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MOTIVATING AT-RISK STUDENTS IN THE
ARKANSAS DELTA: AN ENTREPRENEURSHIP
SIMULATION

Sandra Bevill, Arkansas State University

Susan Glasgow, Arkansas State University
shevill@astate.edu

ABSTRACT

The SIFE Team at an AACSB-accredited College of Business received a grant from Sam's
Club to provide an entrepreneurship simulation for 53 at-risk students in the Arkansas Delta. The
students were given a pre-test to assess their knowledge of business. Then, the SIFE team supplied
the students' teachers with curriculum materials the teachers used to provide the students with a
basic knowledge of entrepreneurship and the functions of business. The students divided into teams
and created products or services, developed a business plan and marketing plan for their
companies, and actually sold their products or services. The entrepreneurship program culminated
with a Celebration Fair during which time the students presented and sold their products. The
Celebration Fair was attended by other students, faculty, and the community. The students were
also given a post-test. One of the most interesting results of the post-test was that 83% of the
students indicated an interest in pursuing post-secondary education compared with 22% who had
indicated that interest in the pre-test. Additional results of the comparison of the pre- and post-tests
are explained in the article.
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HOW SMALL BUSINESSES CAN REDUCE HEALTH
CARE COSTS AND ENSURE THE AVAILABILITY OF
HEALTH INSURANCE FOR THEIR EMPLOYEES

Don B. Bradley III, University of Central Arkansas

Matthew D. Hobbs, QualChoice of Arkansas
donb@uca.edu

ABSTRACT

The purpose of this paper is to address how small businesses can reduce health care costs
and ensure the availability of health insurance for their employees. This is an important issue for
small businesses today due to the continual increase of health insurance costs over the past two
decades. Looking beyond traditional managed care plans, this research presents other viable
options available to small businesses to provide cost-saving, employee-friendly health insurance.

The current trend of increasing health care costs forces small businesses to find creative
solutions to manage health care plans (i.e., preferred provider organizations, health maintenance
organizations, and point of service plans) to remain profitable while still offering quality health
insurance to their employees. The double-digit rise in premiums over the past two decades has been
caused by a variety of factors, including the limited capabilities of small businesses. Overall, the
aging of Americans has led to a higher demand for health care services. This increased demand has
substantially affected the rising costs of health care. Likewise, specific increases for small business
health insurance premiums can be attributed to the weak negotiating power of small businesses and
a lack of financial resources. The rise in health care costs associated to these factors have led some
small businesses to reduce health insurance benefits, such as low deductibles and mental health
benefits, or simply drop health insurance altogether.

As a result of increased health care costs, small businesses are being forced to choose
between providing necessary health benefits for their employees or maintain profitability in a
heavily competitive global economy. Fortunately for small businesses, several alternatives to
manage care plans are currently available. These alternatives were considered in the final
recommendations of this research. These also include flexible spending accounts (FSAs),
high-deductible health plans (HDHPs), health reimbursement accounts (HRAs), health savings
accounts (HSAs), health insurance premium stipends, small business health insurance purchasing
alliances, and government intervention. While government intervention is beyond the control of
small businesses, the other options listed are possible alternatives to help employers offer
affordable, dependable health insurance.

After carefully reviewing the options available, three recommendations were formulated as
the best alternatives to managed care plans. The three recommendations for small businesses
provided in this paper are to (1) adopt high-deductible health plans (HDHPs) with health
reimbursement accounts (HRAs) and flexible spending accounts (FSAs), (2) give employees the

Reno, 2008 Proceedings of the Academy of Entrepreneurship, Volume 14, Number 2



Allied Academies International Conference page 3

option of receiving a health insurance stipend for private health insurance policies or participating
in an employer-sponsored HDHP, and (3) consult with regional health insurance cooperatives to
find the lowest possible health insurance rates on either HDHPs or managed care plans.
Although the recommendations in this research are viable options for any small business,
employers must remember that the underlying factors in choosing a health care plan are the amount
of money the employer can contribute to the plan and the demographics of the small business, which
includes the age and sex of employees and their medical history. Assessing these factors, in addition
to consulting the recommendations in this research, will allow small businesses to care for the
medical needs of their employees at a time when health care costs continue to rise substantially.
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STRATEGIC PLANNING: A PRACTICAL PRIMER FOR
THE ENTREPRENEUR

Erich N. Brockmann, The University Of New Orleans
Kenneth J. Lacho, The University Of New Orleans

erich.brockmann@uno.edu
ABSTRACT

Entrepreneurs are known for opportunity recognition. However, once a commercial entity
is formed to take advantage of an opportunity, the leadership priority shifts from entrepreneurial
to strategic. A strategic perspective leverages limited resources to position a business for future
success relative to rivals in a competitive environment. Oftentimes, the talents needed for one
priority are counter to those of the other.

This article intends to simplify one's transition from entrepreneurial to strategic. It walks
an entrepreneur through the strategic management planning process using a fictional business. The
various tasks in the process (mission, vision, internal analysis, external analysis) are illustrated with
examples from a typical restaurant. The examples show how the strategic management tasks are
interrelated and ultimately lead to a philosophical approach to managing a business.

INTRODUCTION

Entrepreneurs are primarily concerned with recognizing opportunities and seizing the
initiative (Baron & Ensley, 2006). However, once seized, the organization needs to be able to
survive in a competitive environment. For this follow-on survival, one needs strategic management
skills in addition to the entrepreneurial skills already held (Ireland, 2007). In this article we intend
to provide entrepreneurs a practical primer to strategic management in a very easy to understand
format by following the process using a fictional restaurant in an urban environment.

PURPOSE

Entrepreneurs pour their hearts and souls into new ventures for years until they finally start
to pay off (Mitchell et al., 2002). Perhaps they have heard of strategic planning but haven't really
had time to pursue it as a process. The problem is that few know much about strategic management
and have fewer still have ever participated in the process. And, unlike in larger organizations that
may have strategic management departments, the onus for everything in smaller, start-up
organizations, falls to the owner/manager.

Therein lay the purpose of this article-to remove some of the mystery associated with
strategic management and to provide practical guidance towards taking the next step in managing
an on-going business. A summary of the strategic planning process and a list of suggestions for
conducting the process are provided. We think you will find that the process is pretty much
common sense and easier to accomplish than originally thought.
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The importance of strategic management to a business can be summed up with the old
saying-"If you don't know where you are going, any road will take you there". Prudent use of the
information contained in this article will help ensure that you and your company will find the road
to success and will continue to follow it year-after-year.

THE STRATEGIC MANAGEMENT PROCESS

Y our first step in learning the strategic management process should be to put yourself at ease.
Although, the name itself invokes a grandiose scheme that may seem bigger than life, strategic
management is, in fact, little more than an exercise in time management. It's all about how to
achieve what's important when faced with conflicting demands and limited resources. Second, don't
get caught up in the hype of strategic management. Too many organizations go through the motions
but lose sight of the intent. These companies are ridiculed in mainstream culture such as in the
Dilbert comic strip. Remember the intent of strategic management is to set your company up for
future success.

The following discussion includes descriptive steps in the strategic planning process. The
first phase of strategic management is planning followed by implementation. We concentrate on
the planning process here by showing how things should progress while giving some practical
examples.

Mission

This is your starting point. Equally important as knowing where you are going, you need
to know where you are starting from-where you are today (Ireland & Hitt, 1992). A good mission
statement would include your company's name, its major product/service offering, its major
customer(s), and its source of competitive advantage. It needs to answer the question of "Why are
we in business?"

For illustration, assume a fictitious restaurant, Mama's. Mama's provides lunch service in
an urban downtown setting. A good mission statement would be:

"Mama's restaurant provides workers in the central business district a home-cooked lunch.
Our success rests on our unique, relaxed, home-style atmosphere where you can "get away" from
the work environment, if just for a moment".

After reading this mission, one can easily picture what the business does. It would be
difficult to develop a similar understanding if the mission was simply "To make money". In a
capitalistic economy, it's a goal of most businesses to make money. The issue at hand is to structure
and position your company so that it has the best opportunity to make MORE money than the
competitors.

Vision
We can all remember President John F. Kennedy's vision of "A man on the moon by the end

of the decade" and Martin Luther King's vision of " have a Dream". Both are simple yet extremely
powerful.
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A good vision need not be as powerful as those above; but, it should be useful. The
business's vision should paint a clear picture of the company in the distant-one that can easily be
seen in the mind. In general, Vision development should be easy for an entrepreneur. After all, the
vision is simply a representation of the opportunity which was recognized and led to the formation
of the business in the first place.

In general a vision is often less defined than the mission and more goal-oriented. Visions
provide a unifying motivation. While flexible, three to five years is a reasonable time frame. A
good vision should inspire and motivate the entire company. Building on Mama's example, a decent
vision could be, "When the harried workers think of lunch, Mama's is the first choice that comes to
mind". This vision provides sufficient direction for managers at Mama's to use when setting
priorities.

Now that we know where we are (e.g., the mission) and where we want to go (e.g., the
vision), it's time for a reality check. The owner/manager needs to evaluate his company relative to
competitors to see what he need to do in order to make sure that he can reach his desired future.
This issue is addressed in the next part of the process and has two steps. We start by looking inside
the business with an internal evaluation of what the company has and then look outside at the
external environment to see how the company compares to competitors.

Internal Evaluation

Internal evaluation involves some serious soul-searching. You need to look around and take
inventory of everything that you have at your disposal. Put yourself in Mama's shoes and the
inventory should contain everything: people, buildings, desks, chairs, chicken roasters, refrigerators,
freezers, etc.-these are resources. Now look at what you're doing with those resources: preparing
meals, serving meals, cleaning up after meals-these are activities.

The internal evaluation process should provide a very detailed description of the business,
what it has and what it does. The more detail the better. In fact, the soul-searching session will be
more effective if you can remain objective and refrain from assigning adjectives during the
identification phase. To illustrate by building on Mama's example, one resource could be the
restaurant's address/location. While the location may be a reason for success, avoid any claims of
'prime’ location for the moment. Simply list everything; the list will be pared down and prioritized
later.

Mama's resources would include: a chef with credentials from a particular culinary institute;
two hostesses; five wait staff; 1,000 square feet seating area with thirty tables; a lease on the
property; a kitchen capable of producing fifty meals per hour; etc. Mama's activities would include:
receiving the ingredients to the meals; preparing the meals; serving the meals; cleaning up after the
meals; greeting incoming diners; seating the diners; taking orders; delivering the meals; disposing
of the waste; paying the employees; developing menus; etc.

The more detail is better because we have to evaluate each of these activities to see where
we rank relative to competitors. We want to find out what Mama's does better than her competitors.
Furthermore, why should potential diners choose Mama's over her competitors: Papa's, Uncle Joe's
or Aunt Jane's? This is the question we want to answer next, and the more activities we have in our
description, the more options we have in our next step-external evaluation.
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External Evaluation-the Competitors

You now need to identify your Industry; this is you and all the competitors fighting for the
same group of customers (Porter, 1980). Your company's intent should be to attract those customers
instead of allowing them to freely seek out your competitors; this is critical to your company's
success. Simply, you need to determine what the customers want. You then need to perform those
internal activities which are the bases for what the customers want; and, you need to do so better
than the competitors.

Of course, this is much easier said than done. You'll have to rely on marketing research to
identify what your target customers want and how they decide among various competitors. In
Mama's target market, the potential diners come from occupants of the office buildings in the central
business district; this is consistent with her mission statement. Mama hired a consultant to survey
the potential customers to see what criteria they use when deciding where to eat lunch. The
consultant identified three factors: within three blocks walking distance; a relaxed atmosphere; and,
good tasting food. Mama, being familiar with the area around her restaurant, identified three other
restaurants that may be able to satisfy the above criteria: Papa's, Uncle Joe's and Aunt Jane's.

The task at hand is to make sure that Mama's is better able to provide the above three factors
better than the other three restaurants can. In other words, Mama wants to make sure she has a
competitive advantage. Therefore, we need to evaluate each of Mama's activities relative to the
corresponding activities of the other three competitors. The initial intent is to see which activities
Mama's performs better (i.e., her strengths) AND where Mama's doesn't perform as well (i.e., her
weaknesses) relative to her competitors' performances.

We can now revisit Mama's activities and see if, and where, she has a competitive advantage.
Recall, the customers' first decision criterion was convenience. After evaluating her location relative
to those of the three competitors, we can see if more potential customers are within a three block
radius or not. The second criterion was atmosphere. After hiring an objective evaluator to visit all
four restaurants, Mama found that hers rated as the most relaxed. This evaluation demands further
measure since it is so critical. She really needs to come up with objective measures for defining a
'relaxed atmosphere'. The third criterion was quality food. Again, an objective evaluator could be
hired to taste the offerings. A simple proxy measure for food quality could be the credentials of
Mama's chef relative to those of the chefs of the competitors.

Due to space constraints, we'll limit our coverage here. To be really useful, you should
evaluate ALL of your activities against VERY specific measurement criteria in order to see where
you rank relative to your competitors or industry standards (Barney, 1997). You may find other
sources of competitive advantage as well as areas, not necessarily linked to the competitive
advantage but where you need to improve your business such as reducing costs.

We'll now shift our focus to the longer term considerations. What else is going on around
your company that you haven't considered yet? How will those events change the way you're
conducting the business in the long term?
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Other, more broad External Considerations

Consider the price of gas. Mama's is not immune to rising gas prices; it affects the cost of
her ingredients. Mama is faced with two choices; she can raise her menu prices or simply absorb
cost increases and not make as much profit. In Mama's marketing research report we should have
noted that price was not one of the major decision criteria on the part of potential diners. Therefore,
Mama could raise prices to compensate for increased costs without losing customers. Of course,
there is some price level where the other criteria will start to play less of a role; this needs to be
considered during the marketing research process.

In general, we refer to external factors that can have a positive impact on businesses as
opportunities and the negative ones as threats. Since these opportunities and threats affect all
businesses, your company's specific competitive advantage will allow you to benefit more than your
competitors when all are faced with the same opportunity.

For instance, the increase in corporate downsizings has increased stress and lowered the
number of employees. On the positive side (from Mama's perspective), increased personal stress
also increases the need for one to seek whatever relaxation one can find during the day. A restaurant
that provides an oasis of relaxation will enjoy a correspondingly higher demand than those without
such an atmosphere. On the negative side, the corporate downsizings have reduced the total
population of potential diners. However, since Mama enjoys a higher demand than the competitors,
she will most likely lose fewer customers than the other three.

The evaluation of the general environment is the least well defined in strategic management.
One must be very creative and insightful in order to notice changes. In fact, it would really help if
you could predict the future. However, since that's impossible, your next best bet is to stay alert to
what's going on around you by scanning the environment. By paying close attention to as much
media as you can afford, you become more sensitive to changes. Although you won't be able to
actually predict a change, you may be able to notice subtle changes before your competitors. You
can then take action before anyone else and give yourself a competitive edge.

Putting it all together in a Plan

It's now time to put these pieces together into a coherent and comprehensive strategic plan.
The theme in any strategic plan is to FIT all the pieces together. Ask yourself the following
questions and then develop a to-do list of objectives that will set your company up for future
success:

. Do I have sufficient resources to accomplish my current mission and achieve my
future vision?

. Do I have sufficient strengths to ensure that I remain competitive?

. Do I'have too many weaknesses such that they will overwhelm any advantages [ may
have?

. Are there enough opportunities and not too many threats such that I can achieve my

future vision?
If you can answer all questions, yes, then your priority is to simply monitor the situation and
note if anything changes. If you answer no to any of the questions, then you need to establish a
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detailed action list to correct the situation. Based on your understanding of where each of the pieces
fit into the bigger picture, you can develop an action plan to correct the situation.

Actually accomplishing the necessary tasks is the basis for the second phase of strategic
management, the implementation phase. But, until the actions are identified, the plan can't be
carried out. The entire process strategic management process becomes iterative and enduring. It's
easy to see that strategic management is a philosophy or way of thinking.

SUMMARY

Strategic management is all about positioning your company relative to your competitors so
that your performance will be better than theirs. This process is accomplished through discrete but
interconnected steps where you identify resources and activities. You then compare your activities
against your competitors' activities to see whose are better; these become strengths for the owner.
Your strengths that correspond to what the customers want become your competitive advantage.
You then use your competitive advantage, in the face of changing environmental conditions, to
out-perform your competitors.

All too often we hear about: putting out the fires; crises management; and, reactive vs.
proactive. We 'know' that we should plan; it's just too easy NOT to plan. Through the use of this
primer, we hope that you how have a better understanding of the practical application of strategic
management tools. Even more so, we hope that you recognize how naturally strategic management
fits with a common sense perspective of running an on-going business. Finally, combining an
understanding that one should plan with the planning structure that strategic management provides,
we hope that many will embrace the strategic management philosophy and enjoy a positive
influences on their bottom lines.
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USE OF THE FOREIGN EXCHANGE ONLINE SYSTEM
AND A LINE OF CREDIT IN LIEU OF A LETTER OF
CREDIT

John Cooley, West Texas A&M University

jcooley@mail.wtamu.edu
ABSTRACT

The use of a Letter of Credit for global purchases by small businesses and the resulting
interactions between the foreign seller and the purchaser and their respective banks can be a rather
daunting task. There are a number of discrepancies that can lead to a rejection of the Letter of
Credit leading to increased costs to the small business purchaser. There is now a service provided
by some banks that places funds transfer and hedging directly in the hands of the user. The service
is called a Foreign Exchange Online Service. Backed by a verifiable line of credit, this service is
quicker and can eliminate or recognize an error quicker than the traditional Letter of Credit. This
service allows the customer (small business owner) to enter into various types of contracts with
foreign banks and specify the settlement instructions for those contracts. Funds can be converted
into foreign currencies and held to an appropriate transfer date to allow hedging on fluctuations
in those currencies.

This paper will talk about an actual use of the Foreign Exchange Online Service for global
purchases of foreign goods specifically in the U.K. It will show how the customer is able to specify
delivery of foreign currency via foreign draft or wire transfer with settlement instructions for those
transfers, hedging instructions and designated deadlines for these transfers. Receipt confirmations
come directly back to the customer which allows for early recognition for problems that may occur
in the process. At this point, there is no fee for use of the service. An application and approval for
use of the service provides the customer with a physical security key with security codes that change
every ten seconds.

Reno, 2008 Proceedings of the Academy of Entrepreneurship, Volume 14, Number 2



Allied Academies International Conference page 11

MEASURING THE EMOTIONAL QUALITY OF
PRODUCTS: HOW ENTREPRENEURIAL FIRMS CAN
EFFICIENTLY AND EFFECTIVELY IMPROVE NEW
PRODUCT DEVELOPMENT PRACTICES

Brooke Envick, St. Mary’s University

Eileen Wall-Mullen, St. Mary's University
benvick@stmarytx.edu

ABSTRACT

This paper provides a tool entrepreneurs can use in the testing stage of the new product
development process to help maximize the resources small, entrepreneurial companies hold so dear,
including time, money, and human resources. The authors introduce, Emogram, a computer-based
software program that uses non-linear systems theory to analyze the 11 basic emotions, their
interactions, and track the dynamic changes in emotions over time. Researchers have begun to use
the measures of emotions for business purposes, such as improving organizational climate and
decision-making (Priesmeyer & Mudge, 2008) and in measuring purchase intent after consumers
are exposed to products, services, and advertising (Priesmeyer, Axiomakaros, and Murray, 2003).
By utilizing this efficient software tool, entrepreneurs can efficiently test their ideas in the market,
while maximizing the effectiveness of their new product development practices.
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FAMILY VS. NON-FAMILY SME BUSINESS
COMPETENCIES

Ji-Hee Kim, Canisius College
Steve Molloy, Canisius College

Paul L. Sauer, Canisius College
Kim15@canisius.edu

ABSTRACT

The failure rates for small to medium sized enterprises (SMEs), many of which are family
business, are high. Capabilities and competencies of business owners and managers facilitate and
drive success. This study focuses on differences between family and non-family businesses. This
study found differences between family and non-family SMEs in specific competencies that may lead
to differences in performance and eventual success for SMEs. These differences were found only for
SMEs operating retail types of businesses.

INTRODUCTION

Starting and running a small to medium sized enterprise (SME) face many of the same
challenges that larger firms do. The managerial competencies of small business owners are often
lacking and contribute to business failure. Adding family members to the organization staff may be
a detriment if family members do not have the education or experience to master competencies. In
this study we address the question: are family firms more or less competent than non-family
businesses?

THEORETICAL BACKGROUND
Family vs. Non-family Businesses

Arecent study by Laird Norton Tyee (Simmonds 2007) at Oregon State University noted that
family businesses account for more than half of the gross domestic product (GDP) in the United
States. The study also points out, however, that competency and governance are issues that family
firms need to seriously consider if a policy for succession of leadership and management is to
continue and the firm is to survive. The need for continually developing competencies and attracting
managers who have those competencies among family businesses underlines the importance of our
study to coming to an understanding of the relative importance of a variety of managerial
competencies.

Feigener, Brown, Prince and File (1994) found that family firms were less likely to rely on
either formal education or on-the-job experiences in development of successors, but were more
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likely to rely on networking as a special form of on-the-job training. There is also evidence that
performance declines when family businesses focus on family visions of the company rather than
bottom-line measures of profitability (Chua, Chrisman and Sharma 1999; Dunn 1995; Lee and
Rogoff 1996). The vision is to use the business for the betterment of family members — potentially
across more than one generation — and is therefore different than that for non-family businesses
(Chua, Chrisman and Sharma 1999). Often, the objective is to provide employment for family
members of the management team and ensure independent ownership of the business (Westhead
1997).

Managerial Competencies

A stream of research by McGee and Finney (1997), Conant et al. (1993) and most recently
McGee and Peterson (2000) resulted in a twelve-item set of measures that yielded a four-factor set,
each factor defined by three-item measures. Three of the four factors defined three distinctive
marketing competencies (service image; control of retailing; and, action ability) and a fourth defined
performance competence.

Utilizing an adapted version of this scale, we propose to empirically answer the question —
are family businesses more or less competent than non-family businesses? Furthermore, as a result
of the different goals and objectives of family businesses, have they developed different sets of
distinctive competencies to more effectively reach these goals and objectives? Nothing we find in
the literature has tested the differences in various competencies between family and non-family
businesses. The purpose of this exploratory study is simply to assess the differences in the individual
competency measures between family and non-family run businesses.

RESEARCH DESIGN AND METHODOLOGY

This study was part of a larger study of the economic growth and vitality of business,
focusing on urban SMEs in an economically stagnant market within the inner city area of a large
metropolitan statistical area (MSA) (Rogers, et. al 2001).

There is extensive evidence in the literature that there exists no clear or consistent definition
as to what constitutes a family business and what does not. In fact, Gallo, Tapies and Cappuyns
(2004) claim that the trend is to allow the respondent of a survey to decide whether to classify the
firm being evaluated as a family or non-family business. We therefore distinguish between firms
that have only one family member actively involved in the business and classify this as a non-family
business, while those firms that have multiple family members actively involved in the business are
classified as family businesses.

The measures of distinctive competencies were developed using an adaptation of the
instrument developed by McGee and Peterson (2000). By adaptation we mean that the list of
distinctive competencies differs slightly from those of McGee and Peterson (2000) in that some
items were rewritten and others added to reflect the broader range of types of organizations than
pharmaceuticals surveyed in our study.
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RESULTS

T-tests were run using the individual competency measures as dependent variables and
family vs. non-family business as the grouping variable. No differences were found between family
and non-family businesses in either the service or manufacturing-construction types of businesses.
However, in the retail-wholesale businesses, family businesses had significantly higher means for
six of the competency measures -- four at the 95% confidence level and two at the 90% confidence
level.

Insert Table 1 about here

To determine if there was a difference in family versus non-family SME competencies
within retail and within wholesale types of businesses, we reran the t-tests for retail and wholesale
separately. While the six significant differences remained the same for the retail category, only one
competency was significantly different between family and non-family for wholesale businesses,
namely location of business. The t-test results for the retail category of SMEs are shown in Table
1 and the corresponding means are shown in Table 2.

DISCUSSION

Utilizing a broader range of firms than McGee and Peterson (2000), and a slightly altered
inventory of competency survey items, we found evidence of differences in individual competency
measures between family and non-family businesses for retail types of businesses. A possible
explanation is that family retail operations perceive their competitors as primarily national or
regional chains. As such, the family retail businesses perceive their primary source of competitive
advantage, relative to the chains, as their superior quality customer service, employee training and
quality of products. This can be thought of as the Wal-Mart effect. The family retail businesses
know that they can't compete on price, logistics, or other efficiency competencies, so they compete
using those competencies on which the chains are perceived to be weak — customer service,
employees and quality of products.

While in general this study appears to support the finding that there are sets of distinctive
competencies that are related to firm performance, caution must be exercised in measuring and
assessing these relative competencies as noted in the previous paragraph. This study, however, had
its own limitations that must be weighed in evaluating its contribution. For one thing it was limited
by small sample sizes in a number of categories. Also, the sample population (inner city firms) may
not be typical of the general population.
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Table 1
Independent Samples T-Test Results — Retail Businesses Only

Column 1 Column 2 Column 3 Column 4 Column 5 Column 6
Levene's Test for Equality of Variances t-test for Equality of Means

F Sig. t df Sig.(2-

tailed)

Quality customer service .000 995 2.376 43 .022
Employee training 944 338 3.105 36 .004
Quality of products 1.151 .290 1.670 41 .103
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Gross profit 121 730 2.632 42 .012
Net income after taxes 333 .567 3.186 41 .003
Overall competitive performance 2916 .095 2.252 42 .0301

Competency Means for Independent Samplrgsa 1t'i'l—etezsts of Family versus Non-family Businesses
Column 1 Column 2 Column 3 Column 4
Family owned N Mean
business
competitive quality customer service yes 22 6.32
no 23 5.65
competitive employee training yes 19 5.37
no 19 4.00
competitive quality of products yes 22 6.18
no 21 5.67
competitive gross profit yes 22 4.77
no 22 3.59
Competitive Net income after taxes yes 22 4.55
no 21 3.10
Overall competitive performance yes 22 5.36
no 22 4.59
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PROMOTING A SMALL BUSINESS THROUGH THE
SERVICES OF A CHAMBER OF COMMERCE

Kenneth J. Lacho, The University of New Orleans

Eric N. Brockmann, The University of New Orleans
kjlacho@uno.edu

ABSTRACT

This paper examines how the Jefferson Chamber of Commerce Jefferson Parish, Louisiana
can help its small business members promote their businesses. No cost promotion consists of listings
in the annual directory and the chamber website member listing and ribbon cutting events.
Advertising may be purchased in chamber print media such as the Quarterly Newsletter. These
media are used primarily by large company members such as banks, utilities, and realtors.
Sponsorship of major and other chamber events is available; however, these sponsorships are
primarily done by large company members. Small business members can promote their businesses
by sponsoring lower cost budget reduction trade opportunities such as signage and table settings.

A low cost promotion option is networking at special networking events and general events.
Serving on chamber committees brings name recognition. It is important to the small business owner
that the general public is made aware of one’s chamber membership. Research shows that
consumers have a more favorable image of a chamber member and are more likely to buy goods or
services from them in contrast to non-chamber small businesses.
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A FAUX HIRING PROCESS FOR STUDENT TEAM
CREATION IN BUSINESS PLAN COURSES

Michelle Lane, Western Kentucky University
michelle.lane@wku.edu

ABSTRACT

The difficulty in managing student teams in the business plan course as well as in other
instructional projects is well documented (Williams and Anderson, 2008, Kinzer 2007, Koppenhaver
and Shrader, 2003). The intention of the use of teams is that the students use cooperative learning
as a method of enhancing their course experiences. In the business plan course, particularly, the
heterogeneous nature of the team is important to the development of a sound business plan as the
plan must address a number of issues requiring more qualitative creative skills, as well as
quantitative skills for the budgeting and financial planning components. The method I have used
that has been very successful involves a mock “hiring” of student team members by the idea
champion. Interviews are conducted after the review of prepared resumes and a learning styles
inventory assessment. The bids for team members are then posted online and students are assigned
to teams based on a point scoring system by both the idea champions and the students who are
“hired”. This paper is an innovative education contribution to the field of entrepreneurship. The
primary areas of team problems are typically poor communication, leadership problems, “free
riding”, “do it all yourself” syndrome, lack of performance standards, scheduling issues, lack of
leverage, differing work styles and differing goals (Williams and Anderson, 2008).  This paper
describes this technique in detail and explains how it offsets many of these typical team problems.
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CHALLENGING ENTREPRENEURIAL STUDENTS
WITH CONCRETE, INTERDISCIPLINARY PROBLEMS
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