluntary relationship with the view to developing the business and professional
capabilities of the mentee. In self-managed mentoring the mentee proactively seeks
mentoring as and when the need arises. Such need may relate to any personal, business

or professional issue.
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1.10 CAPABILITIES NEEDED TO BE A GOOD BUSINESS MENTOR

The literature review revealed different necessary capabilities according to many different
authors. This section will briefly explain the capabilities listed or discussed by these
authors, and the abridged list which follows will be utilised to obtain opinions from small

business owners on how they rate themselves according to such capabilities.

A general overview by Erdem and Janset (2008:6) states that the successful outcome of a
business mentoring relationship relates to the professional competence of the mentor,
consistency, communication ability, interest in the mentee and openness to sharing control

by the mentee.

Sambunjak et al. (2009:75) have classified desired characteristics of mentors in three
groups: personal, relational and professional factors. For the purposes of this study, the
discussion of the capabilities needed to be a good business mentor will follow the same
structure. Although these factors are explained separately, they are not discrete but must

be seen as interwoven and integrated.

A discussion of the various business mentoring capabilities is followed by a summary of

such capabilities in Table 1.2.

1.10.1 Personal capabilities

Personal capabilities refer to an individual’s cognitive and behavioural competencies,
implying the knowledge base and skills a person possesses as the basis for dealing with
reality (Albertyn, 2004:378). According to Sambunjak et al. (2009:75), personal capabilities
include understanding, patience, honesty, responsiveness, trustworthiness, a non-
judgemental attitude, reliability, and the ability to be an active listener and a motivator.
Swanepoel et al. (2010:66) indicate that a good business mentor must realise the
importance of motivating the mentee in the business mentoring process. Motivation of the
mentee demands that the business mentor help the mentee to continue to keep hopes
high irrespective of temporary setbacks. Business mentors must have the capability to

inspire. This means that they must enthuse others and facilitate successful goal
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accomplishment by promoting a clear sense of purpose, instilling a positive attitude to

work and arousing a strong desire to succeed.

Derrida (2009:1) identifies specific personal capabilities of a business mentor, namely
accessibility — time and availability to provide input; listening skills — willingness to listen to
needs and ideas; and willingness to share success with others. Erdem and Janset
(2008:5) found that business mentors need to be very fair in their behaviour as a basis for

trust in the mentoring relationship.

In order to achieve such inspiration, the business mentor must demonstrate the capability
to liaise with the mentee by building and maintaining a strong, supportive relationship.
Effective interpersonal and social skills play an important role in this regard. Business
mentors have to actively seek to improve mentee business skills and talents by providing
constructive feedback, training opportunities and problem-solving opportunities that
challenge the abilities and encourage development. Collaborative goal-setting coupled
with periodic formative assessment to determine and recognise mentee progress is of vital
importance. Freedman (2009:173) regards learning through feedback as an important

element of professional development via business mentoring.

Business mentors must be able to enter the mentees’ business world as if becoming a
business partner, placing themselves in the shoes of the mentee (Audet et al., 2006:4).
This will enable the business mentor to understand the experiences and the challenges
that the mentee has to endure and cope with and to foresee possible options and provide
solutions for the business of the mentee. In order to almost rub shoulders with the mentee
on the same level, the business mentor must possess and apply empathy. The mentee
needs to feel that the business mentor has full appreciation for the experiences, feelings,
obstacles and frustrations of the mentee in advancing the business through the

entrepreneurial process.

Dalley and Hamilton (2000:10) also indicate that the business mentor needs to adjust to
the specific context of the mentee. This includes cross-cultural, cross-gender and cross-
language communication issues and learning style. They add that shared representations
should be found between the business mentor and mentee; that they should speak the

same language; that the business mentor should become an ‘insider’ in the world of the
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mentee. This implies that the business mentor should have the capability to communicate

with, relate to, and see issues from the perspective of people from other cultures.

Thompson and Downing (2007:537) state that the business mentor must believe in the
mentee, provide help, and assist the mentee to be the best he or she can be in the context
of the business. This implies that the business mentor should be seeing the bigger picture,
adding value to the start-up entrepreneur’s initial idea, creating confidence, generating
critical and analytical thinking, applying regular progress checks, being sympathetic and

providing a listening ear.

Learning and developing by mastering the art of critical reflection that leads to lessons
learnt from knowledge assimilated and practical experience is regarded as a very
important element of mentoring that determines the successful outcome of such
endeavours (Zhang & Hamilton, 2009:16). Being able to facilitate critical reflection by the
mentee is an important capability that a mentor must posses. Critical reflection by means
of questioning and disagreeing, with the purpose of finding valid, better and more

appropriate solutions to challenges is what the mentor should be able to instill.

Audet et al. (2006:4) agree, listing two necessary capabilities of a business mentor,
namely good listening skills and the ability to emphasise. Business mentoring is regarded
as being an issue of the heart, because without sincere empathy assistance cannot really
be effective (Gehrke, 1988:194). She also indicates the importance of the business mentor

seeing the development of the mentee within the bigger picture.

Audet et al. (2006:5) underscore the importance of trustworthiness and credibility on the
part of the business mentor. Bettmann (2009:1834) emphasises commitment, interest and
loyalty and being selfless as important capabilities of a good business mentor. He also

reiterates the importance of being an effective listener.

Benn and Brennand (2008:2) highlight the importance of such business mentor capabilities
as credibility, integrity, supportiveness, and also the courage to tell mentees the things that
they need to know but may not like, in order to facilitate progress. Supportiveness on the

part of the business mentor, by being available and approachable, allows mentees to more
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easily discuss issues or concerns with their business mentors, which in turn facilitates

further learning.

Clutterbuck (2005:4) indicates active listening, empathy, positive regard, openness and
trust as personal capabilities needed to be a good business mentor. A literature study by
Terrion and Leonard (2007:156) found that a high percentage of the articles they reviewed
emphasised the importance of communication skills as a capability of the business mentor.
They also indicate supportiveness, trustworthiness, empathy, enthusiasm and flexibility as
important elements of the business mentor's capabilities. Two qualities needed for a
business mentoring relationship to flourish are empathy and listening skills (Sullivan,
2000:171; Audet et al., 2006:10).

Interpersonal skills of the business mentor appear to be another important capability for
success (Erasmus et al.,, 2006:248; Pinho et al.,, 2005:21). Dracup and Bryan-Brown
(2004:450) regard interpersonal and communication skills, coupled with the ability to

inspire the mentee, as important.

A mentor must be a caring individual who conveys the message that he or she is there for
the young, inexperienced mentee through trust and unconditional acceptance, and
willingness to help in meeting the basic business survival needs (Benard, 1998:2). The
mentor should never take mentee behaviour personally but look beneath any negative
behaviour with compassion and non-judgemental support. The focus is on natural growth,
working from strength-based perspectives and assisting resilience as a basis for the

mentee’s positive achievements (Benard, 1998:6).

Lamm and Harder (2010:3) indicate the following personal capabilities of a good business
mentor, who: is inspired to be a mentor, values the profession, is concerned about others
and respectful, operates on a non-judgemental basis, maintains confidence in own
conduct, shares achievement and developmental goals of the mentee, is trustworthy and

is sensitive to needs.

-31 -



poe

w UNIVERSITEIT VAN PRETORIA
. UNIVERSITY OF PRETORIA
\ 4

YUNIBESITHI YA PRETORIA

1.10.2 Relational capabilities

The main aspect of social capabilities is epitomised by the business mentor’s capability to
build and sustain a working relationship with the mentee. It is important to realise that
effective relational capabilities require, and are closely dependent on, personal

capabilities.

Relational capabilities of a good business mentor include accessibility, building a long-term
relationship, having the best interest of the mentee at heart, defining and reaching goals
with the mentee, maintaining a high standard, and being a good match with the mentee
(Sambunjak et al., 2009:75).

Audet et al. (2006:5) stress the importance of the reciprocal relationship between business
mentor and mentee with the view to acquiring applicable knowledge and skills, persuading
the mentee to accept change and eventually changing mentee behaviour. They add that
business mentor and mentee need to agree on a ‘moral contract’ which specifies all
aspects that apply to their working relationship. Such ‘moral contract’ should be flexible
and allow for adjustment as situations develop. These authors’ research indicates that
arranging such a contract by stipulating specific aspects appears to be of vital importance
in business mentoring (Audet et al., 2006:12). One advantage of such an arrangement is
that the mentee learns through action (active involvement). Effective communication is
crucial to the successful outcome of business mentoring. Hegarty and Styles (2008:24)
agree, and emphasise the importance of mutual understanding and agreement pertaining

to elements involved in business mentoring.

Bettmann (2009:1834) stresses the importance of interpersonal skills as an integral part of
the capabilities needed by a business mentor. He also indicates that the success of the
business mentoring relationship directly relates to the interest of the business mentor in
serving as such. Interpersonal skills, related to effective listening and empathy, appear to
be some of the strongest capabilities that a business mentor should posses. Building and
maintaining a positive motivational and empowering working relationship will facilitate
mentee growth in relationship building. Within the context of this study it is important to
understand that personal capabilities, interpersonal skills, and relational capabilities are

closely interwoven and cannot be absolutely separated.
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With regard to the relational capabilities of a good business mentor, Clutterbuck (2005:4)
states the importance of commitment to such a business mentoring relationship as well as
availability to maintain this relationship. He further points out the importance of the
capability to manage the mentor-mentee relationship effectively. Rickard and Rickard
(2009:767) indicate that the quality of the relationship between the business mentor and
the mentee is positively linked to the successful outcome of the business mentorship.
Barrett (2006:615) agrees, emphasising that the nature of the relationship that develops

between business mentor and mentee is crucial to the success of business mentoring.

Derrida (2009:2) identifies openness to a close relationship as a capability of an effective
business mentor. Erdem and Janset (2008:4) also emphasise this concern for the

importance of developing effective functional relationships.

It is within the framework of relational capabilities that the business mentor assists the
start-up mentee to integrate knowledge, experience, skill, values, attitudes and
expectations with a view to performing self-assessment and visioning the way forward
realistically (Gibb, 2000:16). Sullivan (2000:167) emphasises the fact that a mentee should
learn to master the skill of stepping back and learning from experiences. The start-up
mentee should be allowed to learn from the applicable professional expertise which the
business mentor possesses and draws into their relationship via his or her relational

capabilities.

1.10.3 Professional capabilities

Sambunjak et al. (2009:75) regard professional capabilities of the business mentor as the
mentor being senior and well-respected, knowledgeable and experienced in the business
context. Sufficient skills related to the specific business of the mentee are very important
(Bettmann, 2009:1834). This is reiterated by Audet et al. (2006:11), who state that
unfamiliarity with the small business context of the mentee prohibits reaching success.

This highlights the importance of using small business owners as business mentors.

Swanepoel et al. (2010:66) indicate that a good business mentor must realise the
importance of training the mentee in the business mentoring process. In this regard

training would imply that specific approaches and intervention styles will be utilised to
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disseminate specific information and to determine efficiency on an ongoing basis. These
elements clearly indicate that business mentoring as such cannot be successful without
the mentor being prepared to perform all the necessary capabilities through training
(Bettmann, 2009:1834). Watson (2004:154) found that mentors indicated a specific need
to be trained for the multiplicative role of business mentoring. The business mentor should
help the mentee to develop the ability to step back from his or her situation and to think

about the learning process (Sullivan, 2000:167).

It is important that the business mentor should have the business knowledge necessary to
see opportunities and challenges relating to the business of the mentee (Benn &
Brennand, 2008:2). Clutterbuck (2005:5) indicates that goal setting and planning, both for
the business and for the mentee, is an important capability of the business mentor.
Business mentors need to have the capability of problem-solving and making decisions,

based on their professional expertise relating to the business of the mentee.

In this regard, the business mentor needs to set an example as a role model for the
mentee. Such role modelling also applies to the wide range of capabilities of the business
mentor which need to be imparted to the mentee during the mentoring process. Hegarty
and Styles (2008:22) specify that the role model of the business mentor represents a
demonstration of appropriate professional behaviour. Mastering of applicable attitudes,
behaviours, values, and roles by mentees occurs through mentees observing and

emulating the examples that their business mentors set (Robbins et al., 2006:56).

Audet et al. (2006:5) emphasise the importance of stepping back and gaining from the
learning process which the business mentor should create. The business mentor has to
accept and practise the role of co-traveller with the mentee and additionally be an
evaluator to provide perspective on success gain and the way forward within such
business context. Providing applicable business information is required. Dracup and
Bryan-Brown (2004:450) identify the capabilities of strategic vision, risk-taking and

creativity as important to the success of business mentorship.

Business mentoring demands that the business mentor and the mentee collaborate in an

intellectual, emotional and business context during the process of business mentoring.
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Leadership plays an important role in this regard, which requires both considering the

person of the mentee and the focus on business productivity (Clutterbuck, 1999:76).

Barrett (2006:23) stipulates that small business mentoring provides opportunities whereby
the mentee learns from the experience of the mentor within the framework of a training
situation. According to Gibb (2000:16), a business mentor should use a combination of his
or her knowledge, sKkills, values and attitudes in a learning process in order to have a

positive influence on the mentee.

Bozeman and Feeney (2008:475) indicate that the transmission of knowledge that strongly
relates to the business of the mentee plays an important role in the business mentoring
process. Hisrich et al. (2008:62) corroborate this viewpoint by pointing out that the
(business) mentor needs be an expert in the field of the business of the mentee. Such
expertise is important because the business mentor can readily provide the guidance that

focuses on the practical ‘how-to’ in order to improve success.

In order to empower the mentee, business mentors need to demonstrate detailed
knowledge and expertise in relation to the business and to identify and apply new
technology. Such business mentor capabilities are depicted in the ability to reflect on
success factors and challenges that enhance and hinder success and to teach start-up
mentees the skill to master such reflective capabilities. Reflection must include reviewing

of past performances, experiences and future options.

Derrida (2009:2) identifies the business mentor level of professionalism as an important
capability of an effective business mentor. Erdem and Janset (2008:4) reiterate that such
level of professionalism must demonstrate the tendency of lifelong learning in order to

keep track with state-of-the-art development in a particular field of study.

Business mentors need to assist start-up mentees to develop business and organisational
leadership skills as well as management skills. Mastering the functions of management
related to planning, leading, organising and control within the realm of the specific
business of the mentee is crucial to ensuring mentee business success. Business

expertise and business experience are directly related to the time in business.
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Lamm and Harder (2010:3) list professional capabilities of a mentor as: the ability to
facilitate discussions in a learner-friendly environment; being successful in structuring his

or her own business activities; and mastering the subject matter of a specific field of

knowledge.
Table 1.2: Summary of business mentor capabilities
Capability Brief explanation Sources

Personal capabilities:

Inspiring people

Enthusing, instilling sense of
purpose, desire to succeed,
positive attitude, client
orientation

Swanepoel et al. (2010:66);
Lamm & Harder (2010:3)

Beginning where mentee is

Entering mentee’s world,
understanding experiences
and challenges, culture and
language

Audet et al. (2006:4);
Sambunjak et al. (2009:75)

Empathy

Having appreciation of
feelings, experiences and
frustrations, non-
judgemental

Audet et al. (2006:4);
Gehrke (1988:194); Lamm &
Harder (2010:3); Clutterbuck
(2005:4)

Believing in mentee

Creating confidence, seeing
bigger picture

Thompson & Downing
(2007:537); Dracup &
Bryan-Brown (2004:450)

Effective, active listening
skills

Hearing and understanding
the ‘language’ of mentee

Audet et al. (2006:4);
Clutterbuck (2005:4)

Reflection and teaching by
learning through feedback

Using analytic, systematic
and conceptual thinking and
gain perspective thereby,
problem-solving

Zhang & Hamilton
(2009:16); Freedman,
(2009:173)

Credibility, trustworthiness
and integrity

Adhering to personal moral
values

Benn & Brennand (2008:2);
Sullivan (2000:171); Lamm
& Harder (2010:3)

Communication skills

Able to congruently
understand language of
mentee and ensure
congruency of own
language

Dalley & Hamilton
(2000:10); Terrion &
Leonard (2007:156);
Erasmus et al. (2006:248);
Pinho et al. (2005:21)

Supportiveness

Recognising progress of
mentee, giving recognition
and sharing in achievements

Thompson & Downing
(2007:537); Benn &
Brennand (2008:2); Benard
(1998:2)

Self-lessness

Putting the other’s interests
before one’s own

Bettmann (2009:1834);
Clutterbuck (2005:4)
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Capability Brief explanation Sources
Relational capabilities:
Accessibility Being approachable and Derrida (2009:2);

making time available

Sambunjak et al. (2006:5)

Building long-term
relationship

Creating and maintaining a
workable, practicable
relationship over time

Rickard & Rickard
(2009:767); Barrett
(2006:615); Erdem & Janset
(2008:4)

Interpersonal skills

Working and liaising with
other people in an easy,
acceptable manner for the
purpose of building a
relationship

Gibb (2000:16); Hegarty &
Styles (2008:24)

Commitment

Dedicating oneself on a
long-term basis in order to
achieve personal and
professional goals

Clutterbuck (2005:4);
Bettmann (2009:1834)

Professional capabilities:

Business experience

Being a practical ‘how-to’,
expert in field of business

Sambunjak et al. (2009:75);
Audet et al. (2006:11)

Business knowledge

Having perspectives on the
what, where, when, why,
who and how of developing
a business

Hisrich et al. (2008:62)

Ability to see opportunities
and challenges

Understanding the risks in
the entrepreneurial process
and being able to generate
solutions

Benn & Brennard (2008:2)

Ability to train

Facilitating mentee learning

Barrett (2006:23); Gibb
(2000:16); Bozeman &
Feeney (2008:475); Audet et
al. (2006:5)

Goal setting and planning

Eliciting feasible objectives
and foreseeing ways of
achieving such

Clutterbuck (2005:5)

Problem solving

Generating solutions in
relation to obstacles and
challenges in the
entrepreneurial process

Watson (2004:154); Lamm
& Harder (2010:3)

Decision making

Being able to come to
applicable valid conclusions
related to specific
challenges

Sullivan (2000:167)

Being a role model

Setting a clear example of
professional conduct

Hegarty & Styles (2008:2);
Erdem & Janset (2008:4);
Derrida (2009:2); Robbins et
al. (2006:56); Barrett
(2006:23); Hisrich et al.
(2008:62)
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Capability

Brief explanation

Sources

Being an evaluator

Having the capability to
assess mentee
achievements in mastering
learning objectives and
outcomes

Audet et al.(2005:5)

Having a strategic vision

Being able to appraise
current business affairs in
the light of future threats
with the view to ensuring
success

Dracup & Bryan-Brown
(2004:450)

Risk-taking

Being able to judge the
threats within a given
business opportunity and to
make effective, realistic
decisions for achieving
success

Dracup & Bryan-Brown
(2004:450)

Creativity

The capability to generate
innovative ways in utilising
opportunities and resources
for advantageous business
success

Dracup & Bryan-Brown
(2004:450)

Leadership

Having capability to provide
positive and appreciative
direction with regard to
performing professional
responsibilities

Clutterbuck (1999:76),
Erdem & Janset (2008:4)

Source: Own compilation

1.11 WILLINGNESS TO ACT AS BUSINESS MENTOR

Willingness to act as a business mentor (willingness to mentor) refers to the mentor’s
positive approach towards the business mentoring of an inexperienced mentee with a view
to assisting and guiding the latter on his or her way to become a mature, effective
business owner and professional. Various factors can play a role in the decision of an

experienced business owner to take up the role and responsibilities of business mentoring

(Ghislieri et al., 2009:216-217; Lankau et al., 2005:264).

Lankau et al. (2005:262) found that in informal mentoring, mentors regarded demographic
similarity as an important element in their decisions to act as mentors. Deep-level similarity
was also considered as an important element. Liking or interpersonal attraction plays an

important role in informal business mentoring. However, differences in race and gender
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were found to be barriers to taking up the role of mentoring. In formal mentoring, where
both mentor and mentee are employers within a business or organisation, the effect of
functional similarity appeared to be less important to the willingness to mentor. Whereas
informal mentoring implies a developmental relationship between two persons who share
no loyalty to a particular employer, such an issue does not surface in formal mentoring.
With regard to costs associated with mentoring, it was found that this element is of greater

concern to the mentee than the business mentor.

Ghislieri et al. (2009:207-209) list a number of categories of variables that influence
willingness to mentor, namely demographic characteristics, mentoring variables,
situational variables and personality variables. Their study revealed that:

o Persons with previous experience of mentoring were more willing to mentor,
specifically related to positive or negative encounters.

o Different situational aspects in a given situation play a role in willingness to mentor,
such as intra-organisational factors, mentor perception of management support,
and the like.

o Self-directed individuals who focus on self-development are more willing to mentor

than individuals who rely on external conditions to enhance their development.

Ghislieri et al. (2009:207-209) used seven scales to measure mentoring variables:
willingness to mentor, drawbacks to mentoring, organisational support for mentoring,
mentoring functions, mentoring benefits, mentoring costs and personal characteristics

perceived as necessary for a mentor. They presented the following results from their

study:

o Male persons were more willing to mentor.

o Executives were more willing to mentor than manual workers, office workers and
supervisors.

o Differences in educational levels did not play a role in willingness to mentor.

. Non-executives listed more drawbacks to mentoring than executives; as did less-
educated persons in comparison with more highly educated persons.

° People who had previous experience as a mentor were more willing to mentor and

listed fewer drawbacks to mentoring.
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o Positive innate and acquired personal characteristics, as well as past mentoring
satisfaction, were positively related to willingness to mentor.

o Willingness to mentor relates to mentoring benefits, mentoring costs, mentoring
functions, self-efficacy, ambition and self-determination, and sensitivity of control by

others.

Pinho et al. (2005:21) indicate that willingness to mentor is influenced by the mentor’s
perception about the mentee’s interpersonal competence and being an effective
subordinate. Similarity with regard to personal and professional interest and expectations

also play a role in willingness to mentor (Pinho et al., 2005:21; Sambunjak et al., 2009:75).

From the discussion above, it is clear that the willingness to mentor is influenced by a
range of variables that are mostly closely related to the personality of the individual who
acts as business mentor. Some of the aspects listed apply more to formal intra-
organisational situations, which do not apply to the current study. All the other applicable
listed constructs affecting willingness to mentor will be used as criteria in the measuring
instrument to determine business owners’ willingness to act as business mentor in an

informal mentoring relationship.

1.11.1 Factors influencing willingness to act as business mentor

Four categories of variables that can be linked to willingness to act as business mentor are
identified by Ghislieri et al. (2009: 207-209):

o Demographic characteristics
Men and women do not differ significantly in terms of willingness to mentor. It was
found that level of education, rank in organisation and age do not limit willingness to
mentor, but length of service has a negative impact on willingness to act as mentor.
Thus demographic characteristics generally are not seen as hurdles or drawbacks

to willingness to act as mentor.

o Mentoring variables
Willingness to mentor is directly related to previous mentoring experience and

related drawbacks. Persons who previously performed mentoring are more willing
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to mentor. Additionally it was found that willingness to mentor is not negatively
affected by the difference in situations between previous mentoring experience and
new mentoring situations. Willingness to mentor is positively influenced by the
nature of the benefits and the limited costs associated with the mentoring

relationship.

Situational variables

The quality of business mentoring seems to be determined by the quality of the
relationship between the business mentor and business mentee. A positive
relationship enhances willingness and a negative relationship limits the success of
business mentoring. Work-related stress affects mentoring negatively, as well as
differences between the perceived and actual outcome of the mentoring process.
The amount of accountability associated with the mentor’s input in relation to the

outcome of the mentoring process may affect willingness.

Personality variables

Individuals with an internal locus of control and a greater urge for self-realisation are
more willing to act as business mentors than those with an external locus of control
and a lower urge for self-realisation. Mentoring others is positively affected by

altruism, other-oriented empathy and helpfulness.

It is clear that willingness to act as a business mentor is influenced and determined by

various factors related to the person, the situation, relationship and the conditions under

which the mentoring process occurs. It appears that the most significant determinants for

successful business mentoring would be the willingness of the business owner to mentor,

the mentee to be mentored, past mentoring experience and previous successful mentoring

experiences. Small business owners who are willing to act as business mentors should

therefore be assisted and developed, as such mentors would probably be willing to act as

business mentors on more than one occasion.

Even though various factors influence willingness to act as business mentors, the

exploration of such factors will not form part of this study, which focuses only on the
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willingness to act as a business mentor as such, and not on the reasons for such

willingness.

Table 1.3 summarises the factors, listed above, that determine the willingness of small

business owners to accept the role of business mentors.

Table 1.3:  Factors influencing willingness to act as business mentors

Factor Short description Sources
Demographic similarity Geographical closeness Lankau et al. (2005:262)
Deep-level similarity Emotional congruency Lankau et al. (2005:262)
Functional similarity Undertaking similar Lankau et al. (2005:262)
tasks/responsibilities

Limited loyalty to a particular | Not bound by organisational | Lankau et al. (2005:262)

employer structures

Interpersonal attraction Liking and cohesion Lankau et al. (2005:262)

Previous experience of Was previously involved as | Ghislieri et al. (2009:207-

mentoring mentor 209)

Self-directed individual Internal locus of control Ghislieri et al. (2009:207-

209)

Gender Male persons are more likely | Ghislieri et al. (2009:207-
to mentor 209)

Benefits for mentors Rewards, building stature, Ghislieri et al. (2009:207-
self-efficacy, etc. 209)

Mentee interpersonal Effective social skills Pinho et al. (2005:21)

competence

Mentee subordinance Mentee willingness to accept | Pinho et al. (2005:21)
authority

Mentor personal and Self-improvement Pinho et al. (2005:21);

professional interest Sambunjak et al. (2009:75)

Source: Own compilation
1.12 OUTLINE OF THE STUDY

This study comprises the following structure:

Chapter 1  Literature review

Chapter 1 provides an introduction to this study and the literature review related to
definitions, purpose and benefits of business mentoring, the business mentoring process,
matching of business mentor and mentee, the types of business mentoring, willingness to

act as business mentor, and capabilities needed to be a good business mentor.
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Chapter 2 Research design and methodology

This chapter specifies the statement of the problem, research objectives and research
hypotheses. It discusses all relevant features that apply to making this research
undertaking become a reality by explaining the research design, assumptions, limitations,

sampling, the measuring instrument and the analysis of data.

Chapter 3 Research findings

Producing research findings is the focus of this chapter. The findings, reached through
inductive and deductive reasoning, are based on data obtained through the measuring

instrument (questionnaire). The tenability of the hypothesis is verified.

Chapter 4 Conclusion and recommendations

This final chapter makes applicable conclusions based on findings. Applicable

recommendations that follow from conclusions are suggested.

1.13 CONCLUSION

This study focuses on the capability and willingness of South African small business
owners to act as business mentors. The literature study reveals that to perform the role
and function of a successful business mentor requires particular personal, relational and
professional capabilities. Such capabilities should be viewed as an integrated whole.
Willingness to act as a business mentor is influenced by a number of factors that need to

be considered when deciding to perform such a role.

It is quite clear that, in spite of minor disadvantages, both the business mentor and the
business mentee can benefit from a successful business mentoring relationship. The
effective outcome of the business mentoring relationship/process is closely related to the

purposeful matching of business mentor and business mentee.

This study endeavours to determine to what extent a group of South African small

business owners possess the personal, relational and professional capabilities and
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willingness to act as business mentors. The following chapter indicates the research

design and methodology that were followed.
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2.1 INTRODUCTION

Allen, Eby, O’Brien, and Lentz (2008:346) indicate that surveys or questionnaires are good
measures for identifying the existence and frequency of phenomena and variables. Based
on their research pertaining to the state of mentoring research, Allen et al. (2008:355)
depict mentoring research as “primarily adopting quantitative, correlation, cross-sectional
research designs in field settings where data are collected from a single source using a

single method of data collection”. This approach fully applies to this study.

This study is a formal study utilising primary and secondary research with the following
characteristics: ex post facto, cross-sectional, quantitative and qualitative (Cooper &
Schindler, 2008:142). In this study, quantitative research attempted to accurately measure
perceptions of small business owners with regard to their capabilities and willingness to
act as business mentors. Simultaneously, qualitative research focused on an in-depth
understanding of capabilities and willingness to act as business mentors (Cooper &
Schindler, 2008:164). Conclusions and results were drawn from the research, based on

both the literature review and results obtained from questionnaires.

External literature was utilised to develop applicable content constructs to serve as a basis
for developing a measuring instrument (questionnaire). The measuring instrument was
fully developed and practically validated. This chapter discusses issues such as statement
of the research problem, research objectives, hypotheses, sampling procedures,

assumptions and limitations, as well as data analysis techniques.

2.2 RESEARCH PROBLEM

2.2.1 Purpose of this research

This research aims to obtain perceptions of South African small business owners
pertaining to their capabilities and willingness to act as business mentors. In the process a

profile of a good business mentor was compiled, using secondary research.
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2.2.2 Research question

In the light of the fact that business mentoring can play an important role in developing
SMMEs, the question arises: To what extent do small business owners have the
necessary capabilities and willingness to assist start-up entrepreneurs to make a success
of their businesses? Furthermore, what are some reasons why South African small
business owners are not willing to perform the role of business mentors for developing
SMMEs?

2.3 RESEARCH OBJECTIVES

2.3.1 Primary objective

The primary objective of this research is to establish the willingness of South African small

business owners to act as business mentors.

2.3.2 Secondary objectives

As secondary objectives, this study endeavours to prove the following:

o Small business owners do have the personal capabilities needed to be good

business mentors.

o Small business owners do have the relational capabilities needed to be good

business mentors.

° Small business owners do have the professional capabilities needed to be good

business mentors.

24  HYPOTHESES

The following hypotheses are postulated:

Hi South African small business owners do not have the willingness to act as business
mentors.
Hia  South African small business owners do have the willingness to act as business

mentors.

- 47 -



poe

w UNIVERSITEIT VAN PRETORIA
. UNIVERSITY OF PRETORIA
\ 4

YUNIBESITHI YA PRETORIA

H> Small business owners do not have the personal capabilities needed to be good
business mentors.
H.a Small business owners do have the personal capabilities needed to be good

business mentors.

Hs Small business owners do not have the relational capabilities needed to be good
business mentors.
Hsa Small business owners do have the relational capabilities needed to be good

business mentors.

Ha Small business owners do not have the professional capabilities needed to be good
business mentors.
Hsa  Small business owners do have the professional capabilities needed to be good

business mentors.

25 RESEARCH METHODOLOGY

2.5.1 Research design

This study followed a quantitative research design, collecting data from a single source
(small business owners). This ties in with the findings of Allen, et al. (2008:248; 353) in
their study on the state of research on mentoring, that such an approach is prevalent in
most of the studies (89.9%).

By using a single measuring instrument the current study limited the benefits of
triangulation by not using multiple methods to test the perceptions of small business
owners with regard to their capabilities and willingness to act as business mentors (Allen
et al., 2008:350). The study is also limited in terms of construct validity, as the single
measuring instrument was not complemented by psychological support in the form of
verifying personal attributes and capabilities empirically (Allen et al., 2008:353). The
research design focused on measurement and construct development, with the purpose of

setting a construct related to the typology of a mentor profile (Allen et al., 2008:347).
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The study did not apply a standardised measuring instrument, as no such instrument
exists pertaining to profiling the capabilities or willingness of small business owners to act
as business mentors (Ghislieri et al., 2009:210). The instrument used was self-developed,
based on the phenomenon constructs and content resulting from literature review. Such a
self-developed measuring instrument does not provide acclaimed, formal, valid and

reliable data, as standardised instruments do (Allen et al., 2008:344).

2.5.2 Research population

Cooper and Schindler (2008:374) define a research population as all the elements (South
African small business owners in this study) about which the researcher intends to draw
inferences. Diamantopoulos and Schlegelmilch (2000:10) describe a population as the

‘totality of entities’.

2.5.3 Sampling design and data collection methods

The target population pertaining to this study comprise small business owners as defined
in Chapter 1. A census of the target population (all small business owners in South Africa)
was not practicable, owing to time and financial restraints. Personal contact and e-mail
were utilised to contact participants. The questionnaire was completed by hand or via e-

mail.

2.5.4 Sampling selection and size

A non-probability convenience sampling technique was used, because the total population
(all small business owners) were not available and accessible (Cooper & Schindler,
2008:397). Such sampling implies that findings do not ipso facto apply to all small
business owners in a particular society. A snowballing and referral technique was used to
mine the network of the research (Pellisier, 2007:32), owing to financial and time

constraints. The sample consisted of 80 small business owners in South Africa.
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2.6 DATA COLLECTION TECHNIQUES

2.6.1 Questionnaire design

2.6.1.1 Construct validity and content validity of questions

Construct validity and content validity were initially developed by research design. As no
specific instrument had been developed to test the perceived capability and willingness of
people to act as business mentors, the validity and reliability of the measurement scale
had to be validated. Content and construct validity were, as far as possible, assured by
involving an expert in the development of the questionnaire (Cooper & Schindler,
2007:290).

The questionnaire was analysed by the Department of Statistical Services at the University
of Pretoria. In designing the questionnaire, guidelines for such design were followed as

closely as was practically possible (Cooper & Schindler, 2007:349).

Furthermore, the questionnaire was pilot tested by two academics and two business

mentors, as well as by Dr Melodi Botha, the study supervisor.
2.6.1.2 Reliability

Reliability constitutes the degree to which a measure provides consistent results and to
what extent it is free of error (Cooper & Schindler, 2008:292). The validation of reliability of
the different measures in the measuring instrument (questionnaire) was sought by
statistical analysis of pilot study results by the Department of Statistical Services at the

University of Pretoria. Internal consistency was tested on the same basis.

Table 2.1 indicates the reliability estimates listed by Cooper and Schindler (2008:293) that
could apply to research as implemented in this study. However, owing to time and financial
constraints, and the relatively small size of the sample, a specific technique was selected
to confirm internal consistency, namely Cronbach’s Alpha. The Department of Statistical

Services at the University of Pretoria determined internal consistency using this technique.
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Table 2.1:  Reliability estimates
Type Coefficient What is Measured Methods
Test-Retest Stability Reliability of a test or instrument inferred Correlation
from examinee scores; same test is
administered twice to same subjects over an
interval of less than six months.
Parallel Equivalence | Degree to which alternative forms of the Correlation
Forms same measure produce the same or similar
results; administered simultaneously or with
a delay. Inter-rater estimates of the similarity
of judges’ observations or scores.
Split-Half, Internal Degree to which instrument items are Specialised
KR20, consistency | homogeneous and reflect the same correlational
Cronbach’s underlying construct(s). formulas
Alpha
Source: Cooper and Schindler (2008:293)

The application of the Cronbach’s Alpha technique (by the Department of Statistical
Services at the University of Pretoria) revealed acceptable levels of internal consistency
applicable to personal, relational and professional capabilities. Chapter three contains a
more detailed explanation.

2.6.1.3 Factor analysis

Factor analysis provides the opportunity to study the interrelationships between variables
(Pellissier, 2007:36). The literature study in Chapter 1 revealed that business mentoring
capabilities comprise three different categories, namely personal, relational and
professional capabilities. Factor analysis was used to reduce the large set of variables
pertaining to business mentoring capabilities, as they appear in Table 1.2, to a smaller set
of variables (factors) that had a more basic meaning but contained most of the information

of the original set of variables.
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Such factors might, or might not correspond with the original categories. Chapter 3 will
reveal the results of such analysis. Factor analysis was used to confirm the validity and
reliability, of the measuring instrument, for the different categories (personal, relational and

professional) of business mentoring capabilities.

Eigenvalues present the total of the variances of the factor values (Cooper & Schindler,
2008:564). As such, an Eigenvalue presents an estimate of the total amount of variance
which a factor explains. In this regard, the Eigenvalue presents the proportion of the total

variance that is accounted for in the variables by a factor (Cooper & Schindler, 2008:703).

2.6.1.4 Types of question

The types of question used were mainly those on a forced-choice scale. The respondents
had to rate their capabilities and willingness to act as business mentors on a five point

Likert-rating scale. Open-ended, unforced choice rating scale measures were few.

2.6.2 Measuring scale

Measurement scales include nominal, ordinal and ratio types of scales (Cooper &
Schindler, 2008:282-286). The authors continue by stating that utilising nominal scales
implies collecting information on a construct that, by nature or design, can be divided into
different categories that are exclusive of one another and in total exhaustive (e.g. male or
female). Ordinal scales are an indication of order in comparative linear context (e.g.
ranking oneself on a scale of one to five). Ratio types of scales have the same powers that
the previous scales have, as well as an absolute point of origin (zero). This implies that
ratio types of scales picture the real amounts of a construct (e.g. business expertise).

Table 2.2 lists and explains all optional measurement scales.

Table 2.2: Measurement scales

Type of Scale Characteristics of Data Basic Empirical Example
Operation
Nominal Classification (mutually Determination of Gender
exclusive and collectively equality (male,
exhaustive categories), but no female)
order, distance or natural origin
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Type of Scale Characteristics of Data Basic Empirical Example
Operation
Ordinal Classification and order, but no | Determination of greater | Doneness of
distance or natural origin or lesser value meat (well,
medium well,
medium rare,
rare)
Interval Classification, order, and Determination of Temperature
distance, but no natural origin | equality of intervals or in degrees
differences
Ratio Classification, order, distance, | Determination of Age in years

and natural origin

equality of ratios

Source: Cooper and Schindler (2008:282)

2.6.3 Pilot study

A pilot test on the measurement instrument (questionnaire) was done with two current

practising small business owners, two academics, and the study statistician, with the

purpose of establishing face validity, indicating the measure to which the instrument

captured the interest and understanding of respondents. The responses were used to

determine the content and construct validity of the questionnaire via the Department of

Statistical Services at the University of Pretoria. This practice was also applied in order to

validate the questionnaire’s convenience in terms of user-friendliness for respondents

(Cooper & Schindler, 2008:295). Questions were adjusted upon feedback to ensure that

there were no ambiguities in the questionnaire and all questions were clear and easy to

understand.

2.7 ASSUMPTIONS

The following assumptions apply:

o Communication was conducted via English in written form. It was assumed that all

the respondents were competent in reading English and conversant with the

terminology that was used in the questionnaire.
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It was assumed that small business owners are quite aware of their capabilities and
are able to rate themselves accordingly.

The literature review did not differentiate clearly with regard to characteristics
pertaining to business and personal mentoring. The nature of the two was assumed

to be similar.

LIMITATIONS

Limitations that are applicable constitute the following:

2.9

Equal representation of gender and race did not apply in the compilation of the
sample.

A limitation did apply with regard to the geographical area of selection of
respondents. Owing to time and financial limitations, selection of respondents did
focus on the Gauteng province.

The small, non-probability sample was not representative of the population and
therefore results will not lend itself to generalisation to a wider context.

The capabilities of business mentors and the factors influencing willingness to
mentor were subjectively chosen. The list may not be complete.

Perceptions of respondents were subjective and not scientifically verified.
Triangulation as a multiple method of data collection did not apply to this study,
because only one measuring instrument (a mono method) was used, thus

decreasing construct validity.

ANALYSIS OF DATA

2.9.1 Descriptive statistics

Both quantitative and qualitative data were analysed. Questionnaires were electronically

coded, in consultation with the Department of Statistical Services at the University of

Pretoria. Completeness of completed questionnaires was ensured.

-54 -



-
&
W UNIVERSITEIT VAN PRETORIA

. UNIVERSITY OF PRETORIA
Que® VYUNIBESITHI YA PRETORIA

Data were analysed by focusing on statistical frequencies, measurement of central
tendency, measures of variability and measures of shape, taking into account different
types of measurement scales as well as parametric and nonparametric tests for
significance (Cooper & Schindler, 2008:438-440).

2.9.2 Inferential statistical techniques

Data were interpreted and the results are presented in Chapter 3 of this study. Nominal,
ordinal and ratio types of scales applied, as defined above. Such an approach provided
opportunities, in that numbers that had no numerical value (nominal scales) were used for
identification plus classification; ordinal scales were used for rating respondent capabilities
regarding business mentoring. Ratio scales were used to compare data pertaining to

measured persons (Diamantopoulus & Schlegelmilch, 2000:14-16).

2.9.3 Description of inferential statistical test

The test that was applied was the following:

o Analysis of variance (ANOVA)
The F-ratio is the statistical test for ANOVA (Cooper & Schindler, 2008:493-494).
ANOVA measures the variability of values that deviate from its mean within a group.
In this particular study, ANOVA focused on partitioning into between-groups
variance and within-groups variance. The effect of factors is presented by the
between-groups variance. Deviations of the data points from the sample mean

within each group are described by using the within-groups variance.

The formula for applying this test is:

- between-groups variance — Mmean square petween
within-groups variance mean square witin
where
Mean square petween _  SUm Of squares petween
~  degrees of freedom petween
Mean square within — sum of squares witin

degrees of freedom yithin
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Results of the application of ANOVA in this study appear in Chapter 3.

2.10 CONCLUSION

This chapter described the endeavour to meticulously validate the application of a
scientific research design and methodology. Care was taken to ensure that all applicable
measurements were validated effectively, as measured by a questionnaire based on a
thorough study of relevant theoretical literature. A particular level of sophistication was

verified with a view to implementing a plan of action stipulated in the research design.

The objective of this study was to determine the perceptions of a selected group of South
African small business owners concerning their capability and willingness to act as
business mentors. Issues that were dealt with as secondary objectives were respondents’
views on their personal, relational and professional capabilities as well as their willingness
to act as business mentors. Hypothetical propositions put forward were that South African
small business owners perceive themselves as possessing the necessary personal,

relational and professional capabilities and willingness to act as business mentors.

A self-developed measuring instrument (questionnaire) was completed by 80 South
African small business owners in the Gauteng province. A small business implied an

annual turnover of less than R10 million, with fewer than 50 employees.

Basic statistical calculations such as the mean and standard deviation applied. Cronbach’s
Alpha was used to determine internal consistency of the measuring instrument. ANOVA
indicated the variability between perceptions of different selected groups with regard to
personal, relational and professional capabilities. The findings of the above tests will be

presented in Chapter 3.
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3.1 INTRODUCTION

The focus of this study falls mainly on the perceived capabilities and willingness of South
African small business owners to act as business mentors. Chapter 1 revealed that
mentoring capabilities can be divided into three groups, namely personal, relational and
professional capabilities. The chapter also indicated that specific issues pertaining to
personal life situation and experiences, as well as personal choice, play a role in the

willingness to act as business mentors for inexperienced business mentees.

These elements prompted the study determining to what extent a selected group of South
African small business owners do possess the various mentoring capabilities. Additionally,
it led to ascertaining to what extent such group is willing to act as business mentors and
what aspects influence their choice to be involved in such a relationship or not. A self-
developed questionnaire was designed to survey the capabilities and willingness of a
group of eighty small business owners in South Africa. Chapter 2 depicts the strategies
and procedures that were followed to ensure that the data were objective and as

scientifically valid and reliable as required.

This chapter commences by setting out the descriptive statistics of the participants, which
are depicted in tables and figures. The first element dealt with in this regard is sample
demographics, which refer to gender, age, race, geographical area, years of having owned
a business and type of industry. In the second instance, descriptive statistics indicate
whether participants were previously involved in business mentoring as a mentor or
mentee. Thirdly, all perceived applicable business mentoring capabilities are described.
Descriptive statistics end with delineating participants’ willingness to act as business
mentors or their reasons for not being willing, and their willingness to be involved in cross-

cultural and cross-gender business mentoring.

Factor analysis was used to determine the reliability and validity of the measuring
instrument and this is illustrated in the second section of this chapter. The results of
ANOVA (as explained in Chapter 2) on various variables are discussed. This chapter
concludes with a discussion on the findings of relationships between respondents’ ratings

of their meriting capabilities and their willingness to act as mentor.
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3.2 DESCRIPTIVE STATISTICS

Descriptive statistics are used to delineate initial insights pertaining to the nature of
responses, to determine the means of presenting data in an understandable manner using
tables and figures, elicit summary measures of common and average responses with
variations in responses, and give an opportunity to ensure that distributional assumptions

of statistical tests can be satisfied (Diamantopoulos & Schlegelmilch, 2000:73-74).
3.2.1 Sample demographics

This section shows the demographic composition of the eighty (80) small business owners

who participated in this study.

3.21.1 Gender distribution of the sample

The gender distribution of the sample indicates that there were 48 (60%) male
respondents, with female participants totalling 32 (40%). This representation is depicted in

Figure 3.1.

Figure 3.1: Distribution of the sample gender

60%
50% -
40%
30% -
20%
10%

0%-

Male Female

3.21.2 Age distribution of the sample

Table 3.1 indicates the age distribution of the sample. The ages of the respondents ranged

from 21 to 70 years. The majority (50 respondents or 62.5%) of the respondents were
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between 31 and 50 years. Only 7 respondents (8.75%) were 61 years of age and older; 10
respondents (12.5%) were between 21 and 30 years of age, while the ages of the

remaining 13 respondents (16.25%) ranged from 51 to 60 years.

The average age of the respondents was 43 years. The average or mean age describes
the arithmetical average of the respondents’ age (Cooper & Schindler, 2008:438). The

mean is calculated by totalling the set of values and dividing the total by the number of

values (n).

Lastly, Table 3.1 indicates the standard deviation of the respondents’ ages as being 11.76.
Cooper and Schindler (2008:439) explain that the standard deviation depicts how far from
the average the values in the set typically are. In this sample, the relatively high standard

deviation indicates a high deviation in ages from the average age.

Table 3.1: Age group distribution of the sample

Age (in Frequency | Percentage | Mean Standard | Minimum | Maximum
years) (n) (%) age deviation age age
21-30 10 12.5

31-40 25 31.25

41-50 25 31.25

51-60 13 16.25

61-70 7 8.75

Total 80 100.00 43.43 11.76 21 70
3.2.1.3 Racial distribution of the sample

Figure 3.2 shows the racial distribution of the sample. Five (6.25%) black respondents
participated in this study. No coloured people took part in the study. Only 1 respondent
(1.25%) came from the Indian race, while 73 (91.25%) came from the white (Caucasian)

community, and the Chinese group was represented by 1 respondent (1.25%).
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Owing to financial and time constraints, as well as the use of the snowball effect to obtain
respondents, a representative sample of the target population of South African small
business owners could not be obtained. This practice resulted in the uneven distribution of
respondents, with the overwhelming majority (91.25%) being from the white (Caucasian)

community.

Figure 3.2: Racial representation of the sample
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3.21.4 Geographical areas of the sample

In this study, it was decided to limit the geographical areas to the Pretoria, Johannesburg,
Vaal Triangle, East Rand and West Rand areas. Figure 3.3 indicates the spread of the
respondents over these geographical areas. The vast majority of respondents (91% or 73

respondents) came from the Pretoria area.
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Geographical distribution of respondents
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3.2.15

The small business owners who participated in this study had to indicate for what period
(in years) they had owned a business. Respondents had owned their businesses for one
to fifty years. The majority, 55 respondents (68.75%), indicated that they had owned their

businesses for a period of 10 years or less. In total 73 respondents (91.25%) had owned

Number of years that respondents had owned a business

businesses for a period of up to 20 years.

The data in Table 3.2 show that the average number of years for which the respondents

owned a business was 9.4 years, with a standard deviation of 8.29.

Table 3.2:  Years of owning a business
Years Frequency | Percentage | Mean | Standard | Minimum | Maximum
owning a (n) (%) deviation years
business
1-10 55 68.75
11-20 18 22.50
21-30 6 7.50
31-40 0 0.00
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Years | Frequency | Percentage | Mean | Standard | Minimum | Maximum
owning a (n) (%) deviation years years
business

41-50 1 1.25

Total 80 100 9.43 8.29 1 50

3.2.1.6 Industry types in which businesses operate

Figure 3.4 reveals the different types of industries in which the respondents operated their
businesses. Participating respondents were asked to give a brief description of the type of
industry within which their businesses operated. For the purpose of this study businesses
were grouped in industries on the basis of the main nature and focus of their business as
listed in their responses. For example, the business of a respondent who indicated running
a superette was placed in the ‘Retail’ group. Respondents who practised as accountants
were grouped as ‘financial’. The businesses of respondents who were offering training
were included in the ‘Education and Training’ group. The ‘Food’ type of industry
encompassed businesses of home industries, while ‘Fashion’ was selected for
dressmaking. Owning a band and offering discos were placed in the ‘Entertainment’ group.
Participants who were running a business as building contractors were classified in the
‘Construction’ group. The ‘Manufacturing’ group comprised respondents who were

involved in cabinet- and sign-making.

The types of industries in which the different businesses of the respondents are classified
are presented in Figure 3.4. The businesses were classified in nine (9) different industry
types. The majority, 30 respondents (37.5%) resorted in the ‘Services’ group, with the
second largest number (21 respondents or 26.25%) of businesses belonging to the ‘Retail’
industry. The industry that was represented the least was the ‘fashion’ industry (1

respondent or 1.25%).
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Figure 3.4: Industry types of respondents’ businesses
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3.2.2 Mentoring experience of the sample

From the literature study it appeared that business mentoring can only be successful in
direct relation to the willingness of a business owner to act as a business mentor. Force
and coercion are detrimental to the effectiveness of the purposes of business mentoring.
Bearing this in mind, respondents were asked to indicate whether they had previous
experience of being involved in a mentoring relationship. It was argued that there could be
a relationship between the rating of oneself on one’s mentoring capabilities and previous
experience in a mentoring relationship, and willingness to act as business mentor. The

participants’ responses in this respect are dealt with in the next two paragraphs.

3.22.1 Having been mentored in a business context

Respondents were asked whether or not they had ever been mentored (as a mentee) in a
business context. Figure 3.5 shows the results of respondents’ replies. Data indicated that
more than three-quarters: 63 respondents (78.75%) had no experience of being mentored
as a mentee within a business context. Only 17 respondents (21.25%) had had experience

in this regard.
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Figure 3.5: Mentored in a business context
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3.2.2.2 Performed the role of a business mentor previously

Information was also obtained on the number of respondents who had previously
performed the role of a business mentor. Figure 3.6 indicates the replies of the
respondents with regard to experience of acting as a business mentor in the past. The
majority, 53 respondents (66%) had no experience of acting as a business mentor

previously, with the remaining 27 respondents (34%) having performed such a role.

Figure 3.6: Performed role of business mentor
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3.2.3 Capabilities

The literature review (Chapter 1) indicated the need for three distinct groups of capabilities
needed in order to be a good business mentor. These groups are:

e personal capabilities,

¢ relational capabilities, and

e professional capabilities.

3.2.3.1 Information on respondents’ capabilities

Respondents were asked to rate themselves according to these business mentor

capabilities. Table 3.3 contains the responses of the respondents.

Table 3.3: Perceived capabilities regarding business mentoring

CAPABILITIES RATING (%)
PERSONAL CAPABILITIES Poor | Average | Good
Inspiring people (ability to instil a sense of purpose, 1 40 59
client orientation)
Begin where people are (ability to enter mentee’s 5 55 40

world, understand experiences and challenges,
culture and language)

Empathy (appreciation of feelings, experiences and 4 41 55
frustrations)

Believe in people (ability to create confidence, see 0 45 55
bigger picture)

Effective, active listening skills (hear and 6 50 44
understand the ‘language’ of people

Reflection and teaching by learning through 4 40 56

feedback (analytical, systematic and conceptual
thinking and gaining perspectives thereby, problem

solving)

Credibility, trustworthiness and integrity (adhering 1 28 71
to personal moral values)

Communication skills (ability to understand the 4 54 42
language of mentee and ensure congruency of own

language

Supportiveness (recognition of progress of people, 1 45 54
share in achievements)

Self-less (putting people’s interest before one’s own) 4 49 47
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CAPABILITIES RATING (%)
RELATIONAL CAPABILITIES Poor | Average | Good
Accessibility (being approachable and making time | 11 55 34
available)
Building long-term relationship (creating and 1 33 66
maintaining a workable, viable relationship over time)
Interpersonal skills (working and liaising with other 1 29 70
people in an acceptable manner with the view to
building a relationship)
Commitment (dedicating oneself on a long-term 0 19 81
basis in order to achieve personal and professional
goals)
PROFESSIONAL CAPABILITIES
Business experience (expert in field of business) 5 33 62
Business knowledge (perspectives on the what, 6 41 53
where, when, why, who and how of developing a
business)
Ability to see opportunities and challenges 3 35 62
(understanding risks and having the ability to
generate solutions)
Training (facilitating learning) 5 41 54
Goal setting and planning (capability to elicit 4 51 45
feasible objectives and to foresee ways of achieving
such)
Problem solving (generation of solutions in relation 3 31 66
to obstacles and challenges)
Decision making (ability to come to applicable valid 3 27 70
conclusions related to specific challenges)
Being a role model (setting a clear example of 2 49 49
professional conduct)
Evaluator (capability to  assess people’s 1 63 36
achievements in mastering learning objectives and
outcomes)
Strategic vision (capability to appraise current 5 46 49
business affairs in the light of future threats with a
view to ensuring success)
Risk-taking (capability to judge the threats within a 6 45 49
given business opportunity and to make effective,
realistic decisions for achieving success)
Creativity (capability to generate innovative ways in 4 35 61
utilising opportunities and resources for
advantageous business success)
Leadership (capability to provide positive and 4 36 60
appreciative direction with regard to performing
professional responsibilities)
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The following observations can be drawn from the table above.

e The majority of the respondents rated themselves as ‘good’ in more than 63% of the
total list of capabilities.

e The capability that received the highest rating of all was the relational capability of
commitment, namely higher than 80%. The capability that received the lowest
ranking (lower than 12%) was the relational capability of accessibility.

e In only seven (26%) of the total list of 27 capabilities did the respondents rate their
highest level of capability as ‘average’.

e In 75% (three of the four) of the listed relational capabilities, more than 66% of the
respondents rated themselves as ‘good.’

e The majority of respondents rated themselves as ‘good’ in ten of the thirteen

professional capabilities that were structured.

In general, the majority of the respondents rated themselves fairly positively on most of the
personal, relational and professional capabilities that are important for a business mentor

to make a success of a business mentoring relationship.

3.2.4 Willingness to act as a business mentor

Subsequent to their rating of their mentoring capabilities, the respondents were asked to
indicate their willingness to act as business mentors in mentoring inexperienced business
mentees within the framework of a business mentoring relationship. The respondents’

replies picture the following:
The majority, 46 respondents (57%) indicated an unwillingness to act as business mentors

towards novice business mentees. The remaining 34 respondents (43%) indicated that

they would be willing to act as business mentors. The percentages appear in figure 3.7.
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Figure 3.7: Willingness to act as business mentor

3.24.1 Respondents’ reasons for unwillingness to act as business

mentors

The 46 respondents (57%) who were unwilling to act as business mentors listed the
reasons for their unwillingness. Such reasons appear in Figure 3.8. The overwhelming
reason given by the 46 respondents (57%) that opted for not being willing to act as
business mentors was time constraints (76% respondents indicated this reason). This
coincides closely with the lack of time and mentor availability as a disadvantage of

business mentoring indicated in the literature.

The lack of long-term returns was linked to the construct, ‘too few perceived benefits for
business mentoring’ and ‘a waste of time’ which were choices number two (11% or 5
respondents) and three (2% or 1 respondent). Because up to 80% of small businesses in
South Africa fail within the first two years (Department of Trade and Industry, 2000:3;
Pretorius, 2009:309), the construct of ‘fear of helping competition’ was presented as a
reason for not being willing to act as business mentor. Only 7% (or 3 of the 46
respondents) chose this as a reason for their choice not to act as business mentors. Only
2% (1 respondent) of these respondents regarded the role of business mentor as being

too complicated and regarded himself as not being properly qualified to perform such task.
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Figure 3.8: Reasons for unwillingness to act as business mentor
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competition benefits to
mentoring
3.2.4.2 Respondents’ choice of time willing to spend on business mentoring
per week

Frequency of interaction and contact play an important role in making a business
mentoring relationship successful. The frequency of weekly contact was regarded as
significant in this regard. The 34 respondents (43%) who listed willingness to act as
business mentors were asked to indicate the number of hours that they would be willing to

spend on business mentoring per week. Refer to Figure 3.9.

Almost 80% (27 out of the 34 respondents) of the respondents who replied positively to
being prepared to act as business mentors were willing to spend up to 5 hours per week
on business mentoring. Only 5 respondents, approximately 6%, were prepared to offer

more than 15 hours per week.

Figure 3.9: Time willing to spend on business mentoring per week
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3.24.3 Period of time willing to be engaged in a business mentoring

relationship

It was clearly indicated in this study that an important aspect of business mentoring lies in
the fact that it has to be in the form of a relationship. Business mentoring is not a once-off
opportunity or engagement. Making a positive difference in the development of novice
business mentees needs to happen over time. Therefore, the questionnaire asked
respondents to indicate the period of time that they would be willing to be engaged in such

a mentoring relationship.
The following figure (Figure 3. 10) shows that most (almost 40%) of the respondents who

were willing to act as business mentors were prepared to be involved for a period of up to

six months. Time varied from six months to two years.

Figure 3.10: Period of time willing to be engaged in business mentoring relationship
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3.24.4 Cross-cultural business mentoring

Respondents who indicated a willingness to participate as mentors in a business
mentoring relationship were asked to indicate whether or not they would be willing to
engage in cross-cultural business mentoring. Most (90%) of the respondents (42 out of the
46 respondents) indicated that they would be willing to engage in such a relationship, as

shown in Figure 3.11.
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Figure 3.11: Willingness to engage in cross-cultural business mentoring
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3.245 Cross-gender business mentoring
Of the group respondents who were willing to act as business mentors, 88% (40 out of the
46) were in favour of cross-gender mentoring. These percentages are shown in Figure

3.12.

Figure 3.12: Willingness to engage in cross-gender business mentoring
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3.3 CONFIRMATION OF THE VALIDITY AND RELIABILITY OF THE MEASURING
INSTRUMENT

In Chapter 1 the applicable phenomenon constructs (variables) related to business
mentoring capabilities and willingness to act as business mentoring were explained. In
Chapter 2 it was established that the validity and reliability of the measurements of such
variables were to be confirmed. Factor analysis was executed to confirm the validity and

reliability of the measuring instrument.

3.3.1 Factor analysis

As explained in Chapter 2, factor analysis was performed in order to reduce the large
number of variables pertaining to business mentoring capabilities to a smaller, more

manageable set of factors. The results of this analysis can be found in Table 3.4.

Table 3.4: Rotated factor analysis of capabilities for business mentoring

: Loadings
Variable
Number Description of variable Factor 1 | Factor 2 | Factor 3
V34 Risk-taking (capability to judge the threats | 0.908 0.000 0.000

within a given business opportunity and to
make effective, realistic decisions for
achieving success)

V33 Strategic vision (to appraise current 0.729 0.000 0.000
business affairs in the light of future threats
with the view to ensuring success)

V35 Creativity (capability to generate 0.641 0.000 0.000
innovative ways to utilise opportunities and
resources for advantageous business
success)

V32 Evaluator (capability to assess people’s 0.572 0.000 0.000
achievements in mastering learning
objectives and outcomes)

V29 Problem solving (generation of solutions | 0.551 0.000 0.000
in relation to obstacles and challenges)
V30 Decision making (ability to come to 0.508 0.000 0.000

applicable valid conclusions related to
specific challenges)

V26 Ability to see opportunities and 0.482 0.000 0.354
challenges (understand risks and ability to
generate solutions)

V27 Training (facilitate learning) 0.291 0.000 0.000

V20 Accessibility (approachable and making | 0.320 0.000 0.000
time available)
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Variable
Number

Loadings

Description of variable

Factor 1

Factor 2

Factor 3

V16

Credibility, trustworthiness and
integrity (adhering to personal moral
values)

0.434

0.000

0.000

V15

Reflection and teaching by learning
through feedback (analytical, systematic
and conceptual thinking and gaining
perspectives thereby, problem solving)

0.477

0.000

0.000

V36

Leadership (capability to provide positive
and appreciative direction with regard to
performing professional responsibilities)

0.394

0.320

0.000

V21

Building long-term relationship (creating
and maintaining a workable, practicable
relationship over time)

0.368

0.284

0.000

V22

Interpersonal skills (working and liaising
with other people in an acceptable manner
with the view to building a relationship)

0.349

0.000

0.000

V11

Beginning where people are (ability to
enter mentee’s world, understand
experiences and challenges, culture and
language)

0.499

0.000

0.000

V31l

Being a role model (setting a clear
example of professional conduct)

0.339

0.000

0.000

V18

Supportiveness (recognition of progress
of people, sharing in achievements)

0.000

0.840

0.000

V19

Self-less (putting people’s interest before
one’s own)

0.000

0.693

0.000

V23

Commitment (dedicating oneself on a
long-term basis in order to achieve
personal and professional goals)

0.000

0.387

0.000

V12

Empathy (appreciation of feelings,
experiences and frustrations)

0.000

0.302

0.000

V14

Effective, active listening skills (hearing
and understanding the ‘language’ of
people

0.255

0.262

0.000

V28

Goal setting and planning (capability to
elicit feasible objectives and to foresee
ways of achieving such)

0.302

0.422

0.000

V13

Belief in people (ability to create
confidence, see bigger picture)

0.000

0.373

0.000

V17

Communication skills (ability to
understand the language of mentee and
ensure congruency of own language

0.357

0.395

0.000

V10

Inspiring people (ability to instil a sense
of purpose, client orientation)

0.000

0.415

0.000

V24

Business experience (being an expert in
field of business)

0.000

0.000

0.991
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. Loadings
Variable
Number Description of variable Factor 1 | Factor 2 | Factor 3
V25 Business knowledge (perspectives on 0.000 0.000 0.500
the what, where, when, why, who and how
of developing a business)

Loading of variables was done. The resulting Eigenvalues which were greater than, or
equal to 1, were 8 in total. For the purpose of this study, the highest three Eigen values
were included as factors. The Eigen value for factor one (1) is 8.07180, for factor two (2) it
is 2.06408 and for factor three (3) it is 1.67112. As mentioned in Chapter 2, Eigenvalues
present an estimate of the total amount of variance which a factor explains. Factor 1

therefore explains 10% of the variance, factor 2 explains 33% and factor 3 explains 38%.

Factors 1 and 2 included personal, relational and professional capabilities. This is probably
due to the fact that such capabilities are very closely related and interwoven. As indicated
in Chapter 1, no clear distinction can be made between certain capabilities. Since
business experience and business knowledge came through so strongly, a third factor was
identified. The three factors are labelled as follows:

Factor 1: Relational and professional capabilities

Factor 2: Personal capabilities

Factor 3: Business experience and knowledge

As indicated in Chapter 2, Cronbach Alpha was used to determine or confirm internal
consistency of the measuring instrument. According to a study conducted by Athayde
(2003:10) regarding acceptable alpha scores, an acceptable score ranges from 0.600 to
0.999. For the purposes of this study, a Cronbach Alpha result of more than 0.6 is
regarded as meaningful internal consistency. Table 3.5 shows the results in this regard as

applied to the three factors which are explained above.

Table 3.5: Cronbach Alpha results for business mentoring capabilities

Factor Description of factor Cronbach Alpha
Value

Factor 1 Relational and professional capabilities | 0.8352

Factor 2 Personal capabilities 0.7348

Factor 3 Business experience and knowledge 0.7365
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The combined Cronbach Alpha value for all variables was 0.9039. Therefore, these results
indicate a very high level of internal consistency of the measuring instrument regarding the

three factors.

As Table 3.6 shows, the correlation between the three factors is stable enough to be

utilised as individual factors.

Table 3.6: Factor correlation for rotated factors

Factor Factor 1 Factor 2 Factor 3

Factor 1 1.000

Factor 2 0.479 1.000

Factor 3 0.308 0.064 1.000

34 INFERENTIAL STATISTICS REGARDING RELATIONSHIPS AND

ANALYSIS OF VARIANCE AMONGST VARIABLES

The preceding explanation indicated the results of the factor analysis in which three factors
were involved, namely relational and professional capabilities, personal capabilities and
business experience and knowledge. For the purposes of this study, it was decided to
perform inferential statistical techniques on the original three groups as identified in the
literature study (Chapter 1).
In the first instance, the following relationships were determined:

- Willingness to mentor and mentor capabilities

- Experience as mentee and mentoring capabilities

- Previous mentoring experience and mentoring capabilities

Secondly, the inferential statistical technique of ANOVA was performed. It was used to
determine the analysis of variance between the respondents’ rating of their mentoring
capabilities (personal, relational and professional) and:

- their willingness to act as mentor,
- their previous engagement as a mentee, and

- their previous engagement as a mentor.
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3.4.1 Relationship between mentoring and mentor capabilities

This study represents the relationship between the perceptions of the respondents on their
personal, relational and professional mentoring capabilities and their willingness to act as
mentors and their previous involvement in a mentoring relationship.

3.4.1.1 Willingness to mentor and mentor capabilities

An important focus in this study was to determine what influence respondents’ rating of
their mentoring capabilities had on their willingness to act as business mentors. Table 3.7

depicts this relationship.

Table 3.7: Relationship between willingness to mentor and mentoring

capabilities

Factor Frequency Groups of mentoring capabilities
Would you be n % Personal Relational Professional
willing to act as a capabilities capabilities capabilities
business mentor? Mean | Std | Mean Std | Mean | Std
Dev Dev Dev
Yes 34 |43 | 258 | 0.33 | 2.66 0.31 262 | 0.27
No 46 57 | 238 | 0.33 | 2.54 040 | 244 | 0.41

Based on the mean scores, the results show that the respondents who were willing to act
as business mentors rated themselves higher on each group of mentoring capabilities than
those who were unwilling to do so (personal capabilities = 2.58 versus 2.38, relational
capabilities = 2.66 versus 2.54, and professional capabilities = 2.62 versus 2.44
respectively). This may imply that the positive ratings of their personal, relational and
professional mentoring capabilities by respondents who were willing to act as business
mentors had a positive influence on their willingness to act as business mentors. By
implication, it may also indicate that respondents who were unwilling to act as business
mentors rated themselves lower on their personal, relational and professional mentoring

capabilities.
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Furthermore, the ratings of their relational and professional mentoring capabilities by the
respondents who were willing to act as business mentors showed smaller standard
deviations than those who were not willing to do so (relational capabilities = 0.31 versus
0.44 and professional capabilities = 0.27 versus 0.41 respectively). Thus, such a difference
may imply that the ratings of their relational and professional mentoring capabilities by the
respondents who were willing to act as business mentors showed greater commonality

than the respondents who indicated unwillingness

Standard deviations relating to personal capabilities measured exactly the same (0.33) for
those respondents who indicated willingness to act as business mentors and those who
were not willing.

3.4.1.2 Experience as mentee and mentoring capabilities

Details about the respondents’ previous engagement as a mentee in a mentoring
relationship and their perceptions of their capabilities to act as a mentor appear in Table

3.8.

Table 3.8: Relationship between previous engagement as mentee and mentoring

capabilities
Factor Frequency Groups of mentoring capabilities

Have you ever n % Personal Relational Professional
been mentored by capabilities | capabilities capabilities
a business Mean | Std | Mean | Std | Mean | Std
mentor? Dev Dev Dev

Yes 17 21| 2.54 | 0.31 265 | 039 258 |0.26

No 63 79| 244 1035 258 [036| 249 |0.39

The mean scores indicate that the respondents who had previously been mentored as a
mentee rated themselves higher on personal, relational and professional mentoring
capabilities than did the respondents who had no experience as a mentee (personal

capabilities = 2.54 versus 2.44, relational capabilities = 2.65 versus 2.58, and professional
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capabilities = 2.58 versus 2.49 respectively). By implication such results may indicate that
previous experience as a mentee in a mentoring relationship may have an influence on

respondents’ ratings of their mentoring capabilities.

Furthermore, the ratings of their personal and professional mentoring capabilities by the
respondents who had been mentored before showed smaller standard deviations than
those who had not been mentored before (relational capabilities = 0.31 versus 0.35 and
professional capabilities = 0.26 versus 0.39 respectively). Such differences may imply that
respondents who had been mentored before showed greater similarity in their rating of
their personal and professional capabilities than those who had not been mentored.
Likewise, the results may also indicate that respondents who had not been mentored
before revealed greater differentiation in their ratings of their personal and professional
mentoring capabilities. Regarding relational capabilities, respondents who had not been
mentored before showed smaller standard deviations (0.36 versus 0.39) than those who
had been mentored before. This implies that the ratings of those respondents who had not

been mentored before were more homogeneous.

3.4.1.3 Previous mentoring experience and mentoring capabilities

Table 3.9 indicates the relationship between the respondents’ ratings of their business

mentoring capabilities and their previous performance of the role of business mentor.

Table 3.9: Relationship between previous engagement as mentor and mentoring

capabilities
Factor Frequency Groups of mentoring capabilities
Have you ever n % Personal Relational Professional
performed the role capabilities | capabilities | capabilities
of a business Mean | Std | Mean | Std | Mean | Std
mentor previously? Dev Dev Dev
Yes 27 34| 253 | 0.34| 262 |0.36| 258 | 0.34
No 53 66 | 243 | 0.35| 258 |0.37 | 248 | 0.37
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Based on the mean scores, the respondents who had acted as business mentors in the
past generally rated themselves higher on the personal, relational and professional
mentoring capabilities than the respondents who had no such experience (personal
capabilities = 2.53 versus 2.43, relational capabilities = 2.62 versus 2.58, and professional
capabilities = 2.58 versus 2.48 respectively). This may imply that previous experience of
acting as a mentor may have positively influenced the respondents’ ratings of their

personal, relational and professional mentoring capabilities.

In so far as the ratings of personal, relational and professional mentoring capabilities are
concerned, the standard deviations of such mentoring capabilities by the respondents who
had previously acted as business mentors showed less deviation from the means of such
ratings than those who did not have such experience (personal capabilities = 0.03 versus
0.05, relational capabilities = 0.36 versus 0.37 and professional capabilities = 0.36 versus
0.37). By implication this meant that respondents who had previously acted as mentors did
not differ as much in their ratings of their personal, relational and professional mentoring
capabilities as did the respondents who had no such experience. The opposite applied to
the respondents who did not have such exposure, based on the fact that their ratings

deviated more from the means of such particular groups’ ratings.
3.4.2 Analysis of variance (ANOVA)

In support of the significance of the relationship between the respondents’ willingness to
act as business mentors and their ratings of their business mentoring capabilities, the
analysis of variance (ANOVA) was performed to determine whether the rating of
respondents on their mentoring capabilities differed in terms of the variables: to be willing
to act as mentor, their previous experience as mentee and their previous experience as
mentor. ANOVA was performed on each of the different groups of mentoring capabilities,

namely personal, relational and professional capabilities.

3.4.2.1 Analysis of variance regarding personal capabilities

ANOVA was determined between the respondents’ rating of their personal mentoring
capabilities and

- their willingness to act as mentor,

- their previous engagement as a mentee, and
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- their previous engagement as a mentor.

The correlation between the ratings of their personal mentoring capabilities and their
willingness to act as business mentor and their previous experiences in a mentoring
relationship (as mentor or mentee) is depicted in Table 3.10. The significance of the
correlation appears in the last column of the table as a p-value. In order to be of
significance, the p-value needs to be less than 0.05. This implies a 95% chance that there
is a positive correlation between the rating of personal capabilities and each of the three

variables listed above, viz. willingness to act as business mentor as well as previous

experience in a mentoring relationship, either as a mentor or a mentee.

Table 3.10: ANOVA regarding personal capabilities

Source DF |FValue |Pr>F
Would you be willing to act as a business mentor? 1 5.32 0.0238**
Have you ever been mentored by a business mentor | 1 0.50 0.4826
(in a business context)?

Have you ever performed the role of a business mentor | 1 0.04 0.8459

previously?

P*** statistically significant difference
**p<0.05 (95% confidence level)

The results show the following:

o There was a statistically significant difference between the respondents’ ratings of

personal mentoring capabilities and their willingness to act as business mentors (p

< 0.05).

o There was no statistically significant difference between respondents’ ratings of

their personal mentoring capabilities and their previous experience as a mentor in a

mentoring relationship (p > 0.05).

o Similarly, there was no statistically significant difference between respondents’

ratings of their personal mentoring capabilities and their previous experience as a

mentee in a mentoring relationship (p > 0.05).
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The first indicates a positive correlation between respondents’ perceived personal
mentoring capabilities and their willingness to act as business mentors. In this regard the
p-value is less than 0.05 (p = 0.0238). Thus, there is a 95% chance that the perceived
personal capabilities of South African small business owners had an influence on their
decision to be willing to act as business mentors. No such correlation was found between
respondents’ rating of their personal mentoring capabilities and their previous experience

as business mentor or as business mentee.

3.4.2.2 Analysis of variance regarding relational capabilities

ANOVA was determined between the respondents’ rating of their relational capabilities
and

- their willingness to act as mentor,
- their previous engagement as a mentee, and

- their previous engagement as a mentor.

The correlation between the ratings of their relational mentoring capabilities and their
willingness to act as business mentor and their previous experiences in a mentoring
relationship (as mentor or mentee) is depicted in Table 3.11. The significance of the

correlation appears in the last column of the table as a p-value.

Table 3.11: ANOVA regarding relational capabilities

Source DF F Value | Pr>F

V37 — Would you be willing to act as a business | 1 1.80 0.1833

mentor?

V8 — Have you ever been mentored by a business | 1 0.29 0.5932

mentor (in a business context)?

V9 — Have you ever performed the role of a business | 1 0.02 0.8952
mentor previously?

pP*** statistically significant difference * p<0.10 (90% confidence level)
**p<0.05 (95% confidence level) *** p<0.001 (99% confidence level)
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Data in Table 3.11 indicate the following:

No statistically significant difference level (p-value of less than 0.05) was found
regarding relational mentoring capabilities and willingness to act as business
mentor (p > 0.05).

Likewise, no statistically significant difference level was indicated between
respondents’ ratings of their relational mentoring capabilities and previous
experience as a business mentor (p > 0.05).

No statistically significant difference was found between respondents’ ratings of
their relational mentoring capabilities and their previous experience as a business

mentee (p > 0.05).

It was therefore deduced that respondents’ ratings of their relational mentoring capabilities

showed no correlation with their willingness to act as business mentors, or their previous

experience as business mentor as well as business mentee.

3.4.2.3 Analysis of variance regarding professional capabilities

ANOVA was determined between the respondents’ rating of their professional capabilities

and

their willingness to act as mentor,
their previous engagement as a mentee, and

their previous engagement as a mentor.

The correlation between the ratings of their professional mentoring capabilities and their

willingness to act as business mentor as well as their previous experiences in a mentoring

relationship (as mentor or mentee) is depicted in Table 3.12. The significance of the

correlation appears in the last column of the table as a p-value.
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Table 3.12: ANOVA regarding professional capabilities

Source DF |FValue |Pr>F
V37 — Would you be wiling to act as a business | 1 3.91 0.0517*
mentor?

V8 — Have you ever been mentored by a business | 1 0.25 0.6155

mentor (in a business context)?

V9 — Have you ever performed the role of a business | 1 0.20 0.6590

mentor previously?

P*** statistically significant difference *  p<0.10 (90% confidence level)
**p<0.05 (95% confidence level) *** p<0.001 (99% confidence level)

The following results were indicated:

The correlation between the respondents’ ratings of professional mentoring
capabilities and their willingness to act as business mentor showed a p-value of
0.0517 (within the confidence level). Based on such a p-value (p = 0.0517) it can be
reasoned that there is a 90% chance (p-value is greater than 0.05, but less than
0.10, thus within the statistical confidence level) that perceived professional
capabilities had an influence on willingness to act as a business mentor.

There was no statistically significant difference between respondents’ ratings of
their professional mentoring capabilities and their previous experience as a mentor
in @ mentoring relationship (p > 0.05).

There was, also, no statistically significant difference between respondents’ ratings
of their professional mentoring capabilities and their previous experience as a

mentee in a mentoring relationship (p > 0.05).

The above implies that respondents’ ratings of professional mentoring capabilities had

some influence on their willingness to act as business mentors. On the other hand,

respondents’ ratings of their professional mentoring capabilities had no correlation with

their previous experience as business mentor or as business mentee.
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3.5 CONCLUSION

Generally it appears that, although the majority of South African small business owners
who participated in this study do not see their way open to act as business mentors,
mainly owing to the lack of time, a substantial percentage (> 40%) are willing to do so for a
period of at least six months, to the extent of up to five hours per week and within a cross-

cultural and a cross-gender context.

ANOVA indicated a 95% chance that perceived personal capabilities of South African
small business owners play a role in their willingness to act as business mentors, as a
statistically significant difference was obtained between the variables. Relational
capabilities have no such effect. Regarding professional capabilities, ANOVA showed a

90% chance of such capabilities influencing the willingness to act as business mentors.

No significant correlation was found between perceived personal, relational and
professional capabilities of South African small business owners and their previous

experiences as a business mentor or business mentee.

Chapter 4 will present final conclusions with regard to the stated hypotheses, based on
findings that resulted from application of the measuring instrument (questionnaire).
Recommendations will be made, should the final conclusions and possible shortcoming
justify them.

-85 -



P
g& UNIVERSITEIT VAN PRETORIA
0 UNIVERSITY OF PRETORIA
Quu®® VYUNIBESITHI YA PRETORIA

|
N

CHAPTER 4:
CONCLUSION AND
RECOMMENDATIONS

4.1 INTRODUCTION

4.2 OVERVIEW OF THE STUDY

4.3.1 Primary objective

l 4.3.2 Secondary objectives

4.3 STUDY OBJECTIVES REVISITED

4.4.1 Research findings revealed

I

4.4 HYPOTHESES STATEMENTS 4.4.1.1 Hypothesis 1 testing

REVISITED

4.4.1.2 Hypothesis 2 testing

y

4.5 INTERNAL CONSISTENCY OF 4.4.1.3 Hypothesis 3 testing

THE MEASURING INSTRUMENT

4.4.1.4 Hypothesis 4 testing

A 4

4.4.2 Factor analysis on mentoring

4.6 REVIEWING THE capabilities

RELATIONSHIPS

y

N

4.6.1 Relationship between business
4.7 LIMITATIONS TO THE STUDY mentoring capabilities and willingness
v to mentor
4.8 STUDY RECOMMENDATIONS
4.6.2 ANOVA

}

4.9 CONCLUSION




poe

w UNIVERSITEIT VAN PRETORIA
. UNIVERSITY OF PRETORIA
\ 4

YUNIBESITHI YA PRETORIA

41 INTRODUCTION

The study focused on the perceptions of a sample of small business owners in South
Africa on their mentoring capabilities and their willingness to act as business mentors for
inexperienced business mentees. Starting from the fact that most new small businesses in
South Africa fail within the first two years after registration (DTI, 2000:3; Pretorius,
2009:309), the possibility was identified, and confirmed by the literature study, that
engaging novice small entrepreneurs in a mentoring relationship would provide a solid

basis for greater and more extended success of such endeavours.

No study with such a focus was identified within the South African context, therefore it was
deemed reasonable to establish to what extent small business owners who had an annual
turnover of up to R10 million and who employed fewer than 50 employees would be

capable and willing to act as business mentors for small business owners.

4.2 OVERVIEW OF THE STUDY

A literature study was performed to identify applicable phenomenon constructs related to
the need for mentoring small business owners, as well as the mentoring capabilities of
business mentors and their willingness to act as a business mentor. It was clearly
demonstrated in Chapter 1 that there is a definite need to assist inexperienced business
owners to develop and establish their businesses, and that mentoring could play an

important role in this regard.

A series of terms or concepts were defined to serve as a basis for constructing and
categorising applicable phenomenon constructs and variables. Specific important terms
that were clarified were small business owners, business mentors, business mentees,
mentoring capabilities and willingness to mentor. Purposes, benefits and disadvantages of
business mentoring for both business mentors and business mentees, as well as the
business mentoring process and matching of business mentors and business mentees,

were outlined.

The literature study revealed that phenomenon constructs related to mentoring capabilities
can be classified in three categories, namely personal, relational and professional

capabilities. Personal capabilities refer to an individual's cognitive and behavioural
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competencies, as demonstrated in knowledge and skill in dealing with reality. Relational
capabilities, also categorised as social capabilities, are revealed in an individual's
competence to build and sustain an effective working relationship with other individuals.
Such social capabilities are closely related to and dependent on personal capabilities.
Professional capabilities relate to an individual’s being knowledgeable, experienced and

well-respected, with stature among peers and competitors within a business context.

Willingness to act as a business mentor is based on a personal choice. Some variables
play a role in this regard, but a very particular aspect that plays a role in such a choice was
identified as having had previous experience within a business mentoring context, either

as a mentor or as a mentee.

Chapter 2 focused on the research design and methodology. The first element that
received attention was the purpose of the research and resultant research objectives. The
objectives and their attainment are revisited below (see section 4.3). A quantitative
research design was followed, collecting data from a single source, namely a group of
small business owners. Information was gathered by using a self-designed measuring
instrument (questionnaire) in order to test the perceptions of respondents on their
capabilities and willingness to act as business mentors. The questionnaire was based on
criteria applicable to mentoring capabilities and willingness to act as a business mentor,
which were decided on following the literature study. Research focused on measurement

of a construct related to the typology of a mentor profile.

The target population for this study comprised small business owners in South Africa. Data
was gathered from 80 small business owners who completed the measuring instrument

(questionnaire).

The measuring instrument collected data on personal issues, rating of mentoring
capabilities and willingness to act as business mentors. Perceptions on personal
capabilities, relational and professional capabilities were rated via unforced open-ended
choice rating scales. A three-point Likert rating scale was applied, namely 1 = poor, 2 =
adequate and 3 = good. A mixture of open-ended and closed questions were used to field
data on respondents’ personal details, their willingness to act as business mentors and

related issues such as previous business mentoring experience.
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The application of the Cronbach’s Alpha technique by the Department of Statistical
Services of the University of Pretoria confirmed acceptable levels of internal consistency
applicable to measuring the categories of mentoring capabilities of the respondents. Factor

analysis was used to confirm the reliability and validity of the measuring instrument.

A pilot study was conducted to ascertain content and construct validity as well as user-
friendliness. A group comprising two small business owners and two academics, as well
as the contribution of the Department of Statistical Services of the University of Pretoria,
was utilised for such purposes. In collecting data from the respondents, it was assumed
that all respondents were capable of communicating in English, and that they were aware

of their capabilities and able to rate their capabilities.

Chapter 3 records the analysis of the data. Statistical analysis focused on statistical
frequencies, measurement of central tendency and measures of validity and the inferential
statistical technique of ANOVA.

4.3 STUDY OBJECTIVES REVISITED

Born out of the need of novice small business owners for assistance to develop and
establish their own businesses, this study endeavoured to establish the ratings of a group
of small business owners in South Africa on their own business mentoring capabilities and

their willingness to act as business mentors.

4.3.1 Primary objective

The primary objective of this research was to establish the willingness of South African

small business owners to act as business mentors.
Only 34 of the 80 respondents (43%) indicated willingness to act as business mentors.

The maijor reason for unwillingness was identified as time constraints. (Refer to figures 3.7
and 3.8.)
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4.3.2 Secondary objectives
As secondary objectives this study endeavoured to prove the following:

o Small business owners do have the personal capabilities needed to be good

business mentors.

Personal capabilities comprise an individual’s cognitive and behavioural competencies,
referring to the basis of knowledge and skills a person possesses that provide the
framework for dealing with reality (Albertyn, 2004:378). Table 1.2 summarises the personal

capabilities that were identified as variables applicable to this study.

With regard to 6 of the 9 (67%) personal capabilities, most of the respondents rated
themselves as ‘good’. This implies that the majority of the small business owners who
participated in this study do perceive themselves as having the personal capabilities

needed to be good business mentors. Refer to Table 3.3.

o Small business owners do have the relational capabilities needed to be good

business mentors.

Relational capabilities, which also imply social capabilities, are indicative of an individual’s
capability to build and sustain a working relationship with other people. In this context the
term implies that the business mentor should have the capability of engaging in such a
relationship with a business mentee. Managing such a relationship forms a very important
part of being an effective business mentor (Clutterbuck, 2005:4). In Table 1.2 a summary
is provided of the variables with regard to relational capabilities that are applicable to this
study.

Table 3.3 revealed that most of the respondents rated themselves as ‘good’ in three of the
four (75%) identified relational capabilities needed to be good business mentors. This
indicates that South African small business owners regard themselves as having the

relational capabilities necessary to act as business mentors.
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o Small business owners do have the professional capabilities needed to be

good business mentors.

Professional capabilities of a business mentor can be regarded as being knowledgeable,
experienced, well-respected and senior with regard to business aspects (Sambunjak et al.,
2009:75). Specific professional business mentoring capabilities that are applicable to this

study appear in Table 1.2.

As regards professional capabilities, Table 3.3 shows that the majority of respondents
rated themselves as ‘good’ in 8 out of 13 (62%) identified professional capabilities needed
to be good business mentors. Consequently this implies that South African small business

owners do have the professional capabilities needed to act as business mentors.

44 HYPOTHESES STATEMENTS REVISITED

When deciding to reject or accept a hypothesis, care should be taken to avoid Type | and
Type |l errors. Diamantopoulos and Schlegelmilch (2000:138) explain a Type | error as
rejecting a null hypotheses that should not be rejected, and a Type Il error as not rejecting

a null hypotheses that should be rejected. These errors are set out in Table 4.1.

Table 4.1:  Errors in hypothesis testing

Situation in the population
Decision made Ho is true Ho is false
Ho is not rejected Correct decision (1 - a) Type Il error (B)
Ho is rejected Type | error (a) Correct decision (1 - B)

Source: Diamantopoulos and Schlegelmilch (2000:138)
Where:

a

B

the probability of committing a Type | error
the probability of committing a Type Il error

4.4.1 Research findings revealed

Research findings will be explained in terms of the tenability of the hypotheses stated. The

testing of hypotheses follows.
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44.1.1 Hypothesis 1 testing
Hypothesis 1 stated that:

H1 South African small business owners do not have the willingness to act as business
mentors.
Hia  South African small business owners do have the willingness to act as business

mentors.

The literature study determined that willingness to act as a business mentor relates to
specific aspects impacting upon such a choice. The results of this study indicate that only
43% of respondents indicated a willingness to act as business mentors (refer to Figure
3.7). Figure 3.8 shows that time constraints was the overwhelming reason (76%
respondents indicated this reason) given by respondents for not being willing to act as

business mentors.

Based on the conducted tests and empirical results, the null hypothesis is accepted

and the alternative hypothesis is rejected.

4.4.1.2 Hypothesis 2 testing
Hypothesis 2 stated that:

H> Small business owners do not have the personal capabilities needed to be good
business mentors.
H.a Small business owners do have the personal capabilities needed to be good

business mentors.

It was revealed in the literature study that a person needs to possess specific personal
capabilities in order to be a good business mentor. From a range of knowledge and skills
listed by Sambunjak et al. (2009:75), ten distinct personal mentoring capabilities were
identified as important variables which would bring about the positive development of a
business mentee. According to Cronbach Alpha calculations, the internal consistency
measurements of such variables as true personal mentoring capabilities were at an
acceptably high level. The Cronbach Alpha value for personal capabilities measured
0.7348 (refer to Table 3.5). Therefore, the results of the measurements are valid. Rotated

factor analysis of variables related to mentoring capabilities of a business mentor also
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confirmed the applicability of personal mentoring capabilities as a lone-standing variable of

mentoring capabilities (refer to Table 3.4).

As regards respondents’ ratings of their personal mentoring capabilities, the majority (more
than 50%) of the respondents gave themselves a score of ‘good’ in 60% of the mentoring

capabilities that were identified through the literature study (refer to Table 3.3).

Based on the conducted tests and empirical results, the null hypothesis is rejected,

and the alternative hypothesis is accepted.

4.4.1.3 Hypothesis 3 testing

Hypothesis 3 stated that:

Hs Small business owners do not have the relational capabilities needed to be good
business mentors.
Hsa Small business owners do have the relational capabilities needed to be good

business mentors.

A detailed study of applicable literature elicited that a person needs to possess specific
important relational capabilities in order to be a good business mentor (Bettmann,
2009:1834). Rotated factor analysis of variables pertaining to business mentoring
capabilities of a business mentor revealed a close relationship between relational and
professional mentoring capabilities (refer to Table 3.4). The outcome of the Cronbach
Alpha found that the measurement of the relational mentoring capabilities was valid as

based on an acceptably high level of internal consistency at 0.8352 (refer to Table 3.5).

Results from the questionnaire show that most of the respondents rated themselves as

‘good’ in 75% of the relational capabilities that were listed (refer to Table 3.3).

Based on the conducted tests and empirical results, the null hypothesis is rejected

and the alternative hypothesis is accepted.
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4.4.1.4 Hypothesis 4 testing
Hypothesis 4 stated that

Hy Small business owners do not have the professional capabilities needed to be good
business mentors.
Hsa  Small business owners do have the professional capabilities needed to be good

business mentors.

Specific professional mentoring capabilities applicable to being an effective business
mentor were found in the literature (Robbins et al., 2006:56). In rotated factor analysis of
the variety of mentoring capabilities found in the literature it was concluded that
professional and relational mentoring capabilities are closely interrelated (refer to Table
3.4). This implies that conclusions pertaining to relational capabilities, as such, partly apply
to professional mentoring capabilities. Application of Cronbach Alpha indicated that rating
of respondents’ professional mentoring capabilities was valid, due to an acceptably high
level of internal consistency at 0.8352 (refer to Table 3.5). Such an outcome of statistical
validations and calculations provides a firm basis for drawing conclusions pertaining to the

results of respondents’ ratings of their perceived professional mentoring capabilities.

Most of the respondents rated themselves as ‘good’ in more than 60% of the list of 13

professional mentoring capabilities provided on the questionnaire (refer to Table 3.3).

Based on the conducted tests and empirical results, the null hypothesis is rejected

and the alternative hypothesis is accepted.

4.4.2 Factor analysis on mentoring capabilities

The study lent itself to the identification of some important relationships between variables.

A general rotated factor analysis indicated that:

o] A specific relationship exists between relational and professional mentoring
capabilities, owing to the factors being very closely related and interwoven. This
implies that conclusions made concerning either of the two must take such a
relationship into consideration. As indicated above, conclusions about the validity of

measurements of relational mentoring capabilities and respondents’ ratings of
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themselves in this regard must be seen in conjunction with their ratings of

professional mentoring capabilities.

o] The factor of personal mentoring capabilities is a lone-standing factor. Conclusions
regarding the outcome of measurements about the personal mentoring capabilities
can be drawn without prescriptive consideration of other variables that refer to

business mentoring capabilities.

o] A relationship exists between business experience and knowledge. Respondents
were not required to rate themselves on this last combination of variables, because
it was not listed as such. Variables of this factor were included in the professional

capabilities listed in the measuring instrument, though not as separate entities.

Even though the factor analysis indicated different factors from those identified in the
literature study, it was decided to conduct ANOVA and testing of the relationships between
mentoring and mentor capabilities on the original set of capabilities as identified in the

literature study.

45 INTERNAL CONSISTENCY OF THE MEASURING INSTRUMENT

Cronbach Alpha was conducted on the measuring instrument and resulted in acceptably
high levels of internal consistency for measuring these three factors (refer to Table 3.7).
This outcome provided a basis for drawing valid conclusions about the acceptability of the

hypotheses postulated.

4.6 REVIEWING RELATIONSHIPS

Inferential statistical analysis was conducted to determine the significance of relationships
between how the respondents rated their business mentoring capabilities and their
willingness to mentor. This study focused on the relationships between business
mentoring capabilities, willingness to act as business mentors and previous experiences

as either a business mentor or a business mentee.
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4.6.1 Relationship between business mentoring capabilities and willingness to

mentor

The literature study revealed particular factors that play a role in the effectiveness of a
business mentoring relationship. Elements in this regard are: the possession of specific
business mentoring capacities, willingness to mentor and specific practical factors such as
previous experience as a business mentor or business mentee (Ghislieri et al., 2009:207-
209).

o Willingness to mentor and rating of business mentoring capabilities

Results indicated that respondents who were willing to act as business mentors rated
themselves higher on each category of business mentoring capabilities than those who
were not willing to do so. This conclusion is based on the higher mean scores and lower
standard deviations of ratings of mentoring capabilities by respondents who are willing to
act as business mentor as opposed to those who are not willing to perform such a role
(refer to Table 3.7).

o Willingness to mentor and previous experience as business mentee

The group of respondents who had had previous experience as business mentees rated
themselves higher on each category of business mentoring capabilities than those
respondents who had no such previous experience (refer to Table 3.8). The higher mean
scores and general lower standard deviations of ratings of mentoring capabilities by
respondents who had had previous experience as a business mentee confirmed these

results (refer to Table 3.8).

o Willingness to mentor and previous experience as business mentor

The results showed that the respondents who had been previously engaged as business
mentors rated themselves more highly on each category of business mentoring
capabilities than those respondents who had had no such previous experience. Based on
the higher mean scores and generally lower standard deviations of ratings of mentoring
capabilities by respondents who had previous experience as a business mentee, these

results were confirmed (refer to Table 3.9).
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4.6.2 ANOVA

Analysis of variance (ANOVA) was conducted to determine the relationship between
mentoring capabilities and willingness to mentor, coupled with previous experience as a

mentor and as a mentee.

o Personal mentoring capabilities and willingness to mentor, as well as

previous experience as business mentee or business mentor

It was indicated that there was a significant difference between respondents’ ratings of
their personal mentoring capabilities and their previous experience as a mentor. These
results implied a positive correlation between previous experience as mentor and rating of
personal mentoring capabilities. Thus, individuals with experience as a business mentor
rated themselves more highly on personal mentoring capabilities than individuals who had

not been exposed to such an experience (refer to Table 3.10).

o Relational mentoring capabilities and willingness to mentor as well as

previous experience as business mentee or as business mentor

The outcome discovered no significant difference between respondents’ willingness to
mentor, their previous experience as business mentor or mentee and their perceived
relational mentoring capabilities (refer to Table 3.11). Should the interrelatedness of
relational and professional mentoring capabilities (as a single factor) be taken into
consideration, it could be concluded that there was some relationship (however small)
between relational mentoring capabilities and willingness to act as business mentor. (refer

to Table 3.3 and the next paragraph).

o Professional mentoring capabilities and willingness to mentor, as well as

previous experience as business mentee or as business mentor
Results indicated that there were no significant differences due to respondents’ willingness
to mentor, their previous experience as mentors and their experience as mentee and their

ratings of themselves on the category of professional mentoring capabilities. However,
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there is a tendency (90% chance) that perceived professional mentoring capabilities had

an influence on respondents’ willingness to act as a business mentor (refer to Table 3.12).

4.7  LIMITATIONS OF THE STUDY

Although this study meets all applicable criteria for scientifically validated research, there
are some significant limitations that reduce the application of findings in a generalised

context. Specific limitations relate to the following:

o Sample size

The relatively small sample size indicated specific elements that should be considered
when conducting research on business mentor capabilities and willingness to mentor. It
identified issues such as race, gender, geographical area, types of business and more,
which all contribute to creating a complete picture on the topic. A larger sample size would
allow for a greater selection of statistical analysis techniques and produce better
substantiated grounds for conclusions. A more complete sample would provide room for
extensive factor analysis and other inferential statistical analysis, which would provide

better scientific validation of findings and conclusions.

o Representativeness of sample

A sample which was fully representative of race, gender, geographical area, years of
business experience, and types of business (industry), business turnover and nature of
business mentoring experience would increase the representativeness of the results.

o Geographical areas

The researcher was in no position to extend the study to other geographical areas such as
other provinces or other countries, as this would have involved extensive travelling and

accommodation expenses. Sufficient funding would allow opportunities to conduct a

similar study in all the provinces of South Africa and adjacent countries.
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. Measurement of mentoring capabilities

This study revealed very important elements pertaining to business mentoring capabilities
and willingness to mentor that need to be accounted for in the development of small
business owners. The quality of the study would have been more complete if it had been
possible to implement triangulation of measuring mentoring capabilities with additional
measuring tools, such as standardised psychological tests. Such 360° measurement
would provide greater insight into the quality of the mentoring capabilities of participating
respondents. A combination of a qualitative and quantitative study would have delivered

more complete, extensive, thorough and probing results.

4.8 STUDY RECOMMENDATIONS

With due consideration of the limitations of the current study, specific recommendations

can be made to improve the quality and effects of further similar studies.

o A more representative sample (as regards race, gender, geographical area,
business type, business size, etc.) should be obtained in order to get a better
understanding of the business-mentoring capabilities and willingness to act as

business mentors of South African small business owners.

o The factor analysis showed that business knowledge and experience should be

dealt with as a separate factor. Further research should be conducted in this regard.

o A standardised attribute psychological test should be utilised to confirm triangulation
for a 360° picture on the mentoring capabilities of South African small business

owners.
o Research should be done in collaboration with business development agencies in

order to ascertain the real status quo of business mentoring capabilities of

successful South African small business owners.
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o A resource list of capable business mentors who would be willing to act as business
mentors should be established; this would lead to a higher success rate for new

businesses.

o Further research should be conducted to establish all the reasons for unwillingness
of small business owners to act as business mentors, with the view to convincing

more small business owners to be willing to act as business mentors.

o Training of small business owners to act as business mentors might overcome their
unwillingness to fulfil such role in the absence of any previous experience as

business mentor. Further research should be conducted in this regard.

o Extensive statistical analysis should be conducted on larger samples in order to
create a more solid basis for conclusions and develop plans to enhance the
mentoring capabilities and willingness of small business owners to act as business

mentors.
49 CONCLUSION

This study has indicated that South African small business owners do have the personal,
relational and professional capabilities needed to act as business mentors. Based on the
above, hypotheses Hza, H3a and Hya are accepted. However, time constraints seem to be
the reason why most current small business owners indicated unwillingness to act as

business mentors. Such unwillingness led to hypothesis H4 being accepted.

Inferential statistics revealed a positive relationship between perceived business mentoring
capabilities and willingness to act as business mentors. Furthermore, results indicated that
previous engagement as either a business mentor or a business mentee also positively

influenced perceived business mentoring capabilities.

As indicated by Herrington et al. (2009:62), the poor success rate of business start-ups in
South Africa relative to that of other countries necessitates the development of policy

interventions aimed at giving support to such entrepreneurs. Interventions should be
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aimed at mentoring of entrepreneurs through the difficult process of starting and growing a
business. In the researcher’s opinion, after conducting this study, South African small
business owners are an untapped resource that should be utilised in order to give
business mentoring to these entrepreneurs. Additionally, if the perceived rewards gained
from acting as business mentors could somehow be made more attractive, this might
induce more current small business owners to be willing to spend time with business
mentees.
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