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According to Johansson & Hjalmarsson (2003) the business advice industry targeting 

microenterprises, small and medium sized businesses is a multibillion pound activity 

throughout the world, but little research has been conducted upon the theoretical basis 

for this field. The content of the advice coming from the advice industry targeting 

microenterprises is questioned by both micro-entrepreneurs and researchers, according 

to Johansson (1997), who describes that the use of support services among 

microenterprises doesn’t answer to their needs. To figure out why the conception of 

growth advice doesn’t correspond between academics, entrepreneurs and advisors, the 

research question for this study is – what similarities and differences in content of 

microenterprise growth advice are there between entrepreneurs, academics and 

advisors? The purpose of the study is to identify and analyse these areas. This is a 

qualitative study that will be carried out with an inductive approach and exploratory 

design. Interviews and focus groups have been conducted with advisors and 

entrepreneurs, and in addition to this, a literature study has been performed. Further, the 

contents of business advice have been analysed, and in the final section of this paper 

conclusions are presented regarding what the conceptions are of microenterprise growth 

advice among academics, entrepreneurs as well as advisors. By having identified the 

differences and similarities among these conceptions a general statement about the 

business advice industry is made; in relation to both empirical findings and the 

theoretical background of this study. 

Keywords: microenterprise; microfirm; growth; micro-entrepreneur; advice 

industry; consultant-client; business advice 

1. Introduction 

Bill, Johannisson & Olaison (2009) describe that authorities launch public support 

programs which business owners participate in while actually not leading to any 

measurable growth effects. In addition to this Johansson (1997) describes a paradox in 

that small business owners need advice but don’t want it. The advice industry is 

ambiguous according to Johansson and the effects don’t align with the purpose of the 
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support. From the entrepreneurs’ side exist both believers and doubters regarding 

advisory work targeting microenterprises when it comes to growth. Johansson (1997) 

argues that advisory services targeting microenterprises can have several benefits for the 

enterprise regarding for example the more neutral “external eye” and specific 

knowledge transfer. Yet extensive doubt from both entrepreneurs and academics exist 

concerning the advice offered. Although there are many strong arguments for 

consultant-client level advice targeting microenterprises, entrepreneurs are reluctant to 

engage in relationships with advisors and also academics doubt the advisory systems’ 

positive effects on microenterprise growth. Is it then not relevant to question the content 

of advice given by advisors?  

Although doubt concerning the effects and relevance of the advisory services has 

been identified both coming from academics and entrepreneurs, no steps have been 

taken towards understanding the different conceptions of what good microenterprise 

growth advice really is. Is it possible that the explanation to the doubt and the results of 

the growth effect measures derives from a misconception within the advice industry of 

what good growth advice really is in comparison with the academics’ and 

entrepreneurs’ beliefs, and is the advice industry in this respect working normatively? 

By investigating this matter an extension is made in the field and this study makes a 

new contribution.  

The focus of this paper is to show what differences and similarities exist in regards 

to content of microenterprise growth advice between academics, entrepreneurs and the 

advice industry. In the first section an introduction is given. In the second a deeper 

understanding of how the consultant-client relationship works is presented, building on 

the theories of Johansson (1997), as well as an in-depth description of the doubt 

connected with advisory services that is the main problem behind this study. This study 

also includes a description of potential reasons for this existing doubt according to 

previous research. In the third section the voices of academics are presented regarding 

microenterprise growth advice, in the fourth section the voices of entrepreneurs are 

presented and in the fifth section the advisors’ voices are represented. In the sixth 

section the content of advice from the different groups is analysed. In the seventh and 

last section conclusions upon what similarities and differences exist between advice 

among entrepreneurs, academics and advisors are presented as well as a general 

statement about the advice industry in regards to measurements and doubt issues 

mentioned previously in the introduction of this article.  

A literature study has been conducted in order to extract microenterprise growth 

advice from academics. Empirically focus groups and interviews have been used to 

extract microenterprise growth advice from advisors and entrepreneurs. The 

requirements for entrepreneurs are to be: successful in terms of turnover wise having 

grown a microenterprise, as the definition of growth in this study is rising turnover, and 

of advisors to: represent an advice organization targeting microenterprises. The 

definition of a microenterprise in this study is an enterprise with 0-10 employees. All 

three groups studied represent different types of knowledge, which is important to keep 
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in mind. Advisors represent techne knowledge (repeating “by hand”), entrepreneurs 

represent phronesis and metis knowledge (establishing what is unique) and academics 

represent episteme (academic knowledge). Advisors who participated were: David 

Brndusic, ALMI, Lena Gustafsson, NyFöretagarcentrum, Mats Birgersson, Företagarna 

and Birgitta Kristoffersson, Ljungby Business Arena. Entrepreneurs who participated 

were: Jens Collskog, Fortnox, Stefan Johansson, Sales Scenario, Johan Calmernäs, 

Bilanpassarna, Daniel Nemes, KKS-Service and John Lejon, Saint Home.  

Qualitative research is chosen as a method in this study because the empirical data 

concerns great complexity, which cannot be represented by statistics. Instead an in-

depth analysis is needed to understand the microenterprise growth advice and the 

relationship between the content of what the interviewed individuals express. Bryman & 

Bell (2005) describes that in an unstructured interview the researcher might only post 

one single question which the interviewee may answer and associate to freely. The 

interviewer in an unstructured interview only reacts to the areas worthy of a follow-up 

question. The type of interview and focus group for this study has been unstructured. 

The reason behind why this type of interview has been chosen is that the interviewee 

should be able to associate freely among the different microenterprise growth advice. 

The researcher doesn’t know what areas of microenterprise growth advice the advisors 

or the entrepreneurs are familiar with or think are important enough to bring up. A 

semi-structured or structured interview would possibly steer the interviewees into areas 

that they normally wouldn’t give advice about. The research in this study has an 

inductive approach. This is because the research is set to first observe and investigate 

the voices from academics, entrepreneurs and the advice industry and then in the end to 

draw conclusions. There is no theory in particular that is to be tested, even though the 

study proceeds from certain previous ideas as presented in the background. The design 

of this study is exploratory because not much research has been conducted in the area 

previously. Besides academic research, the author has extensive experience as a micro-

entrepreneur. These practical experiences have certainly informed the author’s 

interpretation of the empirical data referred to in this paper. In an unstructured 

interview, as described by Bryamn & Bell (2005), the researcher should react to areas 

worthy of a follow-up question. By knowing the terminology of entrepreneurship and 

the business advisory system the author is more likely to react on these areas during the 

interviews, which can positively affect the quality in the outcome of the study. 

However, the author which has previous entrepreneurial background as well as previous 

experiences in consultant-client relationships, might have preconceptions about the 

industry; as referred to by Johansson (1997) as being a “believer” or a “doubter”. It is 

therefore of high importance that the author strives to remain an objective view when 

conducting this study.    
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2. Understanding the consultant-client level in the advice industry 

Johansson (1997) discusses the role of a consultant in a consultant-client relationship 

and what the advisor contributes to the microenterprise. Johansson & Hjalmarsson 

(2003) described in the introduction section that the advice industry for micro, small 

and medium sized businesses is a multibillion pound activity, so why do we have an 

advice industry supporting microenterprises? Johansson (1997) describes that, firstly, 

the consultant contributes with objectivism. The consultant is per definition objective. 

According to Johansson many micro-entrepreneurs or leaders of microenterprises have 

issues with having an objective relationship with the company. Often this micro-

entrepreneur has started the company that plays a large economic role in his or her life 

or for the family and the heritage of the family. Consultants often can absorb disputes 

within the microenterprise and arbitrate, teach the micro-entrepreneur new methods, 

help reaching decisions, gather new information about new markets and so forth. Also a 

consultant can contribute with competence and expert knowledge that will save costs 

for the client company in regards to education and employment. Also Ram (1999) 

agrees on that consultants can contribute with knowledge and expertise to small firms 

and microenterprises, and that these relationships not only can be useful sources of 

expertise but also yield new business opportunities. In addition to this, Jeffrey, Bracker 

& Pearson (1985) argue that microenterprise consultants provide expertise in the area of 

finance, marketing, management, operations and accounting. Jeffrey, Bracker & 

Pearson describes that consultants play a significant role in the management of 

organizations of all sizes, including microenterprises. It is, according to Johansson 

(1997), in the nature of consultants to constantly update experiences and competences 

which will keep them able to compete. The knowledge generated from a number of 

situations in consultant-client relationships guarantees the competence of the consultant 

(Johansson, 1997). Stevenson & Sahlman (1988) have a different approach to the 

consultants’ role when giving business advice to microenterprises. They describe that 

getting the best advice means more than relying on your old standby advisor. It means 

including specialists. The authors argue that you would go to a general practitioner for a 

cold, but if you’ve got a kidney problem you would go to an urologist and to a 

neurosurgeon if you have a brain tumor. According to Stevenson & Sahlman the same 

reasoning as when talking about doctors and medical conditions apply for business 

advisors, and they advocate that microenterprises should turn to several different 

sources and use multiple relationships for business advice. Johansson (1997) and 

Jeffrey, Bracker & Pearson (1985) and Ram (1999) argue that there are several benefits 

connected with having an advisor for general advice, when Stevenson & Sahlman 

(1988) on the other hand argue that microenterprises should look for advice among 

domain experts only. Johansson & Hjalmarsson (2003) are also critical towards the 

support and advice given to microenterprises in order for them to grow.  

Johansson (1997) describes the character of the microenterprise in the consultant-

client relationship. According to Johansson microenterprises as a target group for 
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growth advice differ from medium and large enterprises. The micro-entrepreneur, 

according to Johansson, is characterized by most often being a rather isolated individual 

that do not have experts that he or she can make use of in the microenterprise. The 

wages in a microenterprise are often low, which results in difficulties concerning 

recruiting professional and suiting staff. Hjalmarsson & Johansson (2003) also explain 

that microenterprises differ from small, medium and large companies and that the 

microenterprise in a consultant-client level context is disfavored because of size, as 

consulting services are expensive and microenterprises often have small revenues. 

Johansson (1997) brings up several reasons for why a consultant from the advice 

industry benefits a microenterprise. However, the clients of the advice given by 

consultants often doubt the advice industry. These are what Johansson call doubters, 

and those clients who have faith in the advice industry are called believers. The 

believers are those who admit that they believe in the professional consultant in the 

advice industry. Johansson mentions that most of the believers are consultants 

themselves either on part time or full time. The doubters have in common that they 

problematize the consultant’s role. The consultant is not infallible and maybe not even 

professional. Further on they imagine that often the communication with consultants is 

about something else than that a professional consultant helps a needing client. 

According to Bill, Johannisson & Olaison (2009) a national survey, 

Entreprenörsbarometern 2005, demonstrated that most potential business founders 

would rather turn to family and friends or institutions to get business support and 

advice. The doubters are often not consultants themselves, continues Johansson (1997). 

Among the doubters regarding the advice industry Johansson describes that, apart from 

micro-entrepreneurs themselves, often researchers are found – academics. Bill, 

Johannisson & Olaison (2009) argue that numerous research studies have failed to 

identify any sort of positive correlation between support measures such as consultant 

advice and firm growth. Bill, Johannisson & Olaison continues describing academic 

studies that suggest that a positive attitude towards support programs decreases the 

likelihood of being involved in entrepreneurial activities. In this paragraph both 

Johansson (1997) and Bill, Johannisson & Olaison (2009) describes doubt in the advice 

industry coming from both micro-entrepreneurs and academics. Stevenson & Sahlman 

(1988) have mentioned that general advisors are less effective compared to domain 

experts, which is also to be considered as a doubt in the general business advisors 

suggested contributions. In this study the voices of academics will be compared with the 

voices of advisors from the advice industry, and the content of the different advice 

concerning microenterprise growth will give an indication of what differences and 

similarities exist. In this way the conclusion of this study can give an answer to the 

reason behind academics’, as well as entrepreneurs’, doubt on the advice industry as 

explained by the different authors in this section. 

Above the roles of the consultant and client has been described to bring 

understanding of the relationships between consultants and clients in the advice 

industry, which constitutes the take-off for this study scrutinizing the advice industry. 
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Also faith and doubt concerning the advice industry has been presented, which is a 

relevant aspect to take into consideration in this study. The demand for advice coming 

from the microenterprises and what microenterprise owners seem to need advice about 

but they simply do not request from the advice industry, as described by Johansson 

(1997) is the phenomena behind this study to be researched. There could be many 

factors that describe this according to Johansson. One reason could be that the service 

offer from the advice industry is poorly formed. Existing service authorities for example 

doesn’t always offer what the smaller companies demand. Sometimes the offer doesn’t 

seem suited for the small enterprises. This study will contribute empirical and 

theoretical findings of advice content from different sources that will be analysed and 

compared with the advice content that circulates in the advice industry of today. 

3. The voices of academics regarding microenterprise growth 

Academics research the mechanisms behind growth (Bjerke & Hultman, 2002) but also 

barriers, challenges and obstacles to growth (Barth, 1999) in microenterprises. 

Microenterprise growth is discussed from several aspects by academics, advice that will 

be presented in this section. Growth and the underlying processes behind growth are 

surrounded by complexity (Johansson & Karlsson, 2002) and there are no simple and 

clear guidelines in the field. In this section advice from academics will be presented in 

ten main areas of advice coming from academics.  

Entrepreneurial spirit - The first and most vital argument behind why many 

microenterprises don’t grow is simply that they explicitly don’t want to grow 

(Johansson & Karlsson, 2002). Often the entrepreneur behind the microenterprise, the 

micro-entrepreneur, is the crucial building block for creating a growing microenterprise. 

Stansworth & Curran (1976) argue that the identity of the entrepreneur in a micro-

enterprise will affect the processes of growth in the firm. The entrepreneur and the 

character of the entrepreneur is mentioned several times among theories for growth in 

microenterprises, and most often in regards of how positive the entrepreneur is and what 

attitude he or she got (Johansson & Karlsson, 2002). Also the objectives of the 

entrepreneur are important for growth – whether the entrepreneur want to get money or 

to “build something”. Thereby micro-entrepreneurs character and intuitions matter, and 

it is clear to see that when listening to the voices of academics being successful in terms 

of growth starts with and is determined by the entrepreneur and its qualities. 

Delegating responsibility - In the previous paragraph entrepreneurial spirit was 

discussed. Having an entrepreneurial approach is important and will determine growth, 

but as important it is for the entrepreneur to have the right spirit, as important is it to 

spread the spirit to employees (Bjerke & Hultman, 2002). Microenterprises successful 

in doing so will grow, according to the voices of academics, and the soft values in the 

company are in this way the most important asset that will bring out the “out of the 

ordinary” and enhance performance. To invest in employees is crucial for growth 

(Watkins, 1982) and it is one of the most significant problems faced by microenterprises 
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that want to grow. Taking responsibility and acting entrepreneurial as employees are the 

most mentioned qualities by academics, but also other forms of embodied human capital 

among the employees and not only in the owner will positively affect microenterprise 

growth (Martinez et al 2013). The most important method for achieving entrepreneurial 

spirit among employees is by delegating responsibility (Johansson & Karlsson, 2002).  

Having delegated responsibility will result in division of work in the microenterprise, 

which is also a factor important for growth because it will result in that resources are 

better used (Barth, 1999) and therefore microenterprises should focus on dividing work 

efficiently within the organization.   

Organization structure, Formality & Management – Many academics argue that the 

structure of the organization plays a big role in microenterprise growth, and that it is 

important to develop a detailed organization structure as the organization size increases 

and the company goes through different stages when growing. High-performing 

organizations are often more horizontally differentiated, decentralised and more flat in 

their structure than low-performing organization which has to do with their ability to 

grow (Barth, 1999). Organization structure is according to academics of high 

importance since the area is highlighted repeatedly, but what is as remarkable as it is 

obvious is that academics throughout the discussions about structure talk about 

decentralised, flat and horizontal organizations for microenterprise growth. Academics 

seem to praise structure but at the same time they promote using less hierarchy in the 

structure in order to grow microenterprises, which is notable. The level of formality is 

also important (Berrone et al, 2014) when working with organization structure, and 

having a formal plan for how growth should proceed in a structural sense is of 

importance. Formal microenterprises grow faster than informal microenterprises, and 

the reason for this is that formal firms easier can borrow money and advertise 

themselves (Martinez et al, 2013). The general focus among the statements regarding 

organization structure is about managing an organization growing in size – to handle 

structural changes and to adapt to these are considered to be of high importance for 

growth (Barth, 1999). Therefore management, from an organization structure point of 

view, is important for microenterprises that want to grow and often managerial skills 

determines if a company can grow in a sustainable way or not (Watkins, 1982).  

Financing – In advice for microenterprise growth from academics financing is 

brought up several times, and often as a missing key ingredient for microenterprise 

growth (Webb et al, 2013) and the explanation of why many microenterprises fail to 

grow (Naidu & Chang, 2012). Throughout academics advice financing is brought up as 

important, but seldom are these financing issues described in detail. Therefore it is safe 

to assume that financing for microenterprises is a rather general problem. 

Microenterprises are more often required to pay a higher rate of interest and to offer a 

higher level of security than larger firms (Hall, 1989) and therefore financial planning is 

important. Financing is in this case seen as more important for microenterprises than for 

enterprises of other sizes, and throughout the literature financing is mentioned among 

the most important aspects for microenterprise growth. These circumstances among 
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others make up a significant problem for microenterprises that want to grow (Watkins, 

1982) and are very common (Barth, 1999). For microenterprises different public 

programs are the ones who give financial support in the forms of financial assistance of 

loans, and this support is well needed for microenterprises to grow since many other 

financial institutions don’t have the interest to focus on microenterprises (Berrone et al, 

2014).  

Marketing – An area that is mentioned in several occasions among microenterprise 

growth theory is marketing. To focus on marketing is one of the most important advices 

for microenterprise growth among the voices of academics. Dodge & Robbins (1992) 

argue that marketing is the biggest obstacle and challenge for microenterprises in terms 

of growth. Having a formal marketing plan is proven to support growth (Webb et al, 

2013) and to use marketing as a tool for growth is vital. If focus is not on marketing 

when having the ambition to grow, several problems occur for the microenterprise 

(Watkins, 1982). As with organization structure, marketing is an area that academics 

highlight but at the same time stresses is important to adjust to the microenterprise and 

its size. It is important not to create a “mini-version” of big firm marketing, but instead 

use an own marketing approach (Bjerke & Hultman, 2002). Microenterprises often have 

limited financial resources and for this reason low costing marketing strategies should 

be applied, such as internet marketing, face-to-face marketing, viral marketing and e-

marketing (Naidu & Chand, 2012). As with financing advice, academics bring up 

marketing several times as generally important for growth but with little detail. 

Marketing plans and actions should be adjusted to the size and conditions of a 

microenterprise to stimulate growth.    

Niche & Industry competition – The value of finding a niche is very briefly 

mentioned among the voices of academics. Bjerke & Hultman (2002) argues that to 

focus hard on a specific market segment is important to position the microenterprise. 

Industry competition is something that is important because it creates a dynamic 

environment promoting growth in microenterprises (Johansson & Karlsson, 2002), and 

the benefits of having competitors outweighs the costs (Martinez et al, 2013). Finding 

an industry with competition in it from the very start can therefore be seen as an advice 

for microenterprises that want to grow. 

Social capital – Social capital (linkages the micro-entrepreneur has with other 

players), especially in the form of family relationships is of importance for 

microenterprise growth. As previously mentioned in this section financing is often a 

problem for microenterprises, which makes investing in research and development 

measures hard. Also other disadvantages connected to scale create the need for easy and 

affordable innovation (Berrone et al, 2014). By improving relationships in the value 

chain to improve links with suppliers and customers easy and affordable innovation 

could be created. 
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4. The voices of entrepreneurs regarding microenterprise growth  

For this study several entrepreneurs have been asked about which the best advices for 

microenterprise growth are. In this section a summary of the advice given by 

entrepreneurs will be presented in ten main areas, and the material will represent the 

voices of entrepreneurs. The entrepreneurs – currently micro-entrepreneurs or 

previously micro-entrepreneurs – who have taken part of the study are the following: 

Jens Collskog, co-founder and previous CEO of the company Fortnox, which develops 

and sells web-based business and economics systems. Stefan Johansson, founder of the 

company Sales Scenario, which develops and sells sales decision making tools. Johan 

Calmernäs, founder of Bilanpassarna, which customizes work vehicles. Daniel Nemes, 

founder of KKS-Service, which sells gardening, tiling and related services. John Lejon, 

founder of Saint Home, which manufactures and sells home furniture online.  

Entrepreneurial attitude – Entrepreneurs interviewed in this study have in general a 

practical approach towards advice about microenterprise growth. Among many of the 

arguments the entrepreneur is central in the discussions. The entrepreneur’s attitude and 

ambitions are considered vital ingredients for microenterprise growth according to the 

entrepreneurs. To dare to believe in the business idea, build a company, give away 

control and to bet is important (Collskog) for growth. The micro-entrepreneur’s attitude 

towards risk is important; not to be afraid to take risks will enhance growth in 

microenterprises (Johansson). The interviewed entrepreneurs agree on and highlight the 

importance of the characteristics of the entrepreneur when it comes to microenterprise 

growth. Another characteristic of attitude that is successful in terms of growth is to 

remain aggressive, constantly work with motivating yourself and never be satisfied as 

an entrepreneur (Nemes). It is also important to promote the experienced feeling of 

success in order to be even more successful, without compromising not being satisfied. 

Characteristics and attitudes among micro-entrepreneurs are in this way central advice 

for microenterprise growth. 

Management & Organization – Entrepreneurs argue that recruiting the right people 

will make the microenterprise grow, and that the most valuable attribute of employees is 

to be flexible (Collskog). The value of delegating responsibility is repeatedly mentioned 

throughout the interviews as well as the importance of not taking too much 

responsibility as a micro-entrepreneur (Nemes), but for this to work the micro-

entrepreneur has to trust his or her employees (Calmernäs). Within the area of 

management advice entrepreneurs argue that delegating will result in many positive 

effects; for example giving the micro-entrepreneur time to reenergize (Calmernäs) 

which is important for further growth (Lejon). Among entrepreneurs interviewed 

organization structure is rarely mentioned and especially not formal structures. 

Flexibility within the organization is highlighted and a horizontal organization is 

described as preferable. Proper management is more important than having a structure. 

Niche, Business Model & Strategy – Having found a niche is important 

microenterprise growth advice for many reasons, for example because it will make the 
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microenterprise more attractive when it stands out and it will also seem more 

specialized, which gives a competitive advantage (Johansson). Finding a niche in the 

way of creating and communicating something completely new is the most effective, 

especially when this niche contains a business model that “breaks the industry logic” 

(Collskog). An effective business model for growth doesn’t necessarily mean 

introducing new products or services in the entrepreneurs’ discussions but could as well 

concern introducing a new way of delivering or pricing this product or service. Always 

keeping investing back into the company creates growth and this kind of offensive 

strategy is necessary to keep up with the competition in market (Collskog). Forming 

strategic alliances with other actors is another strategic advice from entrepreneurs. 

Sales & Marketing – One of the areas most discussed by entrepreneurs is sales; how 

to stimulate sales and the importance of investing time in sales in order to create 

microenterprise growth. Focusing on soft values (having a friendly and simplistic 

approach), being human, delivering more than expected at the same time as keeping a 

high tempo are among the most highlighted principles for sales. It is more important to 

recruit new customers than “repairing” to old and unhappy clients (Collskog). Also the 

value of references is discussed and agreed upon as being important for growth, since 

many new customers are recruited through recommendations (Nemes) and by getting 

the “word out there”, stimulating spread of the brand, ripples are created which generate 

growth (Calmernäs). 

Time management & Early launch – To remain focused on important things for 

growth such as sales (Lejon) and not as a micro-entrepreneur try to do everything in the 

business (Nemes) are the primary time management advice the entrepreneurs highlight. 

Entrepreneurs argue that it is easy to get stuck in working routines that don’t lead to 

microenterprise growth. Another thing that derives from the time management 

discussion regarding growth advice is about launching early – not polishing a product 

for too long but generating initial income and raising self-confidence through launching 

early (Collskog). 

5. The voices of advisors regarding microenterprise growth 

In this study several advisors from the advice industry have been asked about the most 

important advice for microenterprise growth, and the result is presented below allocated 

to the areas of advice it belongs to. Thirteen areas have been discovered. In this section 

advice given by advisors will be presented, and the material will represent the voices of 

the advisors. 

Management - Birgersson explains that motivating employees and make them 

driven, turning them into intrapreneurs that take more responsibility, is important for 

microenterprise growth. Birgersson argues that everyone is born entrepreneurial and 

that it is up to the micro-entrepreneur to activate these abilities in the employees. 

Gustafsson also talks about motivating key people and take care of them in order to 

grow the microenterprise. This can be done through having a constant dialogue and 
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appraisals with the employees, says Birgersson. Delegating responsibility is according 

to Birgersson of high importance, also the staff should share the vision of the company. 

Kristoffersson gives the advice to initiate and run projects outside the microenterprise 

that can lead to publicity and investment which promote growth. Top management 

shouldn’t be practiced, but people should be involved in the process feeling like they 

belong there argues Birgersson. Management is always important and entrepreneurs 

should focus more on leading the company and sometimes less on the core business, 

continues Birgersson. Balance between the operational and administrative tasks is 

important according to Gustafsson to achieve growth. Brndusic adds that the leader of 

the microenterprise is very important for growth. The owner shouldn’t act or think in 

terms of that he or she is an employee, but should activate leader abilities and take 

responsibility – if not, the leader role has to be delegated to someone else. 

Niche - Kristoffersson mentions that it is important for microenterprises to act 

systematically and focused in order to become expert in one or maximum two areas. 

Leadership - Brndusic argues that the leader in a microenterprise usually is the 

midpoint between all the areas that promote microenterprise growth, and that it is up to 

the leader to build a strong organization that grows. Gustafsson explains that leadership 

is something that seems very strange to talk about for many micro-entrepreneurs, but 

that leadership is a big part of microenterprise growth. It is important to define oneself 

as a leader and to tell others what they should do. Even if the enterprise doesn’t have 

employees the entrepreneur needs to lead him or herself. Too many micro-entrepreneurs 

are focused on the daily business and forget about taking the leader role. 

Economics - Gustafsson mentions economics as the most important area for 

microenterprise growth. Knowing the numbers is needed for making right the decisions, 

to plan and to evaluate. Accounting allows the microenterprise to steer the company in 

the right direction. To be professional and business oriented is important. A 

microenterprise should think like a big company in terms of cost, income and budgets.  

Brndusic describes that control and understanding of key figures is important and that 

liquidity is a key factor that determines growth. 

Attitude - Kristoffersson describes that it is important to be confident enough as a 

micro-entrepreneur to say: “I am good at this”, in order to unlock new business 

opportunities. If a micro-entrepreneur is proud it will create a flow that grows the 

business. According to Kristoffersson there is a culture in the society that stops people 

from acting successful and to “swim against the tide”. Gustafsson explains that an 

attitude concerning that the microenterprise is something more than just livelihood for 

the entrepreneur is needed for growth. Brndusic explains that microenterprises that 

grow rapidly have engaged entrepreneurs behind them who gamble and are open to 

change. Commitment and ambition to change is the most important factor for growth 

Brndusic says. Gustafsson describes that the micro-entrepreneur should scrutinize its 

relationship to money and how he or she looks at making money out of others work, 

becoming rich and so on. Also when it comes to sales and administrative work, many 

micro-entrepreneurs hesitate to perform because they don’t consider it a “real job”.  
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Financing - Kristoffersson argues that financing is vital for microenterprise growth. 

There is a lot of money to be applied for from different sources, and micro-

entrepreneurs should get help to do so if they don’t have the knowledge. Brndusic 

argues that financing is important and that there are many ways of retrieving capital, 

such as through risk capital, IPO, ALMI loans and loans from other actors. Gustafsson 

on the other hand argues that financing is not an important area of advice, since 

microenterprises with a growth mentality somehow will arrange financing. 

Marketing/Sales - Brndusic says marketing efforts like improving the homepage are 

important to gain trust. Selling to existing customers and selling additional products or 

services is also important for growth. Other than that advisors don’t mention anything 

regarding marketing and sales when giving advice for microenterprise growth. 

Production Effectiveness - Brndusic describes that effectiveness in production, both 

for services and products, is important for achieving microenterprise growth and 

scalability. Gustafsson raises a warning finger to micro-entrepreneurs since they tend to 

look at their time as an unlimited resource – the using of time should be effective 

throughout the business in order to promote growth. 

Business Model - Introducing a new business model or changing it and breaking the 

industry logic is important for microenterprise growth, Brndusic explains. The change 

could be invisible for the customers and have to do with for example internal logistics.  

Professionalism - When you “are” the company it becomes personal and heavy, 

something that can make a micro-entrepreneur feel it is something wrong with him or 

her in certain situations. Being less personally oriented and more business minded is an 

advice for growth from Gustafsson.  

PR - It is according to Kristoffersson important to be seen and heard in the right 

forum and therefore to use PR as a tool for microenterprise growth. PR is good 

marketing for the micro-entrepreneur him or herself as well as for the enterprise, and PR 

will raise the confidence of the micro-entrepreneur – also management and employees 

will feel proud and like they contributed, which is important for growth.  

Ally with University - Kristoffersson explains that it is important for 

microenterprises who want to grow to ally with the University and to get involved in 

graduation projects. She points out the value of “new, fresh eyes” that often can bring 

young and a more digital input along with objective thinking to the company. 

Networks - Kristoffersson argues that creating networks is the most important advice 

for microenterprise growth. Both industry networks (collaborations) and development 

networks (giving new inputs and representing new cultures) are important. 

6. Analysing the voices of academics, advisors and entrepreneurs 

In this section all of the content of the advice that has derived in this study from 

academics in the literature review along with advice content from advisors and 

entrepreneurs in interviews and focus groups will be analysed. In the paragraph below 

an overall analysis will be presented. Further on in this section each group of advice 
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previously brought up will be analysed separately in 19 areas which makes up an 

analysis that will cover all areas of advice brought up in this study; this to bring a 

detailed overview and understanding of how the advice from academics, entrepreneurs 

and advisors relate to each other in each area.  

Several content differences and similarities can be clearly identified between 

academics, entrepreneurs and advisors. The different perspectives, as well as the type of 

knowledge connected with each group as presented in the introduction section, between 

the three groups seem to have influenced the advice given. The group that seems to 

stand out the most is entrepreneurs, and the reason behind this could be the amount of 

practical experience generated in this group. Academics often tend to talk in terms of 

structure and about the importance of structure for growth, something that advisors and 

entrepreneurs don’t do. All three groups tend to emphasize mainly the same areas of 

advice for microenterprise growth, however the focus varies. Also entrepreneurs bring 

up several specific areas of advice that academics and advisors don’t. 

Management – When it comes to advice regarding management both academics and 

advisors agree to a certain extent, especially in terms of creating and working in teams 

in order to involve and engage employees and to achieve growth. Working in teams is a 

management advice that entrepreneurs haven’t brought up at all, however entrepreneurs 

also give management advice. In fact all three groups argue that management is 

important, but the focus seems to vary between the groups. The entrepreneurs focus on 

advice about delegating responsibility to accumulate time for the entrepreneur, advisors 

talk more about the importance of acting as a leader towards employees and academics 

don’t bring up either delegating or leadership very much but tend to argue that structure 

is connected to management – which is something especially the entrepreneurs 

explicitly say doesn’t matter in a microenterprise. Further, leadership as an area of 

advice is something advisors are almost alone in, and several academics argue that 

leadership is among the most important determinants of microenterprise growth success. 

Management is thus an important area according to all groups, but focus on what is 

important in terms of management varies remarkably. 

Professionalism – To be business minded and not too personally attached advisors 

bring up, which is similar to several arguments from entrepreneurs, but academics don’t 

mention professionalism as an advice for growth.  

Niche – To have a strong niche in the microenterprise and being unique is 

something that the entrepreneurs stand out with by saying from the others when giving 

advice. Only briefly advisors have mentioned the importance of “focusing” in this way 

and academics briefly mentions the value of finding a niche. It is clear to see that 

entrepreneurs represent the niche area of advice.   

Organization structure – All three groups agree on that a horizontal organization 

structure is important, however academics repeat the importance of structural thinking 

more often than entrepreneurs and advisors do. 

Hold on to the “good feeling” – Entrepreneurs alone mention a feeling that occurs 

when getting new customers as valuable for growth and the importance of exploit it. 
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Early launch – Achieving initial confidence and income through early launches, not 

“polishing” for too long is brought up only by entrepreneurs. 

Economics – The importance of economics, liquidity, cost, income, budgets, key 

figures and so forth is highlighted by advisors time after time and makes them unique in 

that sense, since academics barely mention this area and entrepreneurs don’t mention 

economics at all as being important for microenterprise growth. 

Networks – Entrepreneurs and advisors bring up networking but academics don’t 

focus on that area at all. 

Attitude – The area in which entrepreneurs, academics and advisors agree on the 

most is the one concerning the characteristics of the entrepreneur behind the 

microenterprise. There are several similarities between all three groups when it comes 

to attitude, commitment, being positive and starting the microenterprise with the aim to 

grow it rather than securing a salary and all groups mention these factors. Entrepreneurs 

talk the most in terms of having an attitude and belief that result in taking risks, and in 

this sense they stand out from the others. Academics are the most detailed when 

describing entrepreneurial spirit and capability as important for microenterprise growth, 

and advisors, through their perspective, argue that it is important not to listen to and be 

affect by a society that might not encourage being successful. This culture in society in 

relation to growth is something advisors seem to have reflected upon, which academics 

and entrepreneurs have not. 

Reinvesting – The importance of reinvesting in the business is clearly presented by 

entrepreneurs but not at all brought up by academics and advisors. 

PR – Advisors alone mention PR for publicity and creating confidence. 

Time management – An area that has not been brought up by academics and 

advisors but is central in the entrepreneurs’ discussion is time management; how to 

prioritize and not to “do everything” is not covered in the advice given by academics 

and advisors. 

Financing – Something that makes the entrepreneurs stand out from both the 

advisors and academics is that they do not give any advice concerning financing. The 

only financing related advice they give is about reinvesting all profits into the 

microenterprise in order to achieve growth. However, the advisors argue that financing 

is vital for growth, highlights the opportunities of investment and describes different 

ways of getting investment. The only advisor who distinguishes herself from the others 

is Gustafsson, who argues that financing not is an important advice since growth 

mentality itself will arrange financing somehow. Other than that advisors together with 

academics are dominant in the area of advice regarding financing. The academics 

mention financing several times and argue that financial resources often determine the 

microenterprise growth success or failure. 

Allying with the University – When investigating advice coming from all three 

groups, only the advisors give the advice to microenterprises regarding allying with the 

university in order to promote growth. 
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Marketing & Sales – When it comes to marketing there are significant differences 

between the groups. Academics stand out by mentioning marketing repeatedly as an 

advice for microenterprise growth that plays an important role, as well as suggesting 

that microenterprises should create marketing plans. This is contradicting the advice 

from entrepreneurs and advisors, which both are focusing more on sales than marketing 

in their given advice. Moreover, entrepreneurs mention sales more often than advisors, 

giving several detailed suggestions about how sales should be performed in the best way 

in order to achieve growth.  

Production effectiveness – Being effective in the production of products and 

services, using time wisely and not regarding the micro-entrepreneur’s time as infinite is 

important according to advisors. Effectiveness in production of products and services is 

however not something neither academics nor entrepreneurs bring up as a 

microenterprise growth advice in this study. In this aspect the advisors stand alone. 

Benefit of being small – Acting like a small firm is promoted by both academics and 

entrepreneurs, but not by advisors which instead promote acting like a big firm.  

New customer focus – Focusing on new customers and not “repairing” old 

relationships is an advice that comes from entrepreneurs only. 

Business model – Business model advice regarding introducing a new logic to the 

industry is something unique for entrepreneurs, however one significant finding from 

this study is that one advisor, Brndusic, almost identically repeated Collskog’s argument 

about breaking the industry logic as an advice for microenterprise growth. This is later 

explained by the fact that they’ve closely worked together, but more importantly it 

demonstrates that the advice industry seem to take in new ideas from entrepreneurs. The 

importance of a strong business model is therefore something that characterizes the 

entrepreneurs’ advice in this investigation. 

7. Conclusions 

All three groups – academics, entrepreneurs and advisors – describe that giving advice 

for microenterprise growth is complex, and the advice may cover many different areas. 

All agree on that the entrepreneurs’ attitude is of high importance. Team work for 

spreading spirit advisors and academics agree on as being important but entrepreneurs 

don’t bring it up at all. All three groups talk about management’s importance but in 

different ways; entrepreneurs about delegating, advisors about leadership and academics 

about structure. Being unique and finding a niche in the marketplace is something that 

entrepreneurs talk about as important and they stand out in this area of advice. When it 

comes to management all groups agree on its importance, but only the advisors 

highlight qualities in terms of leadership as important. Another matter only advisors lifts 

up is economics; budgets, key figures, liquidity and such. Neither academics nor 

entrepreneurs give advice regarding this area in this investigation. Both academics and 

advisors mention financing repeatedly, but the entrepreneurs only talk about investing 

the profit back in the company. Entrepreneurs either don’t realize the need for financing 
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or financing is not important for microenterprise growth. It is clear to see that advisors 

are the only ones talking about production efficiency as a strong advice for 

microenterprise growth. A business model that breaks the industry logic is something 

that derives from entrepreneurs’ advice in this study; neither academics nor advisors 

bring the business model’s importance up in the same way. To separate oneself as a 

private person and act as a professional when running the microenterprise is important 

for growth according to both advisors and entrepreneurs, but academics talk less about 

this matter. PR as a tool for microenterprise growth is an advice that is mentioned by 

advisors only. Strategic alliances and networking could be considered the same thing, 

and in this case entrepreneurs and advisors are on the same page, as when academics 

don’t mention networking as a tool for microenterprise growth at all in this 

investigation. Entrepreneurs argue that micro-entrepreneurs should take advantage of 

that the enterprise is small to a higher extent than advisors and academics do. To 

reinvest in the business repeatedly as it grows is a recommendation that comes 

exclusively from entrepreneurs. Time management is an area brought up by 

entrepreneurs as important for microenterprise growth but is not mentioned among 

academics and entrepreneurs. To focus on new customers instead of defending the 

microenterprise towards existing and unhappy customers is brought up by entrepreneurs 

only. To have a horizontal structure is recommended by academics, entrepreneurs and 

advisors. However academics tend to think it is more important with structure in a 

microenterprise that wants to achieve growth than what entrepreneurs and advisors 

think. Entrepreneurs encourages microenterprises that want to grow to hold on to the 

“good feeling” of getting new customers, which will lead to growth. Advisors 

recommend microenterprises to think as a big firm, as when both entrepreneurs and 

academics argue that it is a benefit to think as a small firm. 

 

In order to visualize the conclusions about similarities and differences in this study a 

summary has been created, covering all the areas that have been analysed: 

 

In three areas of microenterprise growth advice all groups agree on: 

 

 That the entrepreneur’s attitude is important, 

 Advice of management exist among all three but the focus vary, 

 Horizontal structure is advised by all groups but structure is most important to 

academics 

 

 

In three areas of microenterprise growth advice advisors agree with one other group: 

 

 Advisors and academics but not entrepreneurs mention financing as important, 

 Advisors and entrepreneurs agree on the importance of professionalism, 



  

 

17 

 

 Networking or creating alliances is mentioned by advisors and entrepreneurs only 

 

In thirteen areas of microenterprise growth advice advisors disagree with two other 

groups: 

 

 Entrepreneurs stand out when arguing that finding a niche is important, 

 Advice upon efficiency in production processes comes from advisors only, 

 Having a strong business model is an area of advice where entrepreneurs stand 

alone, 

 Advisors are the only ones who mention PR as a tool for microenterprise growth, 

 Advisors alone encourage microenterprises to ally with the university, 

 Advisors alone talk about the importance of taking the leadership role, 

 Advisors alone highlight the importance of an economical approach, 

 Entrepreneurs is the only group who advice to take advantage of being small, 

 Entrepreneurs are the only ones who give the advice to reinvest all profit, 

 Time management is considered vital by and brought up by entrepreneurs only, 

 Entrepreneurs only recommend to prioritize new customers over complaining 

ones, 

 Hold on to the “good feeling” when getting new customers, says entrepreneurs 

only, 

 Advisors are the only ones that recommend microenterprises to think like big firms 

 

In the introduction of this paper several problems concerning the public advice industry 

were brought up, concerning for example public support programs not having 

measureable growth effects on companies, small businesses needing advice but not 

wanting it, that effects from the advice industry work don’t align with the purpose of the 

support and that advice only should come from field experts and specialists not standby 

advisors or that entrepreneurs prefer advice from family and friends above business 

advisors advice. Further problem discussion regarded if the advice industry has a 

misconception about what “good” microenterprise growth advice is, and therefore 

works normatively, and if that is the reason behind the doubt on the industry. The 

conclusion from this study is that in three areas of advice advisors match academics and 

entrepreneurs, in three areas they match either academics or entrepreneurs and in 

thirteen areas they do not match neither academics’ nor entrepreneurs’ advice.  It is 

clear to see that many areas of advice mismatch in this result. This could be the reason 

behind doubt from entrepreneurs and academics; advisors not having the same 

conceptions about which are the most important areas that generate growth in a 

microenterprise. The general statement about the advice industry that derives from this 

result is that advisors should take in more ideas from academics, and especially 

entrepreneurs since they contribute with many advices in new areas, in order to share a 

clearer image with the other groups of what creates growth and to question the current 
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conception of what “good” microenterprise growth advice is. Through this the advice 

industry can make more entrepreneurs turn into “believers”, as Johansson (1997) put it, 

of the advice industry. Johansson, as described in the first section about understanding 

the role of the consultant, argues that it is in the nature of consultants to constantly 

update experiences and competences which will keep them able to compete. But at the 

same time Johansson argues that from consultant-client relationships knowledge is 

generated and guarantees the competence of the advisors. In contradiction to this 

Stevenson & Sahlman (1988) argue that general advisors in the advice industry are less 

effective than domain experts. Since thirteen areas of advisor mismatches have been 

identified in this study, there is reason to argue that the advice industry should in fact 

update, and not only trust in that knowledge about microenterprise growth derives from 

consultant-client relationships. A good example, which has been discovered in this 

study, is the way Brndusic at ALMI communicates the advice regarding breaking 

industry logic that origin from the entrepreneur Collskog’s advice, as described in the 

analysis section. 
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