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1 INTRODUCTION 
 
Dear Student 
 
Welcome to the module on Corporate Entrepreneurship (MNE3702). We trust that you will find it 

interesting and useful in your present and future careers. 

 
Corporate Entrepreneurship has been and is becoming increasingly more important for both international 

and South African business. More and more companies seek to expand their business activities through 

innovation and management practices that support the development of innovation, in a sustainable 

manner. Corporate Entrepreneurship is not a new subject, but there are new factors to consider as the 

South African marketplace seeks to transform itself. In this module we will focus on the factors that 

enable a business to maintain an entrepreneurial orientation. 

 

You will receive a number of tutorial letters during the semester. Please read these immediately and 

carefully. A tutorial letter is our way of communicating with you. This tutorial letter contains information 

about tutorial material, lecturer details, assignments and examinations. Keep it on hand when studying 

this module, completing the assignments and preparing for the examination. 

 

It is imperative that you also study Tutorial Letter 301 thoroughly as it contains important information that 

applies to all undergraduate modules within the School of Management Sciences. 

 
2 PURPOSE OF AND OUTCOMES FOR THE MODULE 
 
2.1 Purpose 
 

This module (also referred to as a unit standard) will be useful to people who are working within a large 

corporate environment. Learners will be empowered with the necessary competencies (knowledge, 

values and skills) to be entrepreneurial at different levels of management in a corporate environment. 

Successful learners will be able to act as change agents, ensuring that business entities not only have 

the competitive edge through new products, services and processes, but are also more effective and 

efficient. Entrepreneurial companies will contribute to employee satisfaction and retention. The challenge 

for companies is not only survival but continued market dominance. Students credited with this unit 

standard will have developed their entrepreneurial skills so that they have the potential to become 

efficient and effective employees and managers in an ever-changing business environment. 

 

Below you will find the assessment criteria for each of the specific outcomes of this module. The 

assessment criteria refer to aspects of the syllabus that will be assessed in the assignments and the 

examination. The assessment criteria will be assessed in different ways in the assignments and the 

examination. 
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2.2 OUTCOMES 
 

SPECIFIC OUTCOME 1 
Analyse the nature of corporate entrepreneurship. 

Assessment criteria  
1.1 Understand the impact of the changing environments. 

1.2 Explain the key components in deriving competitive advantage. 

1.3 Compare and contrast the concepts of entrepreneurship and corporate entrepreneurship. 

1.4 Analyse the life cycle stages of companies with regard to issues that inhibit corporate 

entrepreneurship. 

1.5 Understand the entrepreneurial process. 

1.6 Identify the ways corporate entrepreneurship manifests itself in the company. 

1.7 Examine the dimensions of corporate entrepreneurship. 

1.8 Evaluate entrepreneurial intensity in companies. 

1.9 Distinguish between the various forms of corporate entrepreneurship. 

 
SPECIFIC OUTCOME 2 
Determine how creativity and innovation can be implemented by the corporate entrepreneur.  

Assessment criteria  
2.1 Outline the importance of creativity for the entrepreneurial company. 

2.2 Examine the creative process and comment on how the organisation can develop new creative 

ideas for products and services.    

2.3 Understand the creative blocks that prevent people from being creative. 

2.4 Analyse the characteristics of a corporate entrepreneur. 

2.5 Examine the critical roles in corporate entrepreneurship. 

 

SPECIFIC OUTCOME 3 
Evaluate the corporate strategy in terms of the extent to which it encompasses entrepreneurship and the 

development of innovation. 

Assessment criteria  
3.1 Distinguish between entrepreneurial strategies and strategies to achieve entrepreneurship. 

3.2 Comment on factors that contribute to a well-conceptualized entrepreneurial strategy. 

3.3 Describe how innovation can be managed. 

3.4 Determine the roles both strategy and technology play in the entrepreneurial company. 
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SPECIFIC OUTCOME 4 
Develop an organisational environment that supports entrepreneurship.  

Assessment criteria   
4.1 Evaluate organisational structure and suggest how it can be more conducive to the development 

of corporate entrepreneurship. 

4.2 Describe the different types of structures in the company.  

4.3 Analyse how the human resource management function can support the entrepreneurial 

initiatives of the company.  

4.4 Describe the role of reward systems in motivating entrepreneurial behaviour. 

4.5 Analyse the culture in a company. 

4.6 Describe the elements of organisational culture that support corporate entrepreneurship. 

 

SPECIFIC OUTCOME 5 
Sustain corporate entrepreneurship into the future of the company. 

Assessment criteria  

5.1 Analyse the obstacles to corporate entrepreneurship. 

5.2 Determine how the obstacles can be overcome. 

5.3 Contemplate the ethical dilemma in the entrepreneurial organisation. 

[RANGE: The ethical dilemma includes, but is not limited to, the dilemma between the corporate 

innovator and the rogue manager.] 

5.4 Explain the roles that the top, middle and lower-level managers play in leading the 

entrepreneurial company. 

5.5 Develop a corporate venture plan for the company. 

5.6 Determine how entrepreneurial activities can be measured and assessed in a business. 

[RANGE: Entrepreneurial activities include individual entrepreneurial projects and entrepreneurial 

activities of the organisation as a whole.] 

5.7 Critically discuss how control can hinder entrepreneurial initiatives in the organisation. 

5.8 Explain how control activities can be more conducive to entrepreneurship. 

5.9 Describe the disadvantages of being a corporate entrepreneur and the negative personality traits 

of corporate entrepreneurs. 

5.10 Identify and manage triggering events. 

5.11 Understand the importance of creating urgency in the business around corporate 

entrepreneurship. 
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3 LECTURERS AND CONTACT DETAILS 
3.1 Lecturers 
The name and contact details of your primary lecturer for this module are as follows:  

 

Primary Lecturer 
 

Email address 

Mr. W Sambo sambow@unisa.ac.za  

 

The name and contact details of the secondary lecturer for this module are as follows:  

 

Secondary Lecturer 
 

E-mail address 

 
Ms. T Cohen 
 

 
cohent@unisa.ac.za 

 

The name and contact details for the Entrepreneurship Section Head are as follows: 

 

Entrepreneurship Section Head  
 

E-mail address 

 
Dr. S Radipere 

 

radipns@unisa.ac.za 

 

Important information to note when contacting your lecturer: 
All queries that are about the content of this module should be directed to the primary lecturer.  

You may consult your lecturers about academic materials only. Please do not direct any administrative 

queries to your lecturer. Such administrative enquiries, for example about the examination, assignment 

administration or lost tutorial material, should be addressed to the relevant university department. You 

may contact the relevant university department by using the contact information which can be found in 

your my Studies @ Unisa brochure. 

 

Upon contacting your lecturer, please ensure that you have your study material with you. 

You are welcome to email, phone, visit, as well as write to your lecturer. If you would like to visit your 

lecturer personally, please make an appointment beforehand. Lecturers often have prior appointments, a 

fact which may cause disappointment if you arrive at the University without having first arranged a 

meeting. If you cannot get hold of your lecturer via telephone, please send an email. Lecturers check 

their emails regularly and will get back to you at their earliest convenience.  

 

The email addresses of the academics involved in MNE3702 are listed above, however should you wish 

to write to us, you may post your letter to: 
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The module leader (MNE3702) 

Department of Business Management 

PO Box 392 

UNISA 

0003 

 
PLEASE NOTE: Letters to lecturers may not be enclosed with or inserted into assignments or 

examination papers. 

 

3.2 Department  
All calls should be directed to the Business Management Help Desk. Enquiries will then be directed to 

the correct lecturer. The details of the Departmental Help Desk are as follows: 

 

Department of Business Management Telephone number and email address 

 

                     Help Desk 

 

Tel: 012 429 4220 

Email: busman@unisa.ac.za 

 

3.3 University 
Any enquiries about administrative matters should be addressed to the section concerned.     

 
You may contact Unisa by making use of the details which follow: 
 

Unisa website http://www.unisa.ac.za & http://mobi.unisa.ac.za 

All study-related information is now available on the new Unisa corporate 

website in both web and mobi formats 

myUnisa https://my.unisa.ac.za/portal & https://my.unisa.ac.za/portal/pda 

Students can access their own information via myUnisa website or mobi site 

E-mail info@unisa.ac.za 
Students may send an e-mail to info@unisa.ac.za for information on how to 

contact Unisa via e-mail 

SMS 32695 – only for students in South Africa 

Students may send an SMS to 32695 for more information on how to 

contact Unisa via SMS. The sender will receive an auto response SMS with 

the various SMS options. The cost to the student per SMS is R1.00 

Fax 012 429 4150 
Students will be able to fax their enquiries to this number, where after it will 

http://www.unisa.ac.za/
http://mobi.unisa.ac.za/
https://my.unisa.ac.za/portal
https://my.unisa.ac.za/portal/pda
mailto:info@unisa.ac.za
mailto:info@unisa.ac.za
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be distributed to and processed by the relevant department 

Physical address: University of South Africa 

Preller Street 

Muckleneuk 

Pretoria 

Postal address: University of South Africa 

PO Box 392 

UNISA 

0003 

Assignments Short SMS code: 43584 
Email address: Assign@unisa.ac.za 
Students may send an SMS or email to either of these contacts to enquiries 

about assignments (e.g. whether or not the University has received your 

assignment or the date on which an assignment was returned to you). 

Assignments enquiries must not be addressed to the lecturer but the 

University. 

 

4 MODULE-RELATED RESOURCES 
 
4.1 Joining myUnisa 

If you have access to a computer that is linked to the internet, you can quickly access resources 
and information at the University. The myUnisa learning management system is Unisa's online 
campus that will help you to communicate with your lecturers, with other students and with the 
administrative departments of Unisa – all through the computer and the internet. 

You can start at the main Unisa website, http://www.unisa.ac.za, and then click on the myUnisa 
orange block. This will take you to the myUnisa website. To go to the myUnisa website directly, 
go to https://my.unisa.ac.za. When you are on the myUnisa website click on the “Claim UNISA 
Login”on the right-hand side of the screen.  You will then be prompted to give your student 
number to claim your initial myUnisa as well as myLife login details. 

Please consult the publication my Studies @ Unisa which you received with your study 
material for more information on myUnisa. 

 
4.2 Other resources – Printed support materials 

Because we want you to be successful in this online module, we also provide you with some of 
the study materials in printed format. This will allow you to read the study materials, even if you 
are not online. 

• These printed study materials will be sent to you at the beginning of the semester, but 
you do not have to wait to receive them to start studying – You can go online as soon as 
you register and all your study materials will be there. 

mailto:Assign@unisa.ac.za
http://www.unisa.ac.za/
https://my.unisa.ac.za/
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• Therefore, the printed materials are not something that you need to wait for before you 
start with the module. It is only an offline copy of the formal content for the online 
module. 

• This will give you the chance to do a lot of the studying of this module WITHOUT having 
to go to the internet or to an internet cafe. This will save you money, of course, and you 
will be able to take as much time as you need to read -- and to re-read -- the materials 
and do the activities. 

It is therefore very important that you log into myUnisa regularly. We recommend that you 
should do this at least every week or every 10 days to check for the following: 

• Check for new Announcements. You can also set up your myLife email so that you 
receive the Announcement emails on your cell phone. 

We hope that this system will help you to succeed in this online module by giving you extra 
ways to study the materials and practice with all of the activities and assignments. At the same 
time, you MUST go online in order to complete the activities and assignments on time -- and to 
get the most from the online course.  

Remember, the printed support materials are a back-up to everything that is found online, on 
myUnisa. There are no extra things there. In other words, you should NOT wait for the 
Printed support materials to arrive to start studying. 
 
4.3 Prescribed book 
 
The details of the prescribed book for this module, MNE3702, are as follows: 
 

Morris, MH, Kuratko, DF & Covin, JG. 2011.  Corporate Innovation and Entrepreneurship. 3rd 
Edition. Canada: South-Western, Cengage Learning 

 

Please be aware, there are two different versions of the 3rd Edition of this prescribed book. There is a UK 

Edition as well as an International Edition. Please read Tutorial Letter 102 for more information regarding 

your prescribed text book. 

 

Please ensure you purchase the INTERNATIONAL EDITION with the following ISBN number(s):

 ISBN-13: 978-1-111-52691-7 

ISBN-10: 1-111-52691-5 
 

The study guide for MNE3702 is based on the prescribed book. It is therefore essential to purchase the 

above mentioned prescribed book and study it together with the study guide. You are required to study 

all the chapters in the prescribed book (Chapters 1 to 15), excluding Chapter 5 entitled, 

‘Entrepreneurship in Non-profit and Governmental Organisations’. 

  
Please consult the list of official booksellers and their addresses listed in my Studies @ Unisa. If you 

have any difficulty obtaining books from these bookshops, please contact the Prescribed Books Section 

at telephone 012 429 4152 or email vospresc@unisa.ac.za.  

mailto:ospresc@unisa.ac.za


 

10 

5 STUDENT SUPPORT SERVICES FOR THE MODULE 
 
5.1 What it means to study online? 

This module is taught online – this means that it is different from some of your other modules at 
Unisa. 

• This means that your study materials and learning activities are designed to be 
online, on myUnisa. Even though we give you a printed copy to support your studies, 
the module is designed for online. 

• This means that your assignments can be submitted online. For those who do not 
have access you can post your assignments through the South African Postal Service. 

• This means that the communication between yourself and the university also 
happens online – by email, in Discussions and through Questions and Answers. You 
can use all of these ways to ask questions and contact your lecturers. This also means 
that your lecturers will communicate with you in the same way – through emails, with 
Announcements, in Discussions and with Questions and Answers. 

 
5.2 The myUnisa tools you will use 

All of the information about myUnisa tools is located on the myUnisa website for this module, in 
Unit 0. However, we thought it was important to stress the tools that will be used for your formal 
Assignments. 

In this module, there are three different types of assessment, using different myUnisa tools: 

• Assignments: The assignments which are not done in Discussions are what we call 
written assignments and they require you to type the written assignment in a Word 
document and submitting it online in the same manner you submit all other assignments 
online. You may be given a form to fill in or type a document, but it depends on the 
assignment. These typed assignments must be submitted using the online Assignments 
tool on myUnisa, as a Word document or a pdf document.  

• Self-assessment: Assignment 03 is a self-assessment assignment and may not be 
submitted to the University for Assessment. Use the self-assessment tool for you to 
attempt the self-assessment questions provided towards the end of the semester. You 
will be able to see model answers as soon as you submit your answers. The self-
assessment Assignment 03 will help you in your preparation for your exam.  

 
Inside the Discussions tool, there may also be several other discussion forums where you can 
share ideas and post your discussions online. We also give you place to just speak socially with 
the other students in the course where you can introduce yourself and socialise with your fellow 
students. You can also ask questions with the Questions and Answers tool.  

 
5.3 Information on tutorial offerings at Unisa  

 
Kindly be informed that, with effect from 2013, Unisa offers online tutorials (e-tutoring) to students 

registered for modules at NQF level 5, 6 and 7 which means qualifying first year, second year and third 

year modules. Once you have been registered for a qualifying module, you will be allocated to a group of 

students with whom you will be interacting during the tuition period as well as an e-tutor who will be your 

tutorial facilitator. Thereafter you will receive an sms informing you about your group, the name of your e-
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tutor and instructions on how to log onto myUnisa in order to receive further information on the e-tutoring 

process.  

 

Online tutorials are conducted by qualified e-tutors who are appointed by Unisa and are offered free of 

charge to students. All you need to be able to participate in e-tutoring is a computer with internet 

connection. If you live close to a Unisa Regional Centre or a Telecentre contracted with Unisa, please 

feel free to visit any of these to access the internet. e-Tutoring takes place on myUnisa where you are 

expected to connect with other students in your allocated group. It is the role of the e-tutor to guide you 

through your study material during this interaction process. For you to get the most out of online tutoring, 

you need to participate in the online discussions that the e-tutor will be facilitating. There are modules 

which students have been found to repeatedly fail, these modules are allocated face-to-face tutors and 

tutorials for these modules take place at the Unisa regional centres. These tutorials are also offered free 

of charge, however, it is important for you to register at your nearest Unisa Regional Centre to secure 

attendance of these classes.  

  
NB: Important information appears in your my Studies @ Unisa brochure. 
   

6 MODULE-SPECIFIC STUDY PLAN 
In order to master this module, it is recommended that you allocate 120 notional hours to reading and 

studying the prescribed material, doing the assignments and self-assessment activities in the study 

guide, as well as doing final revision before the examination. 

The time for working through the tutorial matter, completing the assignments and preparing for the 

examination is limited. We have therefore drawn up a time schedule with proposed time allocations for 

the various study activities. 

Remember, the time allocation is only a guideline. You should proceed at your own pace. It is 

encouraged that you compile your own time management schedule that is suited to your particular set of 

circumstances. 

ACTIVITY HOURS 

Reading of relevant chapters in the prescribed book 40 

Reading of study guide 10 

Doing of activities in the study guide 10 

Preparing and completing the assignments 8 

Studying of the prescribed book and study guide and making of summaries 47 

Final revision 5 

TOTAL 120 
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7 MODULE PRACTICAL WORK AND WORK-INTEGRATED LEARNING 
There is no practical work and work-integrated learning for this module. 

 
8 ASSESSMENT 
8.1 Assessment plan 
 
Assignments are seen as part of the learning material for this module. As you do the assignments, study 

the prescribed material, consult other resources, discuss the work with fellow students or tutors or do 

research, you are actively engaged in learning. Look at the assessment criteria given for this module. 

This will help you to understand exactly what is required of you. 

 
8.2 General assignment numbers 

 
For MNE3702 you are given three assignments – Assignment 01, 02 and 03. These assignments are 

presented in the Addendum section at the end of this tutorial letter. 

 

The university has a policy of compulsory assignments in all modules. Both Assignments 01 and 02 for 

MNE3702 are thus compulsory assignments. These assignments should therefore be completed and 

submitted to Unisa on time. Assignment 03 is a self-assessment assignment and should not be 

submitted.  

 

In order to obtain admission to the examination, it is required from you to submit your assignments. 

Admission to the examination will be obtained by submitting these assignments, and not on the strength 

of the marks you obtain for it. Failure to submit the assignments will mean that you will not be admitted to 

the examination.  
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8.2.1 Due dates and unique assignment numbers 
Assignments are numbered consecutively per module, starting from 01.  

The table below includes the assignment due dates and unique numbers for Semesters 1 and 2. 

Assignment 
Number 

First Semester Second Semester 

Due Date Unique number Due Date Unique number 

01 06 March 2015 528110 14 August 2015 528119 

02 27 March 2015 553109 28 August 2015 553121 

 

8.3 Submission of assignments 
Students may submit written assignments and assignments completed on a mark-reading sheet either 

by post or electronically via myUnisa. Assignments may not be submitted by fax or email. For detailed 

information and requirements as far as assignments are concerned, see the brochure my Studies @ 

Unisa, which you received with your study material. 

 

For students who have access to the Internet, it is recommended that you submit your assignments 

via myUnisa.  

To submit an assignment via myUnisa: 

• Go to myUnisa. 

• Log in with your student number and password. 

• Select the module. 

• Click on assignments in the menu on the left. 

• Click on the assignment number you want to submit. 

• Follow the instructions on the screen. 

 

VERY IMPORTANT: Please ensure that your assignments reach us on or before the relevant due 

date, no assignments will be accepted after the due date. You will not be 

admitted to the examination if your assignments are submitted later than the 

due date. Please do not phone us with a request to be admitted to the 

examination if you have not submitted an assignment or you submitted it after 

the due date. 

 

 NB: Ensure to keep a copy of your assignments as well as proof of 

submission; no excuses will be accepted, including the excuse stating that the 

assignment was lost in the postal service or in transit between a UNISA 

regional office and the main campus. 
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8.4 Feedback on assignments 
Feedback on compulsory assignments (assignments 01 and 02) will be sent to all students registered for 

this module in follow-up tutorial letter(s). The feedback tutorial letters will be numbered in series from 

201, 202, etc.  

As soon as you have received the feedback tutorial letters, please check your answers. The 

assignments and the tutorial letter feedback on these assignments constitute an important part of your 

learning and should help you to be better prepared for the examination.  

 

8.5 Year mark and examination mark 
The main purpose of the assignments is to encourage you to study the prescribed book, to read certain 

sections over and over again, and to think about the tutorial material in terms of its practical application. 

With these remarks in mind, the questions may sometimes be difficult, and some may seem ambiguous. 

The idea is not to try to trick you or catch you out, but to make you think. 

 

Formative assessment for MNE3702 takes place through a year mark system. Both Assignments 01 

and 02 will contribute towards your year mark. Assignment 01 will contribute 10% and assignment 02 will 

contribute 90% towards your final year mark. In total, your year mark will contribute 20% of the final 

assessment mark for the module. The summative assessment method will take place by means of an 

examination. The examination mark will contribute 80%.  

 

Your final assessment mark for this module will therefore be a combination of the assignment mark 
and the examination mark. Irrespective of the year mark obtained, a subminimum of 40% must be 

obtained in the examination. You will therefore not pass the module if your examination mark is less than 

40%. In addition, if your examination mark is less than 40%, your year mark will not be used in the 

calculation of your final assessment mark. The examination mark will be the final assessment mark in 

this instance. Please study the following examples to see how the assignment mark (the higher mark of 

the two assignments) will contribute to the final assessment mark: 

 

 Example 1: 
If you obtain 50% in assignment 01, this mark is multiplied by 0.1 to give you 5% towards your year 

mark. If you obtain 60% in assignment 02, this mark is multiplied by 0.9 to give you 54% towards your 

year mark. The total mark of assignments 01 and 02 (5% plus 54%) will constitute your final year mark of 

59%. This figure is then calculated to give you a weight of 11.8% year mark (59 x 0.2%). If you then 

obtain 50% in the examination, this figure is then multiplied by 0.8 to give you a weight of 40% 

examination mark. The two results are then combined to give a final assessment mark of 51.8% (11.8% 

+ 40%) for the module. 
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Assessment % obtained Multiplier Mark 

Assignment 01 50% 0.1 5% 

Assignment 02 60% 0.9 54% 

Year mark (weighted mark) 59% 0.2 11.8% 

Examination mark 50% 0.8 40% 

Final assessment mark   51.8% 

 
Example 2: No marks for assignments; to pass you need 62% in examination 
If you get an assignment mark of 0% for both assignments, you would have to obtain 62% in the 

examination to pass as this percentage is multiplied by 0.8 which equals 49.6% (50%), your final 

assessment mark. 

 

   Assessment % obtained Multiplier Mark 

Assignment 01       0%   

Assignment 02       0%   

Year mark       0%           0.2        0% 

Examination mark       62%           0.8        49.6% 

Final assessment mark          50% 

 
PLEASE NOTE: 
Students may work together when preparing for assignments and studying the module, but each student 

has to submit his/her own assignment, reflecting his/her own work. The university does not tolerate 

plagiarism. If plagiarism is detected, disciplinary action will be taken. 

 

9 OTHER ASSESSMENT METHODS 
There are no other assessment methods for this module 

 

10 EXAMINATION 
For general information and requirements as far as examinations are concerned, see the brochure my 

Studies @ Unisa, which you received with your study material. 
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10.1    Format of the examination paper 
 
The duration of the examination paper for this module is two hours. The paper counts 70 marks and 

consists of two sections. Section A (30 marks) is compulsory and contains long paragraph-type 

questions. Section B (40 marks) consists of three 20 mark questions, you are required to choose any 

two of the three questions. Section B may contain long paragraph-type questions, while it might also be 

subdivided into shorter questions and some might be based on case studies.  Please note, although 

Assignment 01 consists of multiple-choice questions, there will be no multiple-choice questions in the 

examination. 

 

10.2    Examination period 
This module is offered in a semester period of 15 weeks. This means that if you are registered for the 

first semester, you will write the examination in May/June 2015 and the supplementary examination will 

be written in October/November 2015. If you are registered for the second semester, you will write the 

examination in October/November 2015 and the supplementary examination will be written in May/June 

2016. 

 

During the semester, the Examination Section will provide you with information regarding the 

examination in general, examination venues, examination dates and examination times. 

 

10.3   Examination information 
To help you in your preparation for the examination, you will receive guidelines in Tutorial Letter 201. 

This letter sets out clearly what material you have to study for examination purposes. 

 

10.4 Alternative assessment to assist students who qualify for final year concessions 

The myStudies @ Unisa brochure contains important information on the Final Year Concession 

procedure to assist students with one or two modules outstanding. 

 

The Department of Examination Administration (DEA) will inform all students who qualify for a final year 

(FI) concession per sms/email. For this module, FI students have the option to be referred to the next 

formal examination opportunity or to engage in an alternative method of assessment. For this module, 

the alternative method of assessment is a project portfolio which will be assigned to you after the 

Department of Examination Administration has confirmed you as an FI concession student.  

More information on the alternative method of assessment will be communicated directly to the qualifying 

students.  

Alternative methods of assessment are subject to stringent academic rules and processes and should 

not be considered an easier option. Failure to meet the learning outcomes of the module, through the 

alternative method of assessment, will result in a fail and you will need to re-register for the outstanding 

module.   
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11 FREQUENTLY ASKED QUESTIONS 
The my Studies @ Unisa brochure contains an A-Z guide of the most relevant study information. 

 

12 CONCLUSION 
While this module in Corporate Entrepreneurship is exciting, it is also challenging – do not underestimate 

the immense amount of work that is covered. It is therefore strongly advisable that you begin studying 

without delay.  

 

We wish you all the best for a successful academic year. We hope that you find this module interesting 

and helpful, and that it will make a positive contribution to both your personal development as well as 

your career. You are welcome to contact us if you have academic queries relating to your studies. 

 

Best wishes, 

Mr. W Sambo 

Primary Lecturer: Corporate Entrepreneurship (MNE3702) 

Section: Entrepreneurship 

Department of Business Management 
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13  ADDENDUM A: Assignment 01 and 02 (Semester 1) 
NB: This addendum contains assignment 01 and 02 for semester 1. 
Assignment 01 
 
This assignment covers all the chapters of the prescribed book (excluding chapter 5) and consists of 20 

multiple-choice questions. This assignment should therefore be completed on a mark reading sheet or 

submitted via myUnisa. Written answers for Assignment 01 will not be marked. 

 
Due dates and unique numbers for Assignment 01, semester 1 
SEMESTER 1 SUBMISSION DATE UNIQUE NUMBER 

Assignment 01 06 March 2015 528110 

 

Question 1 
A high level of entrepreneurship in organizations is driven by which of the following options?  

1 technology 

2 turbulence in the external environment 

3 political environment 

4 strategic entrepreneurship 
 
Question 2 
Which statements below represent the differences between corporate entrepreneurship and 

entrepreneurship?  

a) No major differences  

b) Job security  

c) Driven by an individual champion  

d) Ownership of the concept   

e) Potential for scale and scope  

1 a, b and c 

2 b, c and d 

3 c, d and e 

4 b, d and e 
 
Question 3 
Firms that engage in breakthrough innovation are often moving into _____ where no one has been 

before.  

1      new world 

2      uncharted waters 

3      new market 

4      uncharted stage 
 

 

 



MNE3702/101 
 

19 

Question 4 
Place the following activities by Home Price Upholstery (HPU) in the correct order, as the steps would 

occur throughout the stages of the creative process.  

a) An employee of the creative team suddenly screams, “Aha! I have the answer!” 

b) HPU goes through a period of refinement and adaptation of the idea.  

c) The HPU creative team decides to step away from the problem and put it on the back burner. 

d) HPU identifies a problem which needs to be defined. In doing so, the company explores the 

resources that it has as well as what the company needs. 

e) HPU comes across a series of dead ends; it finds that coming up with the solution gets 

circuitous, confusing and off the track.  

1 a b c d e  

2 b a d c e 

3 d e c a b 

4 a d e a b  
 
Question 5 
For a business to exploit underutilized resources,_____.  

1 a new business model should be built around corporate knowledge, capabilities or other 

resources 

2 a new business model should be built as a ground for the development of individuals 

3 a new business model should be built around internal capabilities that remains idle  for 

prolonged periods 

4 entrepreneur must hire more staff 
 
Question 6 
Variables in the business environment are interrelated, that means a change in one environmental 

variable will lead to a change in one another. Changes in the business environment (markets. 

technology, politics, regulations and other areas) may lead to _____. 

1 closing doors for many business opportunities 

2 open doors for many business opportunities 

3 close some doors while opening others 

4 business closing down 
 
Question 7 
In this stage companies respond to this loss of control by centralizing operations as well as decision 

making. This stage is referred to as _____. 

1    growth through coordination 

2    growth through collaboration 

3    1 and 2 combined` 

4    None of the above 
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Question 8 
Which one of the following statements is myth regarding entrepreneurs? 

     1     Entrepreneurs are well organized people who do not deviate from their plan.  They do so 

           because they acknowledge the hard work that they put in mapping out the direction of 

           their business. 

2     Entrepreneurs are assumed by some as disorganized and unstructured, they leave it to 

        others to keep things on track, therefore are chaotic. 

3    Like any other entrepreneur, corporate entrepreneurs face the challenges of raising capital 

   to gain an opportunity. 

4       None of the above 
 
Question 9 
Corporate entrepreneurs’ motivation has more to do with the desire to create something successful. 

Therefore they _____. 

1 have to do all the things involved in starting up one’s own business  

2 have nothing to do with starting up a business 

3 like to think of themselves 

4 they have a desire for bonuses 
 
Question 10 
_____ refers to the entrepreneurial phenomenon whereby the firm pro-actively creates a new product-

market arena that others have not recognized. 

1    Organizational rejuvenation 

2    Sustained generation 

3    Domain redefinition 

4    Corporate strategy 
 
Question 11 
The managers at Penwill Clothing retailers feel that they are losing market share. They decided to put 

together a think tank consisting of senior staff members to develop a new service that they can offer 

customers. This is referred to as _____. 

 1 market-pull 

 2 technology-push  

 3 an entrepreneurial strategy 

 4 a champions programme 
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Question 12 
One of the reasons organizations build a business as a laboratory in which the innovation process can 

be studied is to _____. 

1 develop managers 

2 develop new competencies 

3 learn about the process of venturing 

4 keep ahead of everyone in the market 
 
Question 13 
A structure that is conducive to corporate entrepreneurship is one that has _____. 

1       high specialization and centralization of power 

2       decentralized decision making and broad spans of control 

3         hierarchical structures that are highly departmentalized 

 4   narrow spans of control and functional specialization 

 
Question 14 
_____ refers to the entrepreneurial phenomenon whereby the firm seeks to sustain or improve its 

competitive standing by altering its internal process, structures and/or capabilities. 

1 Sustained generation 

2 Domain redefinition 

3 Corporate strategy 

4 Organizational rejuvination 
 
Question 15 
One fatal mistake that organizations continually fall prey to in their attempt to implement strategy is 

_____. 

           1     having real competitive advantage 

           2     misunderstanding industry attractiveness 

           3     contracting 

           4     copy competitors to gain market share 
 
Question 16 
The _____ perspective suggests that innovation can originate from throughout the organization. 

1 entrepreneurial  

2 portfolio 

3 bottom-up 

4 structural 
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Question 17 
The organizational structure associated with high strategic importance and low operational 

relatedness is referred to as_____.  

1 contracting 

2 separate business units 

3 new venture division 

4 departmentalization 
 
Question 18 
Which one of the following factors are not conducive to entrepreneurial leadership at any organizational 
level? 
 

1     An ability to identify and gain the support of key stakeholders to the entrepreneurial effort. 

2     An obsession with finding new business opportunities.  

3     An ability to ensure that all protocols are followed and no one breaks the rules. 

4         The construction of a plan that clearly defines the entrepreneurial opportunity and 

           specifies a strategy for exploitation. 

 
Question 19 
Discontinuous innovation_____. 

1         addresses a market need that has not been addressed before 

2      is a dramatic improvement of an existing product 

3      refers to copying an innovation of another company 

  4         is small and can be used in continuous product improvement 
 
Question 20 
To facilitate an effective process of strategic renewal, corporate management should _____. 

1 consciously assess the strategic relevance of Corporate venturing initiatives that 

may autonomously emerge beyond the boundaries of the corporate strategy 

2 formulate strategies for the type of markets it intends to serve 

3 prioritize the new venture to reinforce people competencies 

4 continuously scan both the internal and external environment 

 
 
            [TOTAL: 20] 
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Assignment 02 (Semester 1) 
Assignment 02 consists of a combination of Seven (7) long and short questions. The answers to this 

assignment may be typed or hand written, submitted via myUnisa or via the postal service. Please 

remember to keep a copy of your assignment. 

 
Due date and unique number for assignment 02, semester 1 

SEMESTER 1 
SUBMISSION DATE UNIQUE NUMBER 

ASSIGNMENT 2 27  March 2015 553109 

 
Read the following case study below and answer the questions which follow. 

 
                                                                    Dell 
 
Dell assembles computers. Originally assembled in the USA, they are now assembled also in 

Ireland, Malaysia, China and Brazil. However, from the start Michael Dell knew what the critical 

success factor for his business was. He used an expert to build prototype computers whilst he 

concentrated on finding cheap components. And the company still sources its components 

from around the world. Dell grew at an incredible pace, notching up sales of £3.7 million in the 

first nine months. The company pioneered direct marketing in the industry whereby systems 

are built to the customer's specifications after an order is placed, and then shipped directly to 

the customer.  More lately, it has pioneered the  development of integrated supply chain 

management, linking customers’ orders directly to its supply chain. At all times it has focused 

dearly on a low-cost/low-price marketing strategy. 

 
‘We built the company around a  systematic process: give customers the h i gh -quality 

computers they want at a competitive price as quickly as possible, backed by great service.' 

 
Every division in Dell is tasked to continuously improve efficiency and reduce costs, and 

workers undertake extensive training through i ts  team-based Business Process 

Improvement programme. This is aimed at reinforcing the importance of cost reduction, but 

also putting in place processes and procedures that allow efficiency savings to be made, 

giving the team control over implementing new ideas. As Dell says, 'Empower workers with the 

tools to make a difference and the innovation will follow.' Productivity at Dell, measured by 

the number of computers built per employee, has increased by 240% in the last five years. 

Dell was a pioneer of e-business. What makes Dell special today is its 'fully integrated value 

chain' B2B2C. Suppliers, including many small firms, have real-time access to information 
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about customer orders and deliveries via the company’s  extranet. They organize supplies of 

hard drives, motherboards, modems etc. on a 'just-in-time' basis so as to keep the production 

line moving smoothly. From the parts being delivered to the orders being shipped out takes 

just a few hours. Inventories are minimized and, what is more important, the cash is received 

from the customer before Dell pays its suppliers. These systems and processes are part of 

Dell's competitive advantage. They help keep Dell's costs low and allow it to build to order. 

In the 1990s, in order to protect this, the company started applying for patents, not for its 

products, but for different parts of its ordering, building and testing processes. It now holds 

over 80 such patents. 

Dell has created a three-way 'information partnership' between itself and its customers and 

suppliers by treating them as collaborators who together find ways of improving efficiency: 

 
The best way I know to establish and maintain a healthy, competitive culture is to partner with 

your people - through shared objectives and common strategies ...Dell is very much a 

relationship orientated company ... how we communicate and partner with our employees 

and customers. But our commitment does not stop there. Our willingness and ability  to 

partner to achieve our common goals is perhaps seen in its purest form in how we forge 

strong alliances with our suppliers ... Early in Dell's history we had more than 140 different 

suppliers providing us with component parts ... Today our rule is to keep it simple and have as 

few partners as possible. Fewer than 40 suppliers provide us with about 90 percent of our 

material needs. Closer partnerships with fewer suppliers is a great way to cut cost and further 

speed products to the market.' 

Dell's market place is highly competitive. Dell prides itself on good marketing of quality 

products but, most importantly, speedy delivery of customized products - factors it believes are 

reflected in the Dell brand. 
 
'The idea of building a business solely on cost or price was not a sustainable advantage. There 

would always be someone with something that was lower in price or cheaper to produce. 

What was really important was sustaining loyalty among customers and employees, and that 

could be derived from having the highest level of service and very high performing products.' 
 
Nevertheless, whilst Dell might not sell the cheapest computers in the market place, the price it 

asks must always be competitive and that means costs must still be kept as low as possible. 
 
SOURCE: Burns, P. 2013. Corporate Entrepreneurship. Innovation and Strategy in 

Entrepreneurship.  New York: Palgrave, McMillan.  
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Question 1 
 
Identify and explain six (6) ways in which entrepreneurship can be manifested at Dell.         (6) 
 
Question 2 
 
There is some level of entrepreneurship in every organization. Innovativeness, risk-taking and 

pro-activeness are three dimensions that characterize and determine the level of 

entrepreneurship within an organization. By quoting relevant examples from the case, discuss 

the three dimensions of corporate entrepreneurship as applied at Dell.           (9) 
 
Question 3 
 
Discuss the concept entrepreneurial intensity and indicate by means of examples how it is 

practiced at Dell.                                          (10) 
 
Question 4 
 
Identify and explain the specific constraints on corporate entrepreneurship which you would 

alert Dell about.                                  (10) 
 
Question 5 
 
By means of examples from the case study, briefly discuss whether Michael Dell (The founder) 

meets the characteristics of an entrepreneurial mindset.                     (5) 
 
Question 6 
 
Today organizations are confronted with dynamic, threatening, and complex changes in the 

external environment, and have been forced to adapt. There are four flexible rules which 

enhance a venture’s chance of remaining adaptive and innovative, both through and beyond the 

growth stage. List and explain each of these rules and highlight how these rules relate to Dell. 

                      (8) 
Question 7 
 
Briefly explain how Dell can build a social capital.               (2) 
 

   

       [TOTAL: 50] 
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14 ADDENDUM B: Assignment 01 and 02 (Semester 2) 
NB: This addendum contains assignment 01 and 02 for semester 2. 
 
Assignment 01 

SEMESTER 2 SUBMISSION DATE UNIQUE NUMBER 

Assignment 1 14 August 2015 528119 

 
Question 1  
Which of the following statements represents strategic innovation pertaining to product- focused 

entrepreneurial initiatives? 

1 Innovation is defined as a company- wide task, not simply the responsibility of research 

and development 

2 Strategies are formulated for the types of markets, to be served through the company’s 

innovative efforts, including how new or mature these markets are in general, and the 

newness of these markets to the company 

           3     Both 1 and 2 

           4     Innovation portfolio  

 
Question 2 
_____ refers to the entrepreneurial phenomenon whereby the firm pro-actively creates a new product-

market arena that others have not recognized. 

1 Organizational rejuvenation 

2 Sustained generation 

3 Domain redefinition 

4 Corporate strategy 

 
Question 3 
A structure that is conducive to corporate entrepreneurship is one that has _____. 

1       high specialization and centralization of power 

2       decentralized decision making and broad spans of control 

3         hierarchical structures that are highly departmentalized 

 4  narrow spans of control and functional specialization 

 
 
 
 
 
 
 
 
 
 



MNE3702/101 
 

27 

Question 4 
Organizational structure with high strategic importance and low operational relatedness is referred to as 

_____.  

1     contracting 

2     separate business units 

3     new venture division 

4     all the above 

 
Question 5 
The _____ perspective suggests that innovation can originate from throughout the organization. 

1     entrepreneurial  

2     portfolio 

3     bottom-up 

4     structural 

 
 Question 6 
 Which of the following statements are dilemmas of innovation? 

a) Technology-driven innovation often leads to dramatic new products that prove to be “better 

mousetraps” nobody wants.  

b) Being first to market is not consistently associated with success, while being second or third is 

not consistently associated with failure.  

c) All entrepreneurs are innovators, all innovators are entrepreneurs, and successful 

entrepreneurship does not involve continued innovation.   

d) People who design innovations typically seek to perfect their new product or service, making it 

the best possible.  

 

1    a, b and c 

2    b, c and d 

3    c, d and e 

4    a, b and d 
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Read the mini case study below and answer Questions 7 and 8 which follow. 
 

 

JJ Manufacturers have introduced a new product that has revolutionised the market. It was the 

first new product introduced in ten years. In contrast, Wisani Traders continuously introduces 

modest improvements in their products and services. 

 

Question 7 
Where on the entrepreneurial grid would you place JJ Manufacturers? 

 1    continuous / incremental 

 2    periodic / incremental 

 3    revolutionary 

 4    periodic / discontinuous 

 
Question 8 
Where on the entrepreneurial grid would you place Wisani Traders? 

 1 continuous / incremental 

 2 periodic / incremental 

 3 revolutionary 

 4 periodic / discontinuous 
 
Question 9 

_____ refers to the extent to which an organisation does things in novel, different and unique 

ways. While, the willingness on the part of the organisation to pursue opportunities that have a 

reasonable likelihood of producing significant performance discrepancies is known as _____. 

1 risk-taking; innovativeness 

2 innovativeness; risk-taking 

3 risk-taking; proactiveness 

4 proactiveness; risk-taking 
 
Question 10 
Discontinuous innovation _____. 

1   addresses a market need that has not been addressed before 

2   is a dramatic improvement of an existing product 

3   refers to copying an innovation of another company 

    4      is small and can be used in continuous product improvement 
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Question 11 
Match the component of corporate venturing in Column A with the correct definition in      

Column B. 

Column A Column B 

1) Internal corporate 
venturing 

a) To exploit existing corporate competencies in new 
product or market arenas. 

2) Cooperative corporate 
venturing 

b) New businesses are created outside the company and 
subsequently acquired by the company. 

3) External corporate 
venturing 

c) Create and own new businesses. 

 d) Create new businesses and own together with external 
development partners. 

 
1 (1)(c); (2)(d); (3)(b) 
2 (1)(d); (2)(b); (3)(a)  
3 (1)(a); (2)(d); (3)(b)  
4 (1)(c); (2)(b); (3)(d)  

 
Question 12 
 
Place the following activities by Home Price Upholstery (HPU) in the correct order, as the steps would 

occur throughout the stages of the creative process.  

 

a) An employee of the creative team suddenly screams, “Aha! I have the answer!” 

b) HPU goes through a period of refinement and adaptation of the idea.  

c) The HPU creative team decides to step away from the problem and put it on the back burner. 

d) HPU identifies a problem which needs to be defined. In doing so, the company explores the 

resources that it has as well as what the company needs. 

e) HPU comes across a series of dead ends; it finds that coming up with the solution gets 

circuitous, confusing and off the track.  

1 a b c d e  

2 b a d c e 

3 d e c a b 

4 a d e a b  
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Question 13 
 
The BlueBerry Company (BB Co) is striving to become the market leader in technology within the smart 

phone industry. Unfortunately, all BB Co does is imitate the strategy of the EyeFone Company (EF Co), 

and cannot continually produce desirable technological innovations as it does not have the necessary 

internal capacity to do so.  

 
Which two fatal mistakes did the BB Co fall prey to? 

 
 1 Pursuing an unsustainable competitive position; no real competitive advantage. 

 2 Compromising strategy for growth; misunderstanding industry attractiveness. 

 3 No real competitive advantage; failure to explicitly communicate strategy  internally. 

4    Pursuing an unsustainable competitive position; misunderstanding industry 

   attractiveness. 

 
Question 14 
The managers at Penwill Clothing retailers feel that they are losing market share. They decided 

to put together a think tank consisting of senior staff members to develop a new service that 

they can offer customers. This is referred to as _____. 

 1 market-pull 

 2 technology-push  

 3 an entrepreneurial strategy 

 4 a champions programme 

 
Questions 15 and 16 are based on the various differentiating elements between 
mechanistic and organic organisational structures, some of which are listed below.  

Elements of the Mechanistic and Organic Organisational Structures: 

 
a) The channels of communication are open with free flow of information throughout the 

organization.  

b) There is loose, informal control, with emphasis on norm of cooperation.  

c) The authority for decisions is based on the formal line management position.  

d) Employees are required to conform to job descriptions. 

e) The operating styles are allowed to vary freely. 
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Question 15 

Which of the abovementioned elements relate to the mechanistic organisational structure? 

1 a, b and c 

2 a, b and e 

3 c and d  

4 d and e 

 
Question 16 

Which of the abovementioned elements relate to the organic organisational structure? 

1  a, b and c 

2  a, b and e 

3  c and d 

4  d and e 

 
Question 17 
A structure that is conducive to corporate entrepreneurship is one that has _____. 

 1 high specialisation and centralisation of power 

 2 decentralised decision making and broad spans of control 

 3 hierarchical structures that are highly departmentalised 

 4 narrow spans of control and functional specialisation 

 
Questions 18 and 19 are based on the figure by Slevin and Covin (1990) illustrated below.   
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Question 18 
Cell 1 represents that a good fit exists with a(n) _____ structure and an emphasis on 

entrepreneurial management, producing a(n) _____ company. 

1 organic; effective entrepreneurial 

2 pseudo-entrepreneurial; unstructured  

3 organic; efficient entrepreneurial 

4 pseudo-entrepreneurial; efficient entrepreneurial 

 
Question 19 
Organisations are much more problematic when the structure and management style are 

inconsistent. Which two cells in Slevin and Covin’s figure represent such organisations? 

1 Cells 1 and 3 

2 Cells 1 and 2 

3 Cells 2 and 3 

4 Cells 2 and 4 

 
Question 20 
There are nine distinct design possibilities that a company may employ. The type of design 

which has uncertain strategic importance and strong operational relatedness refers to _____. 

1 separate business units 

2 a new venture division 

3 a new product department 
4 nurturing and contracting  

 
[TOTAL: 20 marks] 
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Assignment 02 (Semester 2) 

SEMESTER 2 SUBMISSION DATE UNIQUE NUMBER 

Assignment 02 28 August 2015 553121 
 
Read the case study below and answer the questions that follow: 
 
      Virgin 
 
Virgin is one of the best known brands in Britain today, with 96% recognition, and it is well known 

worldwide. It is strongly associated with its founder - 95% can name him. In 2004 lnterbrand ranked it 

eighth in the global rankings for Brand of the Year. Research shows it is associated with value for 

money, quality, good service, innovation, fun and a sense of competitive advantage. But despite its high 

profile, Virgin is actually made up of Jots of small companies - 20 umbrella companies with some 270 

separate, semi-independent businesses, most set up in partnership with other companies.  

This mirrors a Japanese management structure called 'keiretsu', where different businesses act as a 

family under one brand, each empowered to run its own affairs independently, but offering help and 

support when needed. Richard Branson explains: 
 
'Despite employing over 20 000 people, Virgin is not a big company- it's a big brand made up of lots of 

small companies. Our priorities are the opposite of our large competitors ... For us our employees matter 

most. It just seems common sense that if you have a happy, well-motivated workforce, you're much more 

likely to have happy customers. And in due course the resulting profits will make your shareholders 

happy. Convention dictates that big is beautiful, but every time one of our ventures gets too big we divide 

it up into smaller units... Each time we do this, the people involved haven’t had much more work to do, 

but necessarily they have a: greater incentive to perform and a greater zest for their work.' 
 
Virgin uses its brand as a capital asset in joint ventures.  It  is continually  searching out opportunities  

where  it  can offer  something  'better,  fresher  and  more  valuable'. Virgin contributes the brand and 

Richard Branson's PR profile, whilst the partner provides the operating capability and often the capital 

input- in some ways like a franchise operation. New firms are set up and sold off to finance Virgin's 

global expansion. In the three years to 2002, Virgin raised an estimated £1.3 billion in this way. Among 

these the biggest was the sale of 49% of Virgin Atlantic to Singapore Airlines for an estimated £600 

million, followed in 2001 by a £75 million mortgage secured on his remaining stake. Virgin sold 50% of 

Virgin Blue, the Australian low-fare carrier to Patrick Corp. for £96 million. It also sold Virgin One to 

RoyalBank of Scotland for £45 million, the Virgin Active health clubs for £75 million and the French 

Megastore business to Lagardere for £92 million. Virgin has also raised smaller amounts by selling 

stakes in Raymond Blanc's restaurants. 
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The brand has been largely built through the personal PR efforts of its founder. According to Richard 

Branson: “Brands must be built around reputation, quality and price ...People should not be asking "is 

this one product too far?" but rather, "what are the qualities of my company's name? How can I develop 

them?" 
 
According to Will Whitehorn; director of corporate affairs at Virgin Management: 'At Virgin, we know what 

the brand name means, and when we put our brand name on something, we're making a promise. It's a 

promise we’ve always kept and always will. It's harder work keeping promises than making them, but 

there is no secret formula. Virgin sticks to its principles and keeps its promises.' 

Virgin defines its consumers as 'the public at large- anyone who will buy from us. It defines its customers 

as 'people who are using Virgin products or services' and would like to extend its relationship with them, 

for example through Virgin Mobile. It believes its products and services are about making life easier- 

'developing better value for money, a better service, challenging the status quo, and injecting an element 

of fun into what have traditionally been dreary marketplaces.' For example, in the airline industry it aims 

to offer excellent customer service and has consistently innovated in many ways like offering on-board 

messaging. In 2004 Virgin Atlantic was voted best long haul business airline by Business Travel and 

best transatlantic airline by Travel Weekly. Virgin Mobile offers one simple tariff with no extra charges 

rather than the complicated contracts offered by other mobile phone companies.  
 
In 2003 Mobile Choice Consumer placed it first for the best pre-pay package and best for customer 

service. Service quality is at the core of many of the businesses and this is delivered by staff having the 

culture of 'going the extra mile.  

Staff are seen as the company's most valuable asset. They give the company its personality, shape its 

culture and innovate.  Staff training encourages empowerment and challenging of existing rules and 

reinforces the brand culture. There are numerous activities designed to promote team spirit and reinforce 

brand values, including Richard Branson's summer party for staff. All staff have annual appraisals and a 

continuous service policy allows them to move freely around the Virgin Group of companies. Staff also 

get to enjoy a Virgin group-wide discount scheme.  

 
The Group conducts regular employee satisfaction surveys and focus groups. It has staff committees 

and makes use of ideas/suggestions boxes. The company encourages employees  to  'go  that  extra 

mile'  by  schemes that  reward  this, such as Virgin Atlantic  and  Virgin Holidays' Heroes, Virgin Mobile 

Shout Scheme, Virgin Money's  Academy Awards and the group-wide Star of the Year prize dinner. In 

2003 Virgin was voted, by Business Superbrands, the brand that most values its employees. Richard 

Branson now runs the Virgin Empire from a large house in London's Holland Park. Although there does 

not appear to be a traditional head office structure, Virgin employs a large number   of professional 

managers. It has a devolved   structure and an informal culture.  
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Employees are encouraged to come up with new ideas and development capital is available once a new 

venture reaches a certain size it is launched as an independent company within the Virgin Group and the 

intrapreneur takes an equity stake. Will Whitehorn, Branson's right hand man for the last 16 years, says 

of Richard: 'He doesn't believe that huge companies are the right way to go.  

 
He thinks small is beautiful. .. He's a one-person venture capital company, raising money from selling 

businesses and investing in new ones, and that's the way it will be in the future' (The Guardian, 30 April 

2002). In 2007 Richard Branson announced that he would be taking a less active role in the day-to-day 

management of his companies. 
 
SOURCE: Burns, P. 2013. Corporate Entrepreneurship. Innovation and Strategy in 

Entrepreneurship.  New York: Palgrave, McMillan. 

 

Question 1 

Where would you place Virgin in the entrepreneurial grid and why?                       (6) 
 
Question 2 

As a business consultant to Richard Branson, explain to him how Virgin can grow through 

collaboration.                     (6) 
 
Question 3 

Some elements of culture apply in the case study. By quoting relevant issues from the case, 

identify and explain what elements of culture are evident at Virgin.                      (7) 
 
Question 4 

Briefly explain to Virgin group the entrepreneurial imperatives of Richard Branson in the 

organization.                                                           (5) 
 
Question 5 

Entrepreneurial initiatives can be held back or derailed at Virgin because of a number of 

shortcomings of the corporate entrepreneur. There are limitations that the Virgin group is likely 

to face.  Explain the limitations that may lead to Virgin managers/corporate entrepreneurs to fail.

                        (10) 
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Question 6 
Some of the reasons why firms engage in corporate entrepreneurship (CE) projects include 

learning about the process of venturing-build a new business as a laboratory in which the 

innovation process can be studied, developing new competencies-build a new business as 

a basis for acquiring new knowledge and skills pertaining to  technologies, products, or 

markets of potential strategic importance, and to develop managers-build a new business 

as a training ground for the development of individuals  with general management potential. 

Briefly explain how Virgin can maximize learning from their CE projects.                                   (6) 
 
Question 7 
Briefly explain how Virgin can acquire more resources for growth.                                            (4) 
 
Question 8 
Briefly explain what external challenges Virgin is likely to face in their core Human Resources 

(HR) function.                                   (6) 
 

                           [TOTAL: 50] 
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15 ADDENDUM C: Assignment 03 
 
Assignment 03 is a self-assessment assignment (for both semester 1 and 2). Therefore, you must not 

submit this assignment. Although it is not compulsory, it is highly recommended that you complete this 

assignment as it will be of value in your learning experience and in mastering this module in preparation 

for your exams. 
 

Read the case study and answer the questions that follow. 
 

Can J&R electronic Grow with E-commerce? 
 

J&R Electronics is a mom-and-pop shop for the modern age.  Joe and Rachelle Friedman started the 

business as an audio equipment store in 1971.  They funded the original business, a 500-square-foot 

storefront near New York’s City Hall, with money they received for their wedding.  Over 35 years, the 

Friedmans expanded the business, adding records, office equipment, cameras, computers, movies, and 

games.  Today, J&R Electronics encompasses a lucrative catalog business and 10 specialty electronics 

stores covering 300,000 square feet of retail space on that same city block in Manhattan.  Among the 

stores are the famed J&R Music World and J&R Computer World. 
 

The J&R empire sells nearly every type of electronic device imaginable.  However, the Friedmans have 

resisted the advice of suppliers, such as record companies, who have told them the only way to survive 

and compete with big box stores was to become a chain.  Rachelle Friedman explained that “by staying 

on the block… we maintain control, which the chain stores lose.” How does J&R continue to survive with 

only one location in an industry dominated by Wal-Mart, Best Buy, and Circuit City?  Quite appropriately, 

the Friedmans have their son to thank for that. Jason Friedman is the vice president of e-commerce for 

J&R electronics.  In 1998, Jason, who started out as the company’s database manager, lobbied his 

parents to invest in the Web as an outlet for the company, J&R InterWorld Corp., a highly regarded 

product of the first dot-com boom.  InterWorld’s Commerce Exchange served J&R well enough to satisfy 

the notion that e-commerce would play a major role in the company’s future. 
 

In 2000, J&R was ready to upgrade to a new version of the InterWorld software, which was routed as 

being much more robust than the previous versions that J&R had installed.  Within a year, the upgrade 

process at J&R was thrown off track as the dot-com bust brought about the demise of InterWorld.  Jason 

Friedman was forced to continue development of J&R’s online presence without support from the 

software vendor.  He and his staff managed to piece together a custormised e-commerce application 

that could handle the 400,000 products that J&R sold.  However, the solution did not support some of the 

features that online retail competitors offered, such as the ability to collect and display customer reviews 

and provide information on inventory statistics, and shipping time. 
 

By that time, with 30 percent of J&R’s $400 million in revenue being generated by JR.com, Friedman 

was looking to inject new life into the website.  With a staff of 50 IT workers backing him up, he explored 

ways to ensure that the JR.com would remain as popular a destination online as the bricks-and-mortar 
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store was in the real world.  For the new site, he chose an e-commerce platform from Blue Martini and 

CRM packages made by Loyalty Lab.  In addition, Friedman planned to bring JR.com in line with Web 

2.0 concepts by populating the site with videos and introducing customer reviews.  Those features were 

valuable tools that customers could use to educate themselves about products and comparison-shop 

before they committed to buying. 
 

In May 2006, J&R unveiled an online loyalty program to encourage shoppers to visit JR.com directly 

rather than connect from a link on another site, such as a price comparison search engine.  The strategy 

intends to raise the number of unique visitors to the site and as Jason Friedman put it, relieve J&R from 

‘fighting over pennies with our competitors.” For participating in the program, customers receive gift 

cards equaling 2 percent of their purchases.  If successful, the loyalty program will keep past customers 

from giving their business to other stores, as well as entire new customers to join the J&R community.  

Catalog shoppers are also eligible for loyalty rewards. 
 

Mark H. Goldstein, CEO of Loyalty Lab, noted that J&R already had a loyal customer base as a result of 

its top-notch customer service and focus on building relationships.  All that the company lacked was a 

program that recognized customer loyalty.  Loyalty Lab’s CRM package helped fill that void by hosting 

the modules that enabled J&R customers to register for accounts, manage their accounts, and reclaim 

the incentives they have earned, J&R’s marketers can control the services from Loyalty Lab with simple 

graphical online tools using any standard Web browser, Goldstein points to additional benefits for J&R 

from the program in form of saving what he calls ‘the Google tax”.  This is the 20 to 30 percent charge 

that J&R pays to search sites when visitors are directed to J&R from another site, a fee that J&R  avoids 

when shoppers visit JR.com directly. 
 

J&R selected Blue Martini as its new e-commerce platform because Blue Martini functions well with 

J&R’s ERP software from a technical perspective.  The two systems are able to exchange data easily; 

Blue Martini provides a better opportunity to share the strengths of J&R’s bricks-and –mortar channels 

online.  By doing so, the company hopes to achieve a greater competitive advantage over its chain store 

rivals.  Blue Martini has to showcase online the standout features of a visit to a J&R Electronics store.  

Only then can customers throughout the country respond to the business with the same sense of loyalty 

as those who physically visit the stores in lower Manhattan.   
 

J&R has plenty of advantages or differentiators to showcase.  Its prices are very competitive, yet it 

maintains a vast inventory that rarely leaves customers disappointed.  J&R also has a reputation for 

being at the leading edge of new technology.  The company has a penchant for being the first retailer to 

sell new products or the latest versions of already popular products.  Furthermore, J&R is known to have 

a good sense for technology trends, such as the transition from VHS to DVD and the rising popularity of 

Apple products.  J&R often caters to those trends before other stores are prepared to do so.  Aside from 

good prices, perhaps the element of J&R that appeals to customers most is its sales staff.  Customers 

who enter J&R stores know that the workers they encounter will be well informed and adept at explaining 

the features and specifications of even the newest and most high-tech products.   
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With Blue Martini, J&R will try to emulate the expertise of its sales staff online.  The platform provides a 

Guided Selling application, which collects input from the shopper and produces a narrowed-down view of 

the product catalog that is tailored for the requirements and preferences of a particular customer.  

Customers are able to view products by brand, price, popularity, size, and availability of special offers.  

By providing interactive recommendations, J&R can put more information about products in the hands of 

customers, which makes them more comfortable in their purchases. 
 

Comprehensive product descriptions, product reviews from customers and other sources, and 

comparison grids will also make it easier for shoppers to understand and select products.  Going a step 

further, Blue Martini enables J&R to deepen its Web content with videos, giving tutorials on specific 

products.  The videos bring a personalization to the online shopping experiences that normally would be 

available only in a brick-and-mortar store.  J&R even films the videos in its actual stores.  The new e-

commerce platform will also enhance the capabilities of software that J&R was already using.  For 

example, under the old system, J&R had to run its Endeca website search software separately from the 

InterWorld site. The Endeca software helps customers find, analyse, and determine relevancy in search 

results, but these features could not be fully utilized in that environment.  On the new site, J&R can 

integrate Endeca with its PowerReviews customer reviews to help customers refine and sort products, 

Endeca also features merchandising functionality that J&R will now be able to deploy for tracking the 

activities of customers across the JR.com site. 
 

The new JR.com launched in March 2007 with a host of new customer conveniences.  If a customer 

selects a product that is out of stock, the site is prepared with a list of similar products.  The site also has 

real-time integration with store inventory, so onsite purchases are reflected in the availability of products 

online.  J&R has also made the checkout process more efficient so shoppers arrive at final price more 

quickly.  The shipping section has been restructured to improve the accuracy of delivery dates and 

shipping fees. 
 

Jason Friedman recognizes that, despite the increased functionality provided by Blue Martini, his 

company is still limited by having physical stores located solely in New York City.  He notes that where 

chain stores can offer customers the option of ordering merchandise online and picking it up that day in 

person at the nearest store, J&R can only make that option available to customers in the New York City 

area.  However, he feels that emphasizing e-commerce carries great potential for the business and 

represents the company’s future. 
 

Maris Daugherty, a senior consultant with J.C. Williams Group, a global retail consultancy, believes that 

J&R should not expect too much too soon.  She says that there is space in the retail market for a niche 

entity like J&R, but success will likely come from a long-term focus rather than a short-term revolution.  
 

SOURCE:  Laudon, K & Laudon, J. 2008. Management Information Systems, 11th ed. Britain. 

Prentice Hall.  
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Question 1 
 
By means of examples from the case study, show the characteristics displayed which are associated 

with an entrepreneurial individual.                              (5) 

 
Question 2 
How would you measure J&R’s entrepreneurial intensity?  Substantiate your answer by giving 

examples from the case.                                     (10) 

 
Question 3 
By means of examples from the case study, briefly discuss whether Joe and Rachelle Friedman meet 

the characteristics of an entrepreneurial mindset.                                      (10) 

 
Question 4 
Explain how strategic entrepreneurship would apply at J&R?                           (10) 

 
Question 5 
Briefly discuss how J&R embraced the concept of innovation by quoting relevant cases in the case study 

                                                           (7) 

Question 6 
Why do you think J&R adopted an open innovation model? Discuss the reasons why.                           (8) 

   
       [TOTAL: 50] 
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