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and, on average, account for half of all economic activ­
ity (Porta, Shleifer 2008). Such economic activities have 
proved to enhance the wellbeing of the society in context 
of Bangladesh (Rahman et al. 2015a).

In developing countries like Malaysia, the economic 
activity mostly depends on MEs that help to create em­
ployment and expansion of income among marginalized 
people (Nawai, Shariff 2011). According to Selamat et al. 
(2011), MEs business in Malaysia has developed as a means 
to respond to poverty reduction, generating income, and 
a tool for survival. Although MEs are very small in size 
compare to the other companies, they are very large in num­
ber and contribute in the national GDP to a greater extent 
(Rahman et al. 2014, 2015b). In fact, based on the data re­
trieved from the Department of Statistics Malaysia (2014), a 
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Introduction  

In recent years, Micro Entrepreneurs (MEs) have been the 
subject of extensive research in the fields like economics, 
management, and finance (Grimm, Paffhausen 2015). 
Micro Entrepreneurs start a business with their own capaci­
ty to change their financial condition (Chandy, Narasimhan 
2011). They play a significant role within developed and 
developing countries in initiating macroeconomic growth 
from the local community (Grimm, Paffhausen 2015; Sen 
2011) that own and operate a business with five employ­
ees or less (OECD 2005). For most of the people who are 
from the lower income strata, micro­entrepreneurship 
is considered as a means to attain a satisfactory living 
(Chandy, Narasimhan 2011). In the developing countries, 
MEs have a more dynamic role in shaping peoples’ lives 
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total of 645,136 SMEs (Small and Medium Enterprises) are 
operating their businesses in Malaysia which the majority 
of SMEs (77 per cent) were MEs establishments followed 
by small establishments (20 per cent) and medium­sized 
establishments (three per cent). It indicates that there are 
about 496755 MEs in Malaysia. As a result, SME contribu­
tion to GDP increased from 29.6% in 2005 to 35.9% in 2014 
and also contributed 65% of total employment and 17.8% of 
total exports (SME Corporation Malaysia, 2016) indicating 
significant role of SMEs in the economic growth of Malaysia.

In view of the fact that MEs play an important role in the 
economic development of Malaysia, it is important to iden­
tify how MEs can achieve business growth through inno­
vativeness. To attain business growth, the most noteworthy 
issue of concern is the psychological factors of MEs. Some 
previous studies found that personal characteristics have a 
relationship with the business growth of MEs (Jamak et al. 
2012). Despite the importance of personal characteristics 
and its effects on the business growth of MEs, the focus of 
most past studies in Malaysia was mostly limited to the 
adoption of Information, Communication and Technology 
(ICT), financial assistance, and technical efficiency in SMEs 
(Nawai, Shariff 2011; Radam et al. 2008). So far, the inno­
vativeness of MEs and its components that affect growth 
have been neglected, especially the ones that focuses on 
understanding the fine­grained issues pertaining to the 
psychological factors that affect innovativeness among ME 
entrepreneurs. Examining this untapped area will enhance 
the understanding of measure that can be undertaken to 
further develop MEs in Malaysia.

Therefore, the objective of this paper is to explore the 
psychological factors of innovativeness that drives nomadic 
micro entrepreneurs’ (MEs) in enhancing their business 
growth in Malaysia. To be more specific, the scope of this 
study is to focus on the psychological factors of innovative­
ness among the nomadic entrepreneurs those who regularly 
change the location of their business, as, such study found 
to be rare in the extant literature. The result of this study 
will contribute to understand the required psychological 
factors of innovativeness that shoves the business growth 
of the nomadic micro entrepreneurs’ (MEs) and in shaping 
the Malaysian business market.

1. Success factors of MEs on business growth

The main Lack of basic business skills, adequate informa­
tion (Chandy, Narasimhan 2011), marketing and opera­
tional knowledge (Mattare et al. 2011), as well as inacces­
sibility to financing (Kwong et al. 2012), are some of the 
barriers that have a negative impact on the business growth 
of MEs. In most cases these possible barriers may be over­
come through the human capital of MEs, such as educa­
tional level and previous experience of self­employment 

(McPherson 1996). In a study conducted by Selamat et al. 
(2011), they argued that MEs with high personal initiative 
and level of educational have contributed to the business 
growth. Further, they revealed that knowledge, such as 
technical know­how, marketing strategy, communication, 
and financial skills are crucial elements for MEs to develop 
their business venture. In addition to these components of 
human capital, the current research proposes that some 
components of innovativeness can also bring business suc­
cess and growth.

Measuring growth is one of the important aspects of a 
successful business operation. Some previous studies used 
financial measurements, such as increased turnover and in­
creased sales to assess the growth of the business (McKelvie, 
Wiklund 2010). However, the growth of the business should 
not necessarily be measured from the financial aspects 
alone. MEs can also contribute to the generation of em­
ployment for human resources. When MEs operate with 
increased turnover and sales, they can achieve the capac­
ity to employ a higher number of employees and thereby 
contribute to the employment generation of the society. 
Combining these two aspects – an escalation of the financial 
situation and an increase in the number of employees – the 
MEs can either remain as they are, or, eventually, expand the 
business to become a SME (Lockyer, George 2012). 

The growth of the business can also be influenced by the 
individualistic base of the entrepreneurs. While studying 
the growth of the MEs, Mattare et al. (2011) and Okurut 
(2008) noted that increased sales turnover and generation 
of employment by MEs are positively influenced by personal 
characteristics, goals, motivation, education level, and ex­
perience. Together, the growth of the business and personal 
characteristics make an entrepreneur prosperous. In order 
to be successful, researchers (Aghajani, Abbasgholipour 
2012) pointed out that entrepreneurs should possess some 
unique characteristics, such as motivation, optimism, risk 
taking, and creativity that would generate business growth 
for the micro­entrepreneurs. 

2. Micro entrepreneurs and innovativeness 

MEs have been acknowledged to be a “change agent” in 
the business landscape, which can transform the economic 
and social scenarios of the world (Chandy, Narasimhan 
2011). A significant change has been observed in the MEs 
in Malaysia where most of them used to engage in the ag­
riculture sector previously; however, in order to develop 
their economic well­being, their focus has recently shifted 
from the agricultural sector to industry. Accordingly, sig­
nificant numbers of MEs have switched to industry based 
entrepreneurship to enhance their self­financial situation 
(Harvie 2005). In fact, the transformation of the entrepre­
neur’s mind set can be attributed to the increased training, 
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attained skills, advancement of technology, access to infor­
mation, and knowledge sharing (UNDP 2008). As a mat­
ter of fact, only those MEs who can transform their posi­
tion successfully are considered as major innovators that 
contribute to change of the overall business environment 
(Honig 1998). This is because successful business transfor­
mation does not rely only on the ability of entrepreneurs 
to create something new and making significant changes, 
but also their degree of innovativeness.

According to Keskin (2006), the innovativeness of MEs 
is associated with their behaviour, such as creativity, and 
willingness to change their business conditions. Besides 
that, Taggar (2002) argued that the abilities of MEs, in­
cluding extraordinary skills, knowledge, general intellect 
and task­specific skills, are important in the pursuit of in­
novativeness. One other factor not to be forgotten is, of 
course, the external environment of the business such as 
competition that will drive MEs to bring about innovative­
ness. Together, all these different aspects will determine the 
degree of innovativeness of MEs. 

3. Methodology 

The field study was conducted around the Penang area, 
during the second quarter of 2013. Penang’s economy 
has undergone major shifts in the last 60 years. Earlier, 
its economy was largely dependent on trade, which later 
experienced major industrialisation. The post 1969 eco­
nomic policy of industrialisation opened up opportunities 
for local entrepreneurship (Chin 2006). Penang State is situ­
ated in the northwest of peninsular Malaysia. Being highly 
urbanised and industrialised, Penang is one of the most 
developed and economically significant states in Malaysia. 
Through tourism, the city has created immense opportu­
nities for micro­entrepreneurship business. Penang, like 
other states in Malaysia, is a multi­ethnic state with Malays, 
Chinese, and Indians. However, in comparison with other 
states, the population of Penang is mostly dominated by 
the Chinese and Malays both of which have their own in­
dividual cultural traditions, languages, as well as religious 
beliefs (Franck 2012). There is also diversification between 
the ethnic groups regarding the employment pattern and 
entrepreneurship (Amin, Alam 2008). 

Considering all the differences, the current study car­
ried out in­depth interviews among the 20 Nomadic MEs 
operating their business in Penang. Nomadic entrepreneurs 
are believed to possess the ability to network with differ­
ent people as they roam from one place to another. Smith 
(2009) describes nomadic entrepreneurs as those evolved 
from the Romani gypsy men, and Scottish travellers who 
used to travel from one place to another, concurrently sell­
ing products. On the other hand, Morrison (2000) refers 
nomadic entrepreneurs as those people who have basic 

traders’ skills­ an essential component of entrepreneurial 
ability, and are able to identity and materialize those skills 
and abilities by trading in different locations.  Suffice to say, 
Nomadic MEs are those who shift the operation of business 
from one location to another location based on the business 
operation and opportunities, such as in the night market, 
bazaar, or Sunday market. As our study considers Nomadic 
MEs as who run their business in different night markets 
around Penang, the observations were conducted among 
Nomadic MEs at the night markets of Penang. 

There are three broad approaches to select sample for 
a qualitative study. These are mainly, convenience sample 
­involving selection of the most accessible subjects, purpo­
sive sample­ actively selecting the most productive sample 
to answer the research questions, and Theoretical sample­ 
refers to the iterative process of qualitative study design 
means that samples are usually theory driven. This study 
has adopted purposive sampling for the selection the in­
terviewees. This purposive sampling has been widely ap­
plied in the qualitative study as it allows the researchers to 
obtain wide variations in data and to identify the subject of 
interest (Patton 1990; Polkinghorne 2005). The researcher 
visited the participants of the interview. The interviews were 
conducted using open­ended questions to explore the com­
ponents of innovativeness of Nomadic MEs because the 
open­ended questions enabled the participants to talk freely 
(Franck 2012).

The demographic profile, such as type of business, gen­
der, age, ethnicity, level of education, number of employees, 
turnover, and tenure ship of business were also included 
in the interview (as displayed in Table 1). The time dura­
tion of the interviews with each participant ranged between 
30 minutes to 60 minutes. All of the interviews were tape­
recorded using an audio recorder and transcribed for the 
purpose of data analysis.

Twenty Nomadic MEs who are mainly involved in sell­
ing – food, clothing, household goods, or souvenir prod­
ucts – were interviewed. Their sales turnovers were found to 
be between RM (Ringgit Malaysia) 100 (approximately US$ 
33) to RM 700 (approximately US$ 233) per day, and the 
number of employees was less than five. The interviews’ age 
was between 18 to 70 years old with the maximum number 
of employee four. The interviews also considered multiple 
ethnic groups in Malaysia: four of them were Malay; nine 
were Malaysian­Chinese; three Malaysian­Indian and four 
of them were from mixed ethnicity. The next section will 
discuss the components of Nomadic MEs innovativeness 
as this is the main purpose of the study.

4. Findings

The findings from the interview derive four important psy­
chological factors of innovativeness of Nomadic MEs in 
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the current study. These factors are curiosity, interest, risk 
taking, and risk aversion. From the theoretical perspective, 
the innovativeness of entrepreneurs can be related to the 
individual’s personality. And these four factors (curiosity, 
interest, risk taking, and risk aversion) can be explained by 
the big five factor theory of personality. Personality theo­
rists approve that the personality of individuals predict their 
behaviour (Funder 1994). Focusing on the entrepreneurs, 
scholars believe that personality traits of entrepreneurs is 
a vital implications which has influence on the long term 
success of ventures (Hunt, Adams 1998). The personality 
of an individual has different dimensions that are based on 
psychological functioning. According to the big five factor 
theory illustrated by Digman (1990), five factors are consid­
ered as a robust indicator of individual personality namely 
neuroticism, extraversion, openness to experience, agree­
ableness, and conscientiousness. Each of these personality 
dimension defines a comprehensive area of psychological 
functioning comprising from a set of more specific and 
narrow traits (Zhao, Seibert 2006).

Neuroticism – Neuroticism characterizes as individual 
differences in terms of  emotional stability and adjustment 
(Zhao, Seibert 2006). Studies indicate that individuals with 
high level of Neuroticism tend to have sustained periods of 
depression and experience a number of negative emotions 
including anxiety, hostility, irritability, depression, self­
consciousness, impulsiveness, and vulnerability (Costa, 
McCrae 1992; Judge et al. 1999). In contrast, individuals 
with low level of on Neuroticism are characterized as self­
confident, calm, even tempered, and relaxed (Zhao, Seibert 
2006) which is positively related to absenteeism, intentions 
to quit, and voluntary turnover in work environments 
(Barrick, Mount 1996). 

Extraversion – Extraversion refer to the extent to which 
people are assertive, dominant, energetic, active, talkative, 
and enthusiastic (Costa, McCrae 1992). It can be related to 
the quantity and intensity of relationships and is expressed 
in sociability, higher energy levels, positive emotionality, 
and excitement seeking (DeNeve, Cooper 1998). Individual 
with high level on Extraversion tend to be cheerful, like 

Table 1. Demographic profile of interviewee (Nomadic MEs) (source: the authors’ findings)

No. Code Type of business Gender Age Ethnicity Education No. of 
employee

Turnover
(per day) Tenure ship

1 A Burger shop Male 33 Malay College 1 200* 8 year
2 B Burger shop Male 40 Malay Form 3 4 700 12 year
3 C House hold products Male 53 Malaysian­Chinese Bachelor 2 500 18 month
4 D Watch shop Male 70 Malaysian­Chinese Form 5 2 200 6 year

5 E Clothing, i.e. Shawls, 
Pashminas Female 45 Malay Form 5 2 100 3 month

6 F Toy Male 25 Malay N/A 2 500 N/A
7 G Food Male 60 Malaysian­Indian Diploma 4 N/A 12 year
8 H Fruit Male 50 Malaysian­Chinese N/A 4 N/A 8 years

9 I Ornaments Female 18 Mixed High 
school 2 200 3 years

10 J Ornaments Female 40 Malaysian­Chinese Form 5 1 250 2 years

11 K Handmade woollen 
products Female 36 Mixed Form 3 1 26 18 month

12 L Food Male 54 Malaysian­Chinese N/A 2 100 over N/A
13 M Bags, accessories, toys Female 50 Malaysian­Chinese Form 3 3 500 13 years
14 N Japanese food Male 55 Malaysian­Chinese Form 2 2 200 12 years
15 O Beach activity Male 49 Malaysian­Indian Form 5 4 N/A 12 years
16 P Cloths Female 50 Malaysian­Indian N/A 2 400 20 years

17 Q Indian handmade 
products Male 35 Mixed N/A 2 200 3 years

18 R Watches, clothes, 
perfume Male 35 Mixed Master 3 500 11 years

19 S Ladies products Male 54 Malaysian­Chinese N/A 1 N/A 12 years+

20 T Stone made products Female 50 Malaysian­Chinese No formal 
education 1 100 20 years

Note: * = RM (Ringgit Malaysia).
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people and groups, and look for excitement and stimulation, 
while individual with low level of Extraversion prefer to be 
alone and are considered as reserved, quiet, and indepen­
dent (Zahra 2005). For instance salespersons are called as 
prototypical extraverts (Costa, McCrae 1992). 

Openness to experience – Openness to experience is 
characterizes individual who is intellectually curious and 
tends to seek new experiences and explore novel ideas 
(Ciavarella et al. 2004; Zhao, Seibert 2006). Openness has 
positively relationship with the aspects of intelligence re­
lated to creativity like different thinking (McCrae 1987). 
Zhao, Seibert (2006) defines high on Openness as creative, 
innovative, imaginative, reflective, and untraditional person 
but low on Openness as conventional, narrow in interests, 
and unanalytical person. Openness to experience contrib­
ute individual in workplace environments which has direct 
relationship with cognitive ability (Barrick, Mount 1991). 
Scholars noted that the attributes of intelligence, openness, 
and creativity are significant for starting a new venture, and 
should remain for the success of the venture (Ciavarella 
et al. 2004). According to the literature,  creativity and the 
ability to discover innovative ways to protect the firm from 
competition is key factors of venture success (Bird 1989).

Agreeableness – Agreeableness measures individual’s 
interpersonal orientation and can be characterized as 
trusting, forgiving, caring, altruistic, and gullible (Zhao, 
Seibert 2006). Such a person with the high in agreeable­
ness  have a tendency to be courteous, forgiving, and flex­
ible with others (Ciavarella et al. 2004) and has coopera­
tive values and  positive interpersonal relationships (Zhao, 
Seibert 2006). Scholars noted that someone with high levels 
of Agreeableness focus on the quality of relationships by 
cooperation and trust (DeNeve, Cooper 1998; Judge et al. 
1999). On the other hand, person with the low level of 
Agreeableness characterized as manipulative, self­centred, 
suspicious, and ruthless (Costa, McCrae 1992; Digman 
1990). However, Agreeableness factor facilitate an indi­
vidual to receive the required support to get a new venture 
started (Ciavarella et al. 2004). 

Conscientiousness – Conscientiousness refers to the in­
dividual’s degree of persistence, hard work, Dependability,  
industriousness, and motivation in the pursuit of goal 
achievement (Ciavarella et al. 2004; Zhao, Seibert 2006). 
Conscientiousness person has an indicator of voli­
tion or has ability to work hard (Barrick, Mount 1991). 
Conscientiousness is comprised of  achievement motiva­
tion (in the context of entrepreneurship) and dependability 
(Zhao, Seibert 2006). It is viewed to be a consistent  predictor 
of job performance across occupations involving managing 
others and sales performance (Barrick, Mount 1991; Barrick 
et al. 2001). According to DeNeve, Cooper (1998), this fac­
tor has related to goal­directed behaviour like efficacy  and 
also control­related traits such as internal locus of control. 

In this study, the big five factor theory can support the 
factors of innovativeness of the Nomadic MEs. Through 
observations, we found that the innovativeness of Nomadic 
MEs in Penang, Malaysia is influenced by four psychologi­
cal characteristics curiosity, interest, risk taking, and risk 
aversion. These four characteristics fall under the openness 
to experience of the big five factors of human personality. 
In the next part, we will explain that how these factors are 
derived from the interviews explanation and behaviour.

 4.1. Curiosity

“Curiosity” has been found to be one of the main charac­
teristics of Nomadic MEs in the present study. We found 
that this character as an influential factor in shaping the 
Nomadic MEs business. Scholars define curiosity as the “in­
nate love of learning and of knowledge” (Cicero 1914, cited 
in Loewenstein 1994: 76), and “thirst for knowledge” (Freud 
1915, cited in Loewenstein 1994: 77). These definitions 
were found in one of the interviewee’s [code M] statements 
who conduct her business in the night market. During a 
discussion with her, we found that she has a curiosity in 
running her business. She mentioned: 

I don’t know how to use a computer but I seek 
help from my children to see and know about a new 
product on the Internet. As an entrepreneur I need to 
see new products for my business frequently because 
products are changing every day.  I must keep pace 
with the change. Moreover, I really like to see what is 
new happening and coming up around that is related 
to my business. 

The statement shows that her curiosities to know about 
the new products in the market, which will help her, expand 
the business and customer base as well. This portrays the 
characteristics of innovativeness among individuals. 

Further, one of our interviewees [Code I], who is only 
18 years old and of mixed ethnicity, [Code I] started a busi­
ness three years back in partnership with another friend, 
who is also of the same age. Both of them invested RM500 
each as a start­up capital, which they obtained from their 
mothers. [Code I] mainly sells ladies ornaments and other 
related products. They browse internet to get ideas for new 
designs of the ornaments that they want to produce. This 
type of action shows that this entrepreneur is curious about 
new designs and products and that it is a part of the psycho­
logical functioning of the human personality dimension. As 
the entrepreneur said:

I always look on the Internet to find new designs. 
Whenever, I get free time I spend it searching for new 
things related to my business and I feel very happy in 
doing this.
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4.2. Interest 

In the literature, interest was viewed as a function of ex­
ploration of new things and ideas.  From a meta­analysis, 
Zhao, Seibert  (2006) summarized that interest to innova­
tion is personality scale in context of openness.  The cur­
rent study also found “interest” to be one of the characters 
of Nomadic MEs innovativeness. The things on Nomadic 
MEs have interest are usually commenced by their ef­
fort and intelligence. According to Silvia (2008), interest 
turns out to have the features of typical emotions and its 
function is to motivate learning and exploration. With 
the same line, in our study, one of the lady entrepreneurs 
[code K] displayed the characteristics of effort and explo­
ration for new things.  She often visits Thailand to get new 
ideas for her hand­made woollen household products, 
such as tissue box covers, children’s caps, and woollen 
decoration pieces. The conversation with [code K] re­
vealed that the ability to generate ideas from a foreign 
culture and passion for decorative self­made products 
constitute the central premise of her innovativeness. As 
she mentioned during the interview:

I am always keen to see things around me, think 
about those and add my thoughts and imagination to 
make the products.

In fact, interest also has a connection with the men­
tal activity of attention. When a situation arises due to 
any specific attention, psychologically it tends to create 
interest among individuals. An individual’s interest can 
be driven by consciousness and attention, which will 
stimulate the generation of new ideas, new dimensions 
of thinking, and later bring enjoyment as the outcome 
of interest.  For example, in our observation we found a 
micro­entrepreneur [code T] who sells different kinds 
of stone­made ladies ornaments engraved with famous 
quotes in Chinese and English. Since she has a Chinese 
family background, her self­consciousness and personal 
attention towards a specific ritual and custom have stimu­
lated a new dimension of thinking. She seems to give 
special thought to the human feelings, which trigger her 
to come up with new products. According to this respon­
dent [code T]: 

The ornaments are very special for the Chinese 
consumers as good wishes are written here, but other 
people also buy it. I am always aware of people’s con­
cern and inner feelings.

Moreover, interest, as a source of intrinsic motivation, 
plays a strong role in the growth of knowledge and expertise 
(Krapp 2007). The enjoyment of creating something new 
was found again in the interviewee [code I], as she said:

I love to craft new things, I really do enjoy creating 
new things, and I like drawing. I know if I can create 
ornaments with the new designs, consumers will come 
to my shop.

A similar characteristic has been found in one of the 
MEs [code P], doing business in the night market who sells 
hand painted clothes, especially for ladies. Usually she buys 
clothes from the supplier and paints them herself. She has a 
keen interest in painting clothes with her own creativity and 
selling them to consumers. She mentioned that: 

Apart from my own thoughts, I also observe con­
sumers, what they are wearing, and then I mix the 
trend with my creativity and offer the consumers. 

Apprehending her thoughts, it can be argued that 
[code P] possesses the characteristics of interest which leads 
her to innovativeness. 

4.3. Risk taking and risk avoidance

In a general sense, risk is related to the decisions where the 
outcome of the action is subject to unknown probability 
distributions (Liesch et al. 2011). Risk has been defined 
from different perspectives (Doff 2008). For example, from 
the strategic management perspective, the risk is pursuing 
an ineffective strategy (Alexander 2005). From a general 
business perspective, it is referred to as the residual risk 
type after all other types of risk are identified (Kuritzkes, 
Schuermann 2007). Risk taking is considered as an implicit 
component of entrepreneurial orientation (Alexandrova 
2004) and one of the dimensions of entrepreneur’s behav­
iour (Morris, Jones 1999). According to Zahra (2005), risk 
taking behaviour is industry related and reflects the pace of 
change in the firm’s market landscape. Nakata, Sivakumar 
(1996) found that risk taking is a characteristic of an in­
novative manager. However, the current study found that 
risk taking is one of the main characteristics of Nomadic 
MEs among interviewees. It is to be noted that an entrepre­
neur’s risk taking tendency may depend on their concern 
for the consumers which was apparent from one of our 
respondents [code C] view. His concern for the consumer 
became evident when he told us:

My family and I test the products ourselves and 
when I feel satisfied with these products, I will bring 
those in my shop. 

ME C sells household products, such as soap, shampoo 
and cream, around Penang. For the purpose of his business 
he searches for new products on the market and later tests 
by himself. If [code C] is not satisfied with the product after 
using it, he will not sell the product to the consumers.  Any 
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product that [code C] considers is helpful for the business 
to grow, he sources it from the manufacturer.  Besides, the 
entrepreneur directly communicates with the manufacturer 
to share with them the ideas about products based on con­
sumer feedback and own experience. The conversation with 
[code C] also revealed the risk taking characteristics of the 
entrepreneur in doing the business. As stated by [code C]:

I look for new products on the market, test by my­
self, and give suggestions to the manufacturer. 

One of our participants [code Q] was operating business 
in the night market with completely diverse products e.g. 
jewellery box, ladies shoes, and other traditional handi­
crafts, Usually, MEs in the night market sell traditional 
Malaysian souvenirs and clothing, especially for the tourists. 
However, unlike others, [code Q] sells traditional Indian 
decoration pieces imported directly from its country of 
origin. The motive behind such initiative can be linked to 
the risk taking attitude of the entrepreneur. As mentioned 
by [code Q]:

We are not just selling the type of products like 
others; we want to be different from others. And we 
are doing well in our business so far. 

Therefore, it can be said that the entrepreneur’s inno­
vativeness was driven by risk taking propensity, which, 
ultimately, leads to business growth. Further, the same 
thing was found from another interviewee [code K]. The 
respondent travels to Thailand to acquire new ideas about 
the self­designed products. From the discussion with the 
respondent, it was apparent that she wants to sell self­made 
products, and realize the customer response. 

Various researches have been conducted on the spec­
trum of entrepreneurship regarding the risk­taking be­
haviour of entrepreneurs. Another interesting factor that 
needs to be considered is “risk­aversion”. Considering the 
turbulent environment in the market, some MEs prefer to 
adopt risk avoidance strategies (Alexandrova 2004). Risk 
avoidance can be defined as “expecting a guaranteed out­
come over a probabilistic one” (Qualls, Putu 1989, cited in 
Mandrik, Bao 2005: 531); and a risk avoider person prefers 
to have a risk­less outcome. 

From the interviews, we found a Nomadic ME [code B], 
an owner of a burger shop, who appeared to avoid risk. 
Despite having a daily turnover of RM700 per day, he prefers 
to remain status quo, and is not interested in expanding his/
her business. In response to our queries regarding expan­
sion of the business, his answer was: 

I don’t want to take the pressure. I just want to 
continue this business momentum.

While interviewing with a Nomadic ME [code G], it 
became evident that the in some cases owner of a well­run 
food shop could be risk averter. The Nomadic ME [code G] 
only sells Malay food. When the Nomadic ME was asked 
to give the reasons for not selling Indian or Chinese food, 
his answer was:

If I am doing well with selling Malay food, why 
should I go for other types of food? What happens if I 
can’t sell those foods?  I don’t want to take extra work 
load. But sometimes I change the recipe of the food to 
attract more customers. 

This statement shows that he is considering the local 
customer landscape and taste with the approach of inno­
vativeness to minimize any potential risk.  Therefore, it can 
be argued that by limiting the potential risk Nomadic MEs 
could also be innovative, which results to business growth in 
terms of profit. In fact this study has also unearthed another 
psychological factor of risk avoidance which is opposite of 
the risk taking that has been probed in the previous studies. 

In summary, the four components of Nomadic MEs in­
novativeness (curiosity, interest, risk taking, and risk avoid­
ance) identified through the study found to have business 
growth among the MEs.  Based on these four components 
and their expected impact on business growth, the cur­
rent study developed the following framework (Fig. 1). The 
framework suggest that innovativeness of Nomadic MEs 
has four components (curiosity, interest, risk taker and risk 
avoider), which may have impact on the business growth.

Fig. 1. Proposed Model by the authors

5. Discussion 

The objective of this paper was to explore the psychologi­
cal factors of innovativeness that drives nomadic micro 
entrepreneurs’ (MEs) in enhancing their business growth 
in Malaysia. To achieve such an objective, in­depth in­
terviews were conducted among 20 Nomadic MEs in the 
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night market of Penang, Malaysia. Considering the age of 
Nomadic MEs, 10 per cent of the participants were aged 
between 14–30 years, 60 per cent 31–50, and 30 per cent 
belong to above 50. While profiling the education level of 
the Nomadic MEs, it was found that seventeen of them 
studied up to secondary level and only three entrepreneurs 
had a bachelor’s degree and above. In addition, 35 per cent 
of the sampled Nomadic MEs were female and 65 per cent 
were male. 

The main strength of Nomadic MEs is their ability to 
play diverse roles, as an owner, as a decision maker, and also 
as a sales person.  As this type of ME moves their business 
from one place to another, it opens up their customer base 
horizontally as well as vertically. They get more chance to 
interact with diverse customers that will also increase their 
business opportunities. On the other hand, these Nomadic 
MEs are often ineligible for different kinds of formal institu­
tional support due to their size and lack of permanent busi­
ness address. In addition, most of the time, Nomadic MEs 
suffer from natural phenomena, such as rain or flooding. 
Nevertheless, Nomadic MEs are happy with their venture 
as the location of the business is independent. Most of the 
Nomadic MEs interviewed in the study were satisfied with 
their business and want to continue what they are pursuing. 
They prefer to bring new things and new products to their 
diverse customer base. However, through conducting the 
interviews we found that their psychological characteristics, 
such as innovativeness, drive them towards doing the busi­
ness thereby resulting in growth.

Four components of innovativeness namely curiosity, 
interest, risk taking, and risk avoidance were explored in the 
Nomadic MEs in the current study. Curiosity, as part of the 
psychological functioning of the human personality, is an 
influential factor in shaping the business of Nomadic MEs. 
Their curiosity about knowing new products and designs 
will motivate them to look for different and unique prod­
ucts. Some Nomadic MEs try to mix designs from differ­
ent cultures and possess the desire to create an interesting 
and unique product. This characteristic, as an innovative 
dimension of thinking, brings enjoyment for the Nomadic 
MEs. This enjoyment refers to the basis of interest in doing 
business.

The innovativeness of some Nomadic MEs was driven by 
a risk taking propensity, in as much as many entrepreneurs 
take risks in order to develop their business. Risk is not only 
related to the financial investment, as it also relates to non­
financial issues. Based on the current study’s observation, 
they take a risk to go to another state or even bordering 
countries (e.g. Thailand), to see new products and develop 
ideas about the design of their product. This risky character­
istic shows the Nomadic MEs concern towards the customer 
satisfaction. In contrast to risk taking, some Nomadic MEs 
are risk avoider, as they believe that risk­taking will have a 

negative effect on consumer perception regarding quality 
of the product as well as business growth. 

In summary, we can conclude that, Nomadic MEs try 
to satisfy and retain their business with four psychological 
characteristics of innovativeness namely curiosity, interest, 
risk taking, and risk avoidance which lead to the growth and 
expansion of the business.

6. Limitation and future research

This study is not without its limitations. The business hour 
duration for the Nomadic entrepreneurs is shorter than 
others as they operate only in night markets. Therefore, 
time duration for the interview was not sufficient enough 
to get clearer picture. The business nature of the Nomadic 
entrepreneurs was another limitation for the study. This 
type of business itself is highly competitive; therefore, many 
of the entrepreneurs were not interested to participate in the 
interview. In­depth interviews with a structured and open 
ended questionnaire are necessary to explore more compo­
nents of innovativeness among Nomadic MEs, in general, 
and on the basis of gender, in particular considering other 
states in Malaysia as well. This is because our interviews 
with Nomadic MEs produced interesting findings, which 
illustrated that female Nomadic MEs possess the char­
acteristics of interest and curiosity more than their male 
counterparts. Moreover, as the present study was carried 
out in the urban areas of Penang, future studies can explore 
other components of innovativeness in rural Nomadic MEs 
and examine whether there is any significant difference in 
innovativeness between urban and rural Nomadic MEs. In 
addition, an empirical research should be undertaken to 
examine to what extent curiosity, interest, risk taking and 
risk avoidance will contribute to the innovativeness of MEs, 
and subsequently on their business growth. 

Conclusions 

The objective of this paper was to explore the psychologi­
cal factors of innovativeness that drives nomadic micro 
entrepreneurs’ (MEs) in enhancing their business growth 
in Malaysia. There are many factors that can affect the busi­
ness growth of Nomadic MEs. Previous studies on MEs 
mostly focused on the determinants of success and failure, 
challenges, and motivational factors. The contribution of 
this study is related to the psychological characteristics of 
Nomadic MEs that are related to innovativeness, which 
functions as the foundational block of entrepreneurship 
business start­up and consequent growth. The curiosity 
and interest of Nomadic MEs play a vital role in shaping 
the future business growth and success. The curiosity of 
Nomadic MEs is greatly related to the inquisitiveness of 
acquiring knowledge and thinking of new product offer­
ings. In addition, curiosity about new product designs 
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will inspire them to seek for product differentiation and 
uniqueness, to attract more consumers, and, consequently 
lead to business growth. Such situation will result in an 
overall change in their business condition and shape up 
the market landscape in a new way. In fact, curiosity and 
interest encourage Nomadic MEs to compete in the mar­
ket further and attain substantial growth.  Beside, in some 
cases, “risk­avoidance” among the Nomadic MEs is found 
to be one of the characteristics of innovativeness in line 
with “risk­taking”.

The market landscape for Nomadic MEs is believed to 
be dynamic and very competitive, even in the context of 
Malaysia. The consumer demand and tastes will change over 
time. In such a dynamic and complex situation, Nomadic 
micro entrepreneurs must keep track and maintain the pace 
with the evolving market condition. Therefore, apart from 
the above discussed issues, the study suggests that Nomadic 
MEs also need to have the characteristics of technological 
adaptability and capability to challenge the dynamic mar­
ket. In addition, they also required to have training op­
portunities that might enhance their capability of running 
the business. It is suggested that this type of entrepreneur 
can receive training from the government, NGOs, or even 
private organizations.

Previous studies mentioned the need for financial as­
sistance for the entrepreneurs and its effect on business 
growth; however, the disinclination for financial assis­
tance of Nomadic MEs revealed from the current study was 
somewhat surprising. This implies that financial assistance 
might only facilitate their business growth but possessing 
innovativeness as psychological characteristics is even more 
important.
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