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1.0 Introduction on entrepreneurship – generalities and 
concepts



DEFINITIONS: ENTREPRENEUR 
& ENTREPRENEURSHIP

• Entrepreneur
• An individual who ‘undertakes’ the risks of a new enterprise. 

• Entrepreneurship
• The process of seeking business opportunities under

conditions of risk.



❑ Also refers to the process of creating something

❑ The entrepreneur is an innovator 

❑ Process to challenge existing norms via 

combinations of new resources and methods in 

commerce.

ENTREPRENEURSHIP



Attitude Skills Knowledge

Motivated Decision making Law

Confidence Problem solving Management

Initiative Negotiation Economics

Responsibility Communication Accounting

Risk taking Creativity Values

Diligence Teamwork Business 

Mental & Physical 

fitness

Management Culture

Information seeking Technical Project management

BEING AN ENTREPRENEUR



Characteristic Entrepreneur Small businessman

Time Unlimited Limited

Job nature Flexible Rigid in adapting to 

changes

Decision making Makes own decisions Follows decisions made 

by others

Effort and commitment Continuous Low

Risk taking Moderate Low

Goal Maximizes self potential 

by utilizing available 

opportunities

Solely for profit

maximization

DIFFERENCES BETWEEN AN ENTREPRENEUR 

AND A SMALL BUSINESSMAN
DIFFERENCES BETWEEN AN 

ENTREPRENEUR AND A SMALL 
BUSINESSMAN



• Intrapreneur

• Technopreneur

• Copreneurs

• Social Entrepreneurs

• Cyberpreneur

TYPES OF ENTREPRENEURS



• Intrapreneur
❖is the act of behaving like an entrepreneur while working within a 

large organization.

• Technopreneur
❖is an entrepreneur who is technology savvy, creative, innovative, 

dynamic, dares to be different and take the unexplored path, and 
very passionate about their work.

• Copreneurs
❖Husbands and wives who operate together in two domains: 

family and business.

TYPES OF ENTREPRENEURS



• Social Entrepreneurs

❖individuals with innovative solutions to society’s most pressing 
social problems. They are ambitious and persistent, tackling 
major social issues and offering new ideas for wide-scale change

• Cyberpreneur

❖an entrepreneur who has online based business on the internet 
that targets international consumers.

❖is someone starting or running a business in cyberspace and the 
internet.

TYPES OF ENTREPRENEURS



Personal initiative Seize opportunities

Endurance Information seeker

High work quality Commitment towards work agreement

Efficient Systematic planning

Creative problem solving Self confidence

Assertion Persuasion

Power and authority Kindness

ENTREPRENEURIAL
COMPETENCIES (McCLELLAND 

AND McBER & CO, 1980s)



• Uncertainty of income

• Risk of losing entire investment

• Long hours and hard work

• High stress level

• Difficulty in obtaining customers

• Complete responsibility

• Difficulty in obtaining loans

• Discouragement

THE RISKS OF BEING AN 
ENTREPRENEUR



• Able to identify opportunities

• Action-oriented

• Always seeking to improve

• Orientate themselves to customers’ needs

• Value their employees

• Able to face reality

• Able to tolerate tedium

• Able to rebound from disappointments

• Risk takers

• Locus of control

• Independent and in control

CHARACTERISTICS OF
SUCCESSFUL ENTREPRENEURS



• Unsuccessful
• Poor Managers

• Low work ethic

• Inefficient

• Failure to plan and prepare

• Poor money managers

CHARACTERISTICS OF UNSUCCESSFUL 
ENTREPRENEURS



• Self development

• Family development

• Society/community development

• National development

• Spiritual development

IMPORTANCE OF 
ENTREPRENEURSHIP



SUCCESSFUL MALAYSIAN 
ENTREPRENEURS



2.0 Issues in 
entrepreneurship



• Small and Medium Enterprises (SMEs) are 
companies involved in local industries 

• Responsible for supplying equipment and 
components to local and multi-national 
companies

SMALL AND MEDIUM-SIZED 
ENTERPRISES



❑ Coastal Contracts Bhd (marine transportation)

❑ Hai-O Enterprise Bhd (cosmetics)

SME IN MALAYSIA



❑ Paper products

❑ Success Transformer (electrical manufacturing)



❑ A micro enterprise has full-time 

employees of less than 10 persons or 

annual sales turnover of less than 

RM250,000.

MICRRISESMICRO-SIZED ENTERPRISES



❑ A small enterprise has full-time employees of 
between 5 and 50 persons or annual sales 
turnover of between RM250,000 and less than 
RM10 million.

SMALL-SIZED ENTERPRISES
SMALL-SIZED ENTERPRISES



❑ A medium enterprise has full-time 
employees of between 51 and 150 persons or 
annual sales turnover of between RM10 million 
and RM25 million.

MEDIUM-SIZED ENTERPRISES
MEDIUM-SIZED ENTERPRISES



❑ SMEs play a crucial role in the economic 
development of a country and provide the base to 
further develop entrepreneurship talent among 
individuals. 

SMALL AND MEDIUM 
ENTERPRISES



❑ Source of innovation and creativity

❑ Test ground for entrepreneurs

❑ Career opportunities for productive individuals 

ROLES OF SMALL AND MEDIUM 
ENTERPRISES (SMES)



❑ A branch of ethics that examines ethical rules and 
principles within a commercial context and the various 
moral or ethical problems that can arise in a business 
setting as well as any special duties or obligations that 
apply to persons engaged in commerce

BUSINESS ETHICS



IMPORTANCE OF 
BUSINESS ETHICS

❑ Social responsibility

❑ Commitment to the profession

❑ Good time management

❑ Personal initiative

❑ Continuous improvement



❑ Identify and accept the rights of customers

❑ Be trustworthy

❑ Carry out a genuine profession

❑ Provide clear information

❑ Adhere to fair competition

PRINCIPLES OF ETHICS



❑ Responsibilities towards Customers

❑ Responsibilities towards Staff

❑ Responsibilities towards Creditors

❑ Responsibilities towards Environment

❑ Responsibilities towards Suppliers

❑ Responsibilities towards Competitors

❑ Responsibilities towards Society/Community

❑ Responsibilities towards Government

SOCIAL RESPONSIBILITIES OF 
ENTREPRENEURS



❑ Attracts a large number of customers

❑ The company can be visited without time restrictions

❑ Gives an image of a well-established company

❑ Minimizes management costs

❑ Disseminates business information

❑ Reduces the size of filing

IMPORTANCE OF INFORMATION 
AND COMMUNICATION 

TECHNOLOGY IN A COMPANY



❑ Faster and easier transactions

❑ Remains open all the time

❑ Removes barriers of global trading

❑ Low operational costs and better services

❑ No need of physical company set-ups

ADVANTAGES OF E-COMMERCE



E-COMMERCE



❑ Risk of being cheated

❑ No guarantee of product quality

❑ Tendency to have mechanical failures

❑ Customer loyalty

❑ Threats to security and privacy

DISADVANTAGES OF E-COMMERCE



❑ Having a clear direction

❑ Maximising self-potential

❑ Planning strategically

❑ Managing time effectively

❑ Being creative and innovative

❑ Increasing work quality continuously

❑ Seizing opportunities

DEVELOPING 
ENTREPRENEURIAL CULTURE



❑ Merger: two companies legally become one
• All assets and liabilities being merged out of 

existence become assets and liabilities of 
surviving company

❑ Stock acquisition: acquired company becomes 
subsidiary of acquiring company

❑ Asset acquisition: assets but not liabilities 
become assets of acquiring firm

HOW COMPANIES CAN WORK 
TOGETHER



❑ IJM Corporation Berhad
The decision to merge three companies – IGB 
Construction Sdn Bhd, Jurutama Sdn Bhd, and 
Mudajaya Sdn Bhd

EXAMPLE OF MERGER 
COMPANIES



❑ Joint venture: parties work together for 
lengthy or indeterminate period of time

• Form NEW, third entity
• Divide ownership and control of new entity, determine 

who will contribute what resources
• Advantage: two entities can remain focused on their 

core businesses while letting joint venture pursue the 
new opportunity

• Downside: governance issues and economic fairness 
issues create friction and eventual disbandment 
(discontinuation)

HOW COMPANIES CAN WORK 
TOGETHER



❑ Acquisition: acquired company becomes
subsidiary of purchasing company

• Most permanent

• Forms of acquisitions
• Merger

• Stock acquisition

• Asset acquisition

HOW COMPANIES CAN WORK 
TOGETHER



3.0 Business 
Idea

❑Business ideas and 
opportunities are 
business concepts that 
if turned into a tangible 
product or service 
offered by a business 
enterprise, will result in 
financial profit.



❑ Opportunity is defined as the potential to create 

something new that involves changes in 

knowledge, technology, or economic, political, 

social, and demographic conditions.

THE MEANING OF BUSINESS 
OPPORTUNITIES



❑ Business ideas and opportunities can be 

obtained through systematic efforts from 

primary and secondary sources.

SOURCES OF BUSINESS IDEAS 
AND OPPORTUNITIES



❑ Primary sources is the term used when the 

information is gathered directly through 

observation, experiments, interviews and surveys

PRIMARY SOURCES



❑ Observation can be carried out by sitting outside 
the selected location every day for a week, 
counting the number of pedestrians and cars that 
pass by. 

OBSERVATION METHOD



EXPERIMENTS

❑ Experiment or product sampling is another option. 
Entrepreneurs sometimes make a small number of 
sample products.

What’s wrong with this picture?

EXPERIMENTS



• Most new products – even the line extensions –
and most new ventures still fail 

• Most business plans raise no money (and 
probably should never have been written!)

• Only 1 or 2 in 10 companies in most venture 
capital portfolios achieve returns in excess of 
the cost of capital

Cont...



❑ Field research covers interviews with customers, 
suppliers, competitors and industry experts. This 
provides the real insight behind all the published 
facts. 

INTERVIEWS



❑ Whether the opportunity is identified with the input 
from consumers, business associates, channel members, 
or technical people, each opportunity must be carefully 
screened and evaluated. 

PROCESS IN ANALYZING AND 
CHOOSING BUSINESS 

OPPORTUNITIES



❑ An entrepreneur has to be sensitive, by identifying the 
needs and wants of customers, in order to recognize 
business opportunities. A need is something basic in life.

RECOGNIZING CUSTOMER 
NEEDS AND WANTS



❑ Scanning business environment (demographics), 
population structure, income and tastes.

❑ Demographics is the study of the characteristics of people 
in a population.

❑ The needs and wants are different when population 
structure, income and tastes change.

ANALYZING (SCANNING) ENVIRONMENT, 
EVALUATING SELF-ASSESSMENT AND 

SOCIETAL VALUE



❑ There is still an abundance of local resources that 
are untapped and have the potential to be 
developed as investment opportunities.

STUDY ON LOCAL RESOURCES



❑ Entrepreneurs can identify the idea of 

business opportunity by referring to the 

existing laws and government regulations. 

NEW GOVERMENT POLICIES 
AND REGULATIONS



❑ The continuous increase in the value and quantity of 
product or services being imported and exported reflects 
a potential market, both local and international.

STUDY ON IMPORT AND 
EXPORT DATA



❑ An entrepreneur can identify the industry that requires 
input from other industries.

❑ This will develop an interaction or linkage among 
industries of the same sector.

INDUSTRIAL LINKAGES



❑ There are various economic development programmes
by the government, and firms that have opened up direct
and indirect business opportunities for entrepreneurs.

DEVELOPMENT PROJECTS BY THE 
PUBLIC AND PRIVATE SECTOR



❑ For example, the government complex at Putrajaya
requires product and services to develop the place. This
creates the needs and wants of the community of that
area and turns them into business ideas.



❑ New technological breakthrough can create new markets
and opportunities for business. For example, the invention
of semiconductors created business opportunities in
computers.

TECHNOLOGY BREAKTHROUGH



❑ The advertisement and information in newspapers, 
magazines and on the Internet can be the source to 
generate business ideas. For example, a job advertisement 
by a company to get sales representatives is a business 
idea.

MASS MEDIA AND ELECTRONIC 
MEDIA



❑ In choosing the business opportunities, we must make a 
self-valuation before making a commitment. 

❑ Self-valuation should based on experiences, knowledge, 
skills, financial ability, networking and enthusiasm.

SELF-ASSESSMENT (E,K,S,F,I,N) 
SELF-ASSESSMENT (E,K,S,F,I,N)



❑ Usually, an entrepreneur will run their business with the 
experience that they have acquired in their profession.  

EXPERIENCE



❑ Usually, experience entrepreneurs have is not 
enough to run their business. 

❑ Entrepreneurs have to equipped themselves 
with knowledge, especially on what will do in 
their business.

KNOWLEDGE



❑ Other than experience and knowledge, an 
entrepreneur must have skills in doing their job – the 
skills usually produced from the combination of 
experience and knowledge.

SKILLS



❑ An entrepreneur’s ability is determined by how big 
the business will go. In other words, the business 
must be suited with the financial ability of the 
entrepreneur.

FINANCIAL ABILITY



❑ Enthusiasm is an important component that 
has to be taken seriously, because it can 
generate self-confidence in the 
entrepreneur. He or she will be more 
responsible to the business.

INTEREST OR ENTHUSIASM



❑ Entrepreneurs also need to know ways to reduce 
unnecessary procedures and bureaucracy in 
business.

NETWORKING



❑ In terms of level of competition/existing competitors
• Entrepreneurs in new venture businesses must really analyze their 

competitors in the industry

❑ In terms of legality
—The ideas that have been suggested must approved by the law

SCREENING OR CHOOSING OF BUSINESS 
OPPORTUNITIESSCREENING OR CHOOSING OF 

BUSINESS OPPORTUNITIES



❑ In terms of capital requirement
• Capital is any form of wealth employed to produce more wealth for a 

firm

❑ There are 3 types of capital needed in the business:
• Permanent Capital 

• Working Capital 

• Growth Capital

SCREENING OR CHOOSING OF BUSINESS 
OPPORTUNITIESSCREENING OR CHOOSING OF 

BUSINESS OPPORTUNITIES



PERMANENT CAPITAL OR FIXED 
CAPITAL

❑ The capital that is being used to buy the 

permanent assets.These assets are used 

for product manufacturing services such as 

building outdoor landscape.

PERMANENT CAPITAL OR FIXED 
CAPITAL



❑ It is a temporary capital. It is used to support the 
normal short-term operation.

❑ It is often used to buy the inventory, to pay the 

bills and also used for emergencies.

WORKING CAPITAL



❑ Fulfilling needs and interests

❑ Analyzing life problems

❑ Diversifying the usage of goods 

❑ Observing changes in the community

❑ Using the latest technology

❑ Observing and establishing a network

APPROACHES TO SEEKING A 
BUSINESS IDEA



❑ Data collection and research

❑ Preparation of a complete business plan

❑ Establishment of a linkage or network

❑ Funding

❑ Hiring of a workforce if necessary

❑ Confidence and good time management

GUIDELINES IN CHOOSING A 
BUSINESS IDEA AND 

OPPORTUNITY



Credit image from : https://grabcad.com/library/lotus-evija-with-catia-v5-1

4. MARKETING AND SALES STRATEGY



❑ Marketing is an organizational function of business 
activities that directs the flow of goods and services 
from producer to user.

DEFINITION OF MARKETING



Customer Needs, Wants and Demands

❑ Needs are the basic part of human make-up such 
as food, clothing, shelter or safety.

❑ Wants are objects or intangibles that are desired 
and not essential for living. 

❑ Demands occur when there is buying power; 
wants will become demands. 

BASIC CONCEPTS OF MARKETING



Continue…

❑ Products, Services and Experiences—The customer’s needs and wants 
are fulfilled through marketing, to satisfy their needs and want

❑ Customer Value and Satisfaction 
• Customer value is the difference between values that consumers gain from 

owning and using a product, and the costs of obtaining the product. 

• Customer Satisfaction is where the expectation of the consumers matches 
with the performance of the product and the service provided.

❑ Exchanges and Relationships 
• Exchange is where two parties gain something from each other

• Marketers should build strong relationships by consistently delivering 
superior customer value.



❑ Production Concept: emerged as a belief that 
consumers favour products that are easily available 
and highly affordable

❑ Product Concept: consumers favour products 
that offer the best quality, performance and 
innovative features

EVOLUTION OF THE MARKETING 
CONCEPT



Selling Concept Marketing Concept

It takes an inside–outside perspective It takes an outside–inside perspective

It starts with the factory, focuses on the 

company’s existing products and calls for 

heavy promotion aiming for profit through 

maximum sales.

It starts with a well-defined market, 

focuses on customers’ needs, 

coordinates all marketing activities, and 

makes profits by creating customer 

satisfaction.

DIFFERENCES BETWEEN THE SELLING 
CONCEPT AND THE MARKETING CONCEPT



❑ Marketing mix refers to a mixture or blend of 
product, place (distribution), promotion and pricing 
strategies that are designed to satisfy exchanges with 
a target market. 

❑ The four components: product, place, promotion 
and pricing, are also referred to as the 4Ps.

MARKETING MIX / STRATEGIES



Type of Strategy Description

Product Strategy Consumers buy goods not only for what the 

products can do (benefit), but also for what 

they mean to customers (status, quality 

and reputation).

Place (Distribution)

Strategy

A part of this strategy is physical 

distribution which involves storing and 

transporting raw materials or finished 

goods.

Promotion Strategy Promotion strategy includes advertising, 

public relations, sales promotion and 

personal selling

Pricing Strategy Price is what a buyer must have to give to 

obtain a product. 

STRATEGIES OF THE MARKETING MIX



❑ Marketing environment refers 
to the forces that affect the 
marketing management’s ability 
to develop and maintain 
transactions with customers. 

❑ It consists of two components:
• Micro-environment and 

• Macro-environment

MARKETING ENVIRONMENT



❑ The micro-environment comprise the internal 
environmental factors inside and also close to the company 
which can affect the ability of the company to serve its 
customers, within the control of entrepreneur.

❑ There are six factors in the micro-environment:
• The company

• Suppliers

• Marketing intermediaries

• Customers

• Competitors

• The public

MICRO-ENVIRONMENT



❑ The macro-environment comprise the external 
environmental factors that are largely beyond the 
control of entrepreneurs and their organizations. 

❑ The six factors in the company’s macro-environment 
are:

• Demographic
• Economic
• Natural
• Technological
• Political
• Cultural

MACRO-ENVIRONMENT



❑ Marketing research basically involves the 
gathering of information about a particular market, 
followed by analysis of that information. 

❑ It also includes the process of designing, 
gathering, analyzing, and reporting information 
that may be used to solve a specific marketing 
problem.

MARKETING RESEARCH



FUNCTIONS OF MARKETING 

❑ Guides communication 

❑ Identifies opportunities in the marketplace

❑ Minimizes risk

❑ Uncovers and identifies potential problems

❑ Creates benchmarks

❑ Evaluates the business’ achievements 



Steps Involved in Marketing Research

PROCESS OF MARKETING 
RESEARCH



Types of information needed to support marketing
decisions are:

❑ Information about the market

❑ Information about products

❑ Information about pricing in the market

❑ Information about promotion in the market

❑ Information about distribution in the market

MARKETING RESEARCH 
INFORMATION



❑ Marketing is a business function that must be 
used appropriately by the entrepreneur to launch 
and develop the new venture successfully.

❑ Marketing concepts such as target marketing, 
price, distribution margins, manufacturer 
representatives and sales promotion techniques 
are vital to entrepreneurs.

APPLICATION OF MARKETING 
IN ENTREPRENEURSHIP



❑ Raw materials

❑ Labor

❑ Capital

❑ Entrepreneur

❑ Technology

PRODUCTION FACTORS



❑ A group of related products manufactured by a 
single company. For example, a cosmetic company's 
makeup product line might include foundation, 
concealer, powder, blush, eyeliner, eyeshadow, 
mascara and lipstick products that are all closely 
related.

PRODUCTS LINE









❑ Marketing consists of the performance of business activities that directs the 
flow of goods and services from producer to user.

❑ The evolution of marketing is based on five concepts or philosophies i.e.
production concept, product concept, selling concept, marketing concept and 
societal marketing concept.

❑ The micro-environment comprise the internal environmental factors inside and 
close to the company.

❑ The macro-environment or external environmental factors are factors which 
are out of the entrepreneur’s control.

❑ Marketing mix refers to a mixture or blend of product, place (distribution), 
promotion and pricing strategies that are designed to create understanding and 
satisfy exchanges with a target market. 

❑ Marketing research involves the gathering of information about a particular 
market, followed by analysis of that information, which is used to solve a 
specific marketing problem.

SUMMARY FOR MARKETING AND 
SALES STRATEGY



CONCLUSION

This webinar elaborated on the importance of entrepreneurship. It 
provide valuable assistance and education to students and engineers 
that need to venture toward entrepreneurship field. This webinar can 
help the participants to initiate creative and innovative entrepreneurial 
ideas toward implementation in their daily activities involving 
business plan framework through business modal canvas.

The author is grateful to the national car company for providing experiences to the local engineers and local 
suppliers for the development of national car for an automotive industry in Malaysia.
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5. Competitive advantage
6. Building, managing and motivating 
teams
7. Financial management, valuation and 
execution, operation and expansion
8. Winning negotiations
9. Business plan presentation
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Question & Answers

Any inquiries can:
Email : info@irsukhairul.com 

Telephone/wasap : +60122515093
Website: https://www.irsukhairul.com



THANK YOU


