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Figure 5.1 Measurement model showing factor loadings
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Table 5.19 Analysis of direct paths

Estimate S.E. C.R. P
DM <--> PU .264 .027 .027 ***
DM <--> EI -.033 .030 .030 .276
DM <--> SC .249 .029 .852 ***
DM <--> PE .194 .035 5.60 ***
DM <--> SN -.031 .026 -1.18 .237
DM <--> CV .530 .048 10.99 ***
DM <--> CI .560 .050 11.13 ***
DM <--> RI -.211 .025 -.8.31 ***
DM <--> ET .001 .071 -1.01 ***

As shown in Table 5.19, the analysis of direct paths in the structural model indicates that all

parameter estimates are both high and statistically significant, suggesting that each variable

contributes meaningfully to the model and significantly differs from zero. The interpretation

of these estimates is straightforward. For instance, the relationship between decision-making

(DM) and strife/competition (SC) reveals that for every one standard deviation increase in

strife and competition, decision-making decreases by approximately 0.25 (β = –0.249). This

implies that when entrepreneurs perceive heightened levels of strife or competition, they are

less inclined to make decisions, particularly under resource-constrained conditions. The

standard error (SE = 0.029), critical ratio (C.R. = 8.59), and p-value (p < 0.001) for this path

further confirm the statistical significance of this negative relationship, as estimated by

AMOS.

Additionally, the direct path analysis presented in Table 5.19 shows that decision-making

(DM) decreases by 0.033 for each one standard deviation increase in entrepreneurs’ intuition

(EI), indicating a weak negative association (β = –0.033). This suggests a potential trade-off

between structured decision-making and intuitive judgement among fashion entrepreneurs.

As decision-making processes become more deliberate or systematic, reliance on intuition
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may decline. However, this relationship was not statistically significant, as indicated by the

standard error (SE = 0.030), critical ratio (C.R. = –1.08), and p-value (p > 0.001), as

estimated by AMOS.

From Table 5.19 it is evident that decision-making decreases at -.211 for each 1.00 increase

in resilience (RI). This suggests that when RI goes up by one standard deviation DM goes

down by 0.211. Therefore, this suggests that there is a negative correlation between the two

variables, meaning as decision-making goes up, entrepreneurs’ resilience tends to go down.

This implies that entrepreneurs who are highly skilled at making decisions may have lower

levels of resilience, meaning they might struggle to bounce back from adversity or setbacks.

This is an interesting dynamic where heightened decision-making abilities might come at the

expense of resilience when entrepreneurs are posed with challenges. Also, the standard error

(SE = .025), composite reliability (C.R = -8.31 and p value (p < .001) of the relationship

between DM and RI are also estimated by AMOS with a very significant result.

It was also evident from Table 5.19 that decision-making increases at 1.009 for each 1.00

increase in cultural intermediaries (CI). This suggests that when CI goes up by one standard

deviation DM goes up by 1.009. The positive relationship between decision-making and

cultural intermediaries suggests that intermediaries play a significant role in decision-making

processes. They are likely to influence decisions by providing insights, facilitating

communication, or mediating the relationship between consumers and entrepreneurs. The

standard error (SE = .091), critical ratios (C.R = 11.131) and p value (p < .001) of the

relationship between DM and CI are also estimated by AMOS with a very significant result.
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It is evident from the direct path analysis that in Table 5.19 that when decision-making

decreases .264 for each 1.00 increase in perceived uncertainty (PU). This suggests that when

PU goes up by one standard deviation DM goes up by .264. This implies that there is an

inverse relationship between DM and PU, which implies that as DM increases, the perceived

uncertainty tends to decrease, and as perceived uncertainty increases DM activities tend to

decrease. In other words, when people are more confident in their DM abilities, they tend to

perceive less uncertainty surrounding the outcome of their decisions. Similarly, the standard

error (SE = .027), composite ratio (C.R = .027) and p value (p < .001) of the relationship

between DM and PU are estimated by AMOS with a very significant result.

It can be deduced from the direct path analysis from Table 5.19 above that decision-making

decreases at .001 for each 1.00 increase in entrepreneurs’ taste (ET). This may imply that

when ET goes up by one standard deviation DM goes up by .001. The negative covariance

means that as decision-making goes up, entrepreneurs’ taste tends to be low. This imply that

as decision-making increases, entrepreneurs’ taste or preferences in fashion may decrease in

importance. This could mean that entrepreneurs prioritize market research, consumer

preferences, and industry trends more heavily when making decisions, rather than solely

relying on their own preferences. In essence, fashion entrepreneurs succumb to isomorphic

pressures, which implies that they mimic patterns and preferences of established brands. The

standard error (SE = .071), composite ratio (C.R = 1.01) and p value (p < .001) of the

relationship between DM and PU are estimated by AMOS with a very significant result.

It is observed from Table 5.19 decision-making increases by .194 for each 1.00 increase in

personal experience (PE). This may imply that when PE goes up by one standard deviation
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DM goes up by .194. A positive covariance between DM and PE implies that both variables

tend to be high at the same. This implies that as entrepreneurs gain more experience in the

field of fashion, their decision-making abilities tend to improve. This implies that when

entrepreneurs gain more experience it provides them with insights, knowledge, and skills

which they can apply to future decisions, leading to better outcomes. Also, the standard error

(SE = .035), composite ratio (C.R = 5.60) and p value (p < .001) of the relationship between

DM and PE are estimated by AMOS with a very significant result.

From Table 5.19 it can be deduced that decision-making increases by .530 for each 1.00

increase in cultural values (CV). This could imply that when CV goes up by one standard

deviation DM goes up by .530. A positive covariance imply that both variables tend to

increase and decrease at the same time, as such it can be inferred that when cultural values

increases decision-making also increase. This implies that decision-making processes of

entrepreneurs are influenced by their cultural values. This can imply that when entrepreneurs

come from cultures that prioritize risk taking and innovation, entrepreneurs may be more

inclined to make bold decisions and pursue unconventional paths. Unlike cultures that

emphasize caution and tradition, entrepreneurs exhibit more conservative tendencies in their

decision-making. Similarly, the standard error (SE = .048), composite ratio (C.R = 10.99) and

p value (p < .001) of the relationship between DM and CV are estimated by AMOS with a

very significant results.

From Table 5.19 above, it can be deduced that decision-making decreases at -.031 for each

1.00 increase in social network (SN). This could imply that when SN goes up by one standard
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deviation DM goes down by -.031. The positive covariance between decision-making and

social network could mean that entrepreneurs who have strong connections within the

industry tend to make better decisions. This could be because they have access to information,

trends, and market insights through their network. As being part of a social network in the

fashion industry can lead to collaboration and partnerships within and across the industry that

enhance creativity and innovation in decision-making. Similarly, the standard error (SE

= .026), composite ratio (C.R = -1.18) and p value (p > .001) of the relationship between DM

and SN are estimated by AMOS with a non-significant result.

5.7 Tests of Hypotheses

As recall the following hypotheses proposed in Chapter Two; entrepreneurs' decision-

making would influence impact entrepreneurs’ performance, resilience would influence the

relationship between entrepreneurs’ decision-making and entrepreneurs’ performance,

cultural values would influence the relationship between decision-making and entrepreneurs’

performance, social networks would influence the relationship between decision-making and

entrepreneurs’ performance, cultural intermediaries would influence the relationship between

decision-making and entrepreneurs’ performance, intuition would influence the relationship

between decision-making and entrepreneurs performance, entrepreneurs’ taste would

influence the relationship between decision-making and entrepreneurs’ performance, strife

would influence the relationship between decision-making and entrepreneurs’ performance

were proposed in Chapter Two.
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5.7.1. Hypothesis One

Table 5.20 Standardised regression weights of the measurement model

As a recall, this hypothesis was proposed in Section 2.2.2 of Chapter Two.

H1: Entrepreneurs’ decision-making would impact entrepreneurs’ performance.

The results indicate that entrepreneurs’ decision-making had a significant direct impact on

their performance in the structural model (r = .112). The standardised regression weights

confirm a positive relationship, suggesting that improvements in decision-making are

associated with corresponding increases in entrepreneurial performance. Thus, Hypothesis 1

(H1)nthat entrepreneurs’ decision-making would impact performance—is supported by the

data. This result emphasises the importance of decision-making abilities and skills in

enhancing the performance of creative entrepreneurs in the fashion industry. It suggests that

effective, timely, and adaptive decision-making is a critical determinant of business success,

particularly in precarious work environments. Entrepreneurs who can navigate uncertainty

through sound decisions are more likely to achieve favourable outcomes. Conversely, those

lacking adaptive decision-making skills may struggle to perform effectively under such

conditions. This highlights the central role of decision-making in shaping entrepreneurial

performance.

Relatedness of Variable Estimate p-
value

EP DM .112 ***
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5.7.2 Hypothesis Two

As recall, this hypothesis was proposed in Section 2.2.3 of Chapter Two.

H2: Perceived uncertainty would moderate the relationship between decision-making

and entrepreneurs’ performance in the Ghanaian fashion industry.

As presented in Table 5.20, the baseline relationship between entrepreneurs’ decision-making

and performance was statistically significant. However, introducing perceived uncertainty as

a moderator rendered the relationship statistically insignificant. Notably, the direction of the

relationship shifted from positive (r = .087, p = .002) to negative (r = –.056, p = .030).

Despite this shift, the interaction effect between decision-making and perceived uncertainty

on performance was not significant. These findings indicate that perceived uncertainty does

not significantly moderate the relationship between decision-making and performance

outcomes. Instead, entrepreneurs with greater insight, knowledge, and awareness appear

better equipped to navigate the uncertainties inherent in the fashion industry. Rather than

serving as a true moderating factor, perceived uncertainty functions more as a contextual

constraint, introducing complexity to decision-making processes without substantially

altering their overall influence on performance.Therefore, the hypothesis that “perceived

uncertainty would moderate the relationship between decision-making and entrepreneurs’

performance” was not supported by the data.

5.7.3 Hypothesis Three

As a recall, this hypothesis was proposed in Section 2.2.4 of Chapter Two.
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H3: Entrepreneurs’ taste would moderate the relationship between decision-making and

entrepreneurs’ performance in the Ghanaian fashion industry.

As presented in Table 5.20, the baseline relationship between entrepreneurs' decision-making

and performance was statistically significant. However, introducing taste as a moderator

rendered the relationship statistically insignificant. Notably, the direction of the relationship

shifted from positive (r=.028, p=.002) to negative (r= –.055, p=.136). Despite this shift, the

effect of interaction between decision-making and taste on performance was insignificant.

The shift emphasises an important reality: despite the intuitive appeal of taste, its influence

on performance outcomes is limited. The interaction between decision-making and

entrepreneurs’ taste remains insignificant, suggesting that taste does not play a crucial role in

translating decision-making into measurable results. Rather than serving as a moderator, taste

appears to merely inform creative choices without the necessary adaptability to connect those

choices with successful performance. The non-significant moderating role of taste implies

that aesthetic judgment alone does not strengthen or weaken the link between decision-

making and performance. This suggests that taste does not significantly influence how

decision-making translates into performance outcomes. Hence, the hypothesis that

“entrepreneurs taste would moderate the relationship between decision-making and

performance” was not supported.

5.7.4 Hypothesis Four

As a reminder, this hypothesis was proposed in Section 2.25 of Chapter Two.

H4: Strife/Competition would moderate the relationship between decision-making and

performance in the Ghanaian fashion industry.
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As presented in Table 5.20, the baseline model revealed a statistically significant positive

association between entrepreneurs’ decision-making and performance. However, the

introduction of strife as a moderating variable attenuated this relationship to a non-significant

level (r = .047, p = .062; r = .062, p = .058). Notably, the direction of the relationship

remained consistent, indicating that the presence of strife did not reverse the effect but rather

diminished its statistical robustness. The interaction term (decision-making ×

strife/competition) also failed to reach statistical significance, indicating an absence of a

moderating effect. This suggests that while strife may act as a contextual stimulus that

elevates urgency or perceived stakes, it does not enhance the efficacy of decision-making

processes in yielding favourable performance outcomes. Overall, strife appears to operate

more as a contextual constraint than as an enabling condition for navigating uncertainty in

precarious entrepreneurial environments. Consequently, the hypothesised moderating effect

of strife on the relationship between decision-making and entrepreneurial performance was

not supported.

5.7.5 Hypothesis Five

As a recall, this hypothesis was proposed in Section 2.2.6 of Chapter Two.

H5: Intuition would moderate the relationship between decision-making and

performance in the Ghanaian fashion industry.

As presented in Table 5.20, the baseline model revealed a statistically significant positive

association between entrepreneurs’ decision-making and performance.
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However, the introduction of intuition as a moderating variable did not yield a statistically

significant effect. Specifically, the direction of the relationship between decision-making and

performance shifted from positive to negative with the inclusion of the interaction term( r =

0.14, p = .555, r = –.027, p = .212). While the direct effect of intuition on performance was

positive, it was not statistically significant, suggesting a limited standalone impact. More

notably, the interaction term indicated that higher reliance on intuition in decision-making

corresponded with a decline in entrepreneurial performance. This suggests that although

entrepreneurs may use intuition for rapid decision-making or in familiar situations, its role in

enhancing performance under uncertain or unfamiliar conditions is limited. Therefore, the

hypothesis that intuition would moderate the relationship between decision-making and

entrepreneurial performance was not supported.

5.7.6 Hypothesis Six

As a reminder, this hypothesis was proposed in Section 2.2.7 of Chapter Two.

H6: Personal experiences would moderate the relationship between decision-

making and performance in the Ghanaian fashion industry.

As shown in Table 5.20, the baseline model revealed a statistically significant positive

relationship between entrepreneurs’ decision-making and performance. However, the

moderating effect of personal experience was not statistically significant. When the

interaction term was introduced, the direction of the relationship remained negative and

unchanged (r = –.026, p = .233; r = –.026, p = .179), suggesting a slight weakening effect,
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albeit not statistically meaningful. The hypothesis posited that personal experience would

moderate the relationship between decision-making and performance in the Ghanaian fashion

industry. However, the interaction effect was not significant. Although the core association

between decision-making and performance remained stable with the inclusion of experience,

the data did not support the hypothesised moderation. The results suggest that while personal

experience may influence how entrepreneurs make decisions, it does not significantly alter

the strength or direction of their effect on performance. This implies that personal

experiences guide judgment, but a lack of experience does not guarantee adaptability or

success in precarious work contexts. This may imply that whether an entrepreneur had high

or low levels of experience, the effectiveness of decision-making on performance remained

relatively consistent. Therefore, the hypothesis that personal experience moderates this

relationship was not supported.

5.7.7 Hypothesis Seven

As a recall, this hypothesis was proposed in Section 2.2.8 of Chapter Two.

H7 Social networks would moderate the relationship between decision-making

and performance in the Ghanaian fashion industry.

As presented in Table 5.20, the baseline model revealed a statistically significant positive

relationship between entrepreneurs’ decision-making and performance. However, the

moderating effect of social networks was not statistically significant. When the interaction

term between decision-making and social networks was introduced, the direction of the

relationship remained positive, and the correlation value slightly improved (r = .104, p < .001;

r = .006, p = .789). Despite this marginal increase, the change was not statistically
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meaningful, and the overall pattern of the relationship remained largely unchanged. The non-

significant interaction term suggests that social networks did not moderate the relationship

between decision-making and entrepreneurial performance. One possible explanation is that

the quality, competence, and timeliness of decision-making may outweigh the influence of

social ties. It is also possible that reliance on redundant or homogeneous network connections

limits the diversity and strategic value of such networks, thereby diminishing any moderating

effect on decision outcomes. Consequently, the hypothesis that "social networks will

moderate the relationship between decision-making and entrepreneurs’ performance" was not

supported.

5.7.8 Hypothesis Eight

As a recall, this hypothesis was proposed in Section 2.2.9 of Chapter Two.

H8: Cultural values would moderate the relationship between decision-making and

performance in the Ghanaian fashion industry.

As presented in Table 5.20, the baseline model revealed a statistically significant

positive relationship between entrepreneurs’ decision-making and performance.

However, the moderating effect of cultural values was not statistically significant. When

the interaction term between decision-making and cultural values was introduced, the

direction of the relationship changed from negative to positive, and the correlation value

slightly improved (r = -.014, p = .501; r = .003, p = .790). Despite this marginal increase,

the change was not statistically meaningful, and the overall pattern of the relationship
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remained largely unchanged. Cultural values will moderate the relationship between

decision-making and performance in the Ghanaian fashion industry. The direct effect of

cultural values on entrepreneurs' performance was not significant (p = .501). The non-

significant role of cultural values implies that entrepreneurs may hold certain values

such as respect, modesty and community-mindedness, but these values may not directly

influence their performance outcomes. Decisions in precarious contexts may be shaped

by market factors rather than values. This implies that the absence of a moderation effect

suggests that while cultural values shape entrepreneurial identity or design preferences,

they do not significantly alter how decision-making translates into business outcomes.

Therefore, the hypothesis that “cultural values would moderate the relationship between

decision-making and entrepreneurs’ performance” was not supported.

5.7.9 Hypothesis Nine

As a recall, this hypothesis was proposed in Section of 2.2.9 of Chapter Two.

H9: Cultural intermediaries would moderate the relationship between decision-making

and performance in the Ghanaian fashion industry.

As shown in Table 5.20, the baseline model revealed a statistically significant positive

relationship between entrepreneurs’ decision-making and performance. However, the

moderating effect of cultural intermediaries on this relationship was not statistically

significant. When the interaction term between decision-making and cultural intermediaries

was introduced, the direction of the relationship shifted from negative to positive, with a

slight improvement in the correlation values (from r = –0.019, p = 0.231 to r = 0.018, p =
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0.229). The results suggest that while cultural intermediaries may shape the production and

consumption dynamics within entrepreneurial ecosystems, they do not significantly influence

the strength or direction of the relationship between decision-making and performance.

Consequently, the hypothesis that “cultural intermediaries moderate the relationship between

decision-making and entrepreneurs’ performance” was not supported by the data.

5.7.1.10 Hypothesis Ten

As a recall, this study hypothesis was proposed in Section 2.2.11 of Chapter Two.

H10: Resilience will mediate the relationship between decision making and

performance in the Ghanaian fashion industry.

A key assumption in mediation analysis is that the independent variable must significantly

predict the mediating variable and the mediator must have a direct effect on the outcome. As

shown in Table 5.20, the baseline model revealed a statistically significant positive

association between entrepreneurs’ decision-making and performance (r = .113), indicating

that effective decision-making is positively related to entrepreneurial outcomes. Further

analysis demonstrated that decision-making also had a statistically significant direct effect on

resilience (r = .13), while resilience, in turn, exhibited a significant positive relationship with

performance (r = .15). These results satisfy the conditions for mediation as outlined in Baron

et al., (1986) framework, suggesting the presence of an indirect pathway.

The results indicate that resilience partially mediates the relationship between decision-

making and performance. In other words, entrepreneurs’ decision-making contributes not

only directly to performance but also indirectly through the enhancement of resilience. The
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mediation analysis confirmed that resilience partially mediates the relationship between

decision-making and entrepreneurs’ performance. Specifically, the indirect path from

decision-making to performance via resilience was significant, indicating that entrepreneurs

with higher levels of resilience are better equipped to convert decision-making efforts into

successful performance outcomes. This implies that decision-making processes are more

effective when entrepreneurs possess or cultivate the psychological capacity to adapt, persist,

and recover from setbacks in precarious business environments. The mediating role of

resilience emphasizes its functional importance in bridging cognitive action (decision-making)

and behavioural outcomes (performance), particularly within the volatile and uncertain

conditions. Thus, resilience operates as a key strategy that facilitates the translation of

strategic intent into tangible entrepreneurial success. This implies that resilience acts as a

buffering mechanism, reducing the adverse effects of precarity and uncertainty. Therefore,

the hypothesis that resilience mediates the relationship between decision-making and

entrepreneurs’ performance in Ghana’s fashion industry was supported.

5.8 Discussion of Key Findings

The primary objective of this chapter was to examine the impact of decision-making on the

performance of entrepreneurs in Ghana’s fashion industry. It also explored the mechanisms

through which decision-making influenced entrepreneurial performance, as well as the

contextual factors that strengthened this relationship. The analysis was guided by two key

theoretical frameworks, Neo-institutional theory (DiMaggio et al., 1991) and Bourdieu’s

theory of practice (1977) and informed by existing literature. Within this framework, the

hypothesised relationships were systematically examined and interpreted.
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Decision-making and entrepreneurial performance

The first hypothesis proposed that entrepreneurs’ decision-making would have a significant

impact on their performance. The results confirmed this assertion, revealing a statistically

significant relationship between decision-making and entrepreneurial performance. This

finding provides strong support for the initial hypothesis. Moreover, the predictive strength of

decision-making indicates that performance in Ghana’s fashion industry is shaped by

entrepreneurs’ decision-making abilities, skills, and practices. This underscores decision-

making as not only a learned skill but also a strategic asset that, when effectively employed,

enhances entrepreneurial outcomes—particularly within precarious and uncertain business

environments like the Ghanaian fashion industry. The results point to a strong link between

decision-making quality and entrepreneurial success in Ghana’s fashion industry. Both

financial and non-financial outcomes appear to be shaped by entrepreneurs’ ability to

navigate uncertainty through effective decision-making. This implies that failure in fashion

ventures may reflect weaknesses in decision-making processes and strategic judgment,

underscoring the critical role of decision-making as a core entrepreneurial competency.

The results of the present study aligned with a body of research that has established a strong

link between decision-making and entrepreneurial performance (Caves, 2000; DeVanny,

2004; Weerasekara et al., 2021; Long, et al., 2021; Manolopoulos et al., 2022). Decision-

making has been conceptualised in the literature as a strategic tool that contributes to both

immediate operational efficiency and long-term business sustainability (Schreiber, 2014;

Schreiber et al., 2018). For example, Weerasekara et al. (2021) found that SME performance

was positively affected by specific decision-making styles. Long et al. (2021) reported that

both causation and effectuation decision-making approaches were significant predictors of

sustainable performance among new ventures. Earlier contributions by Amason and
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Schweiger (1997) underscored the benefits of rational-strategic decision-making. Likewise,

Okechukwu, Okoronkwo, and Obina (2018) demonstrated that decision-making under

uncertainty could positively influence market outcomes and increase shareholder value in

manufacturing firms.

Previous research has substantially enhanced understanding of the relationship between

decision-making and entrepreneurial performance. However, much of this work has paid

limited attention to the institutional contexts within which decision-making occurs—

particularly under conditions of uncertainty. Drawing on insights from neo-institutional

theory, it is evident that fashion entrepreneurs operate within environments shaped by

institutional pressures that promote conformity to prevailing norms and expectations (Scott,

1983). These pressures often manifest in the widespread adoption of similar design aesthetics,

production techniques, marketing strategies, and distribution models across fashion

enterprises. The findings of this study indicate that fashion entrepreneurs tend to make

comparable managerial, operational, and strategic decisions, which collectively influence

their performance. This suggests that institutional conformity in decision-making may

enhance performance, particularly for businesses that align their practices with dominant

industry logics and contextual norms.

Bourdieu’s theory of practice emphasises that the actions and decisions of social actors,

including fashion entrepreneurs, are deeply embedded within the cultural and social contexts

in which they operate (Bourdieu, 1991). Rather than merely conforming to external norms,

individuals actively navigate their environment through their habitus—an internalised system

of dispositions shaped by past experiences and social conditions. In this view, entrepreneurial

choices are not random but are guided by embodied knowledge and cultural capital, which
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influence how opportunities are perceived, evaluated, and acted upon. Consequently, the

habitus plays a central role in shaping entrepreneurial behaviour and, ultimately, performance

outcomes.

Fashion entrepreneurs who possess a strong grasp of industry trends and consumer

preferences are better positioned to innovate whether through original design, curated

collections, or strategic marketing that connects with their target market. The capacity to

anticipate and respond to changing market demands contributes not only to financial success

but also to non-financial outcomes such as brand recognition and customer loyalty. This

highlights the significance of entrepreneurial decision-making, which is shaped by a complex

interplay of external factors including market conditions, social structures, and institutional

influences and internal capabilities and strategic judgement. Although a strong association

exists between entrepreneurs’ decision-making and their performance in Ghana’s fashion

sector, decision-making alone cannot fully explain their outcomes. This implies that other

factors shape or complicate the impact of decision-making on business success.

Perceived uncertainty, decision-making and performance

It was hypothesised that perceived uncertainty would moderate the relationship between

decision-making and entrepreneurs’ performance. Moderation analysis using AMOS-based

structural equation modeling (SEM) showed that perceived uncertainty reversed the direction

of this relationship from positive to negative. While decision-making initially appeared to

improve entrepreneurial performance, the presence of perceived uncertainty weakened this

positive effect. Despite this shift, the moderating role of perceived uncertainty was not

statistically significant. These findings indicate that although perceived uncertainty influences
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the decision-making–performance link, it does not substantially alter the overall

entrepreneurial activities of fashion entrepreneurs. Perceived uncertainty did not moderate the

relationship between decision-making and performance, as over time, it became a taken-for-

granted feature of the entrepreneurial environment. From a neo-institutional perspective, such

routinisation reflects the process by which repeated exposure to unpredictability leads to its

normalisation within everyday practices (DiMaggio et al., 1991; Scott, 2008). Rather than

being experienced as an external force that demands adjustment, uncertainty becomes

embedded in the institutional fabric of entrepreneurial activity. In contexts characterised by

chronic instability, such as Ghana’s precarious fashion industry, entrepreneurs gradually

adapt by internalising uncertainty as part of their operational logic. Consequently, uncertainty

no longer functions as a mechanism that actively shapes or disrupts decision-making

processes. Instead, it forms part of the contextual backdrop against which entrepreneurial

actions unfold. This institutionalisation of uncertainty emphasizes how taken-for-granted

conditions may lose their explanatory power in influencing behaviour, not because they are

absent, but because they are omnipresent and no longer consciously negotiated.

This finding aligns with principles from Neo-institutionalism (DiMaggio et al., 1991;

Pedersen et al., 2006) and Bourdieu's theory of practice (1977). It indicates that despite

operating in a highly uncertain and trend-driven fashion industry, entrepreneurs adapt their

practices in response to both internal and external pressures. The adoption of similar

decision-making approaches and structures among entrepreneurs enable them navigate

precarious conditions effectively. Thus, institutional pressures contribute to stability and

foster homogeneity rather than disrupting the organisational field. The study underscores the

relevance of neo-institutional theory in explaining how entrepreneurs navigate uncertainty

within their industry context. It demonstrates that institutional pressures—whether normative,
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mimetic, or coercive—promote conformity among fashion entrepreneurs, fostering a shared

repertoire of practices that support both stability and adaptability in the face of environmental

volatility. Rather than destabilising the field, these pressures contribute to the

institutionalisation of uncertainty as a taken-for-granted condition, thereby reinforcing

organisational legitimacy and coherence. This challenges conventional claims that

institutional pressures necessarily undermine stability, instead revealing the sector’s

resilience and the adaptive strategies embedded in everyday entrepreneurial routines.

From a Bourdieusian perspective, the finding that perceived uncertainty did not moderate the

relationship between decision-making and performance can be understood through the

concept of habitus—the system of durable dispositions that guide perception and action. In a

field marked by ongoing precarity, such as the Ghanaian fashion industry, entrepreneurs

develop a practical sense that enables them to navigate uncertainty as a routine condition.

Over time, this repeated engagement with instability becomes embedded in the habitus,

producing a form of embodied familiarity with unpredictable conditions. In this context,

perceived uncertainty is no longer consciously interrogated or disruptive; rather, it is

absorbed into the doxic order—the taken-for-granted assumptions that structure the field.

What appears as uncertainty from an external or theoretical standpoint is, for these actors,

simply the normal terrain of operation. As such, it no longer functions as a variable that

significantly alters decision-making or performance, but becomes part of the background

logic of practice within the field.
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Entrepreneurs’ taste, decision-making and performance

The analysis did not support the hypothesis that entrepreneurs’ taste moderates the

relationship between decision-making and performance. Rather, the findings indicate that

taste functions as a moderating variable, shaping the pathway through which decision-making

influences performance. From a Bourdieusian perspective, taste is not an individual or

autonomous preference but a socially conditioned disposition, produced through

entrepreneurs’ embeddedness in specific social fields and relational networks (Bourdieu,

1991; Bourdieu, 1993). Within the Ghanaian fashion industry, these networks facilitate the

circulation of information and aesthetic cues, often giving rise to trend imitation and herd

behaviour (Godart et al., 2009; Aspers, 2013). In such contexts, creative outputs are

frequently aligned with prevailing stylistic norms, leading to a convergence in product

designs and a saturation of similar fashion items. This tendency reflects the influence of the

field’s dominant doxa and the institutional pressure to conform in order to gain legitimacy

and market acceptance (DiMaggio et al., 1983; Scott, 2008). As a result, entrepreneurial

decision-making is filtered through socially validated tastes, which constrain the scope for

novelty and strategic divergence. Consequently, taste lacks the autonomy and heterogeneity

required to moderate the decision-making performance relationship effectively. Instead, it

operates as a mediating mechanism, reinforcing normative expectations and structuring how

creative decisions are formed, justified, and translated into performance outcomes.

Although Bourdieu (1984) conceptualises taste as a structuring force that moderates

individual choices by reflecting ingrained aesthetic judgements, this study finds limited

support for such a moderating effect on the relationship between decision-making and

performance. Rather, the data suggest that taste reflects institutionalised expectations within

the field serving as a form of cultural capital that guides conformity rather than enabling
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strategic distinctiveness (Godart et al., 2009; Aspers, 2013). In the Ghanaian fashion industry,

shared aesthetic norms are reproduced through social ties and informal institutions that

promote similarity in output. As such, taste operates within a constrained field shaped by

doxic norms and pressures for legitimacy (DiMaggio & Powell, 1983; Scott, 2008). These

institutional forces diminish taste’s capacity to function as a dynamic moderator of

performance. Instead, taste appears to solidify existing trajectories of decision-making,

limiting its influence to a reinforcing mechanism rather than a source of performance

variation.

In the fashion industry, success is often determined more by alignment with evolving

consumer tastes and aesthetic trends than by the functional utility of products. This creates a

complex challenge for independent brands seeking to stand out, as such differentiation

demands considerable skills, resources, and strategic acumen—assets not equally accessible

to all entrepreneurs. This study examined the Ghanaian fashion industry in the aftermath of

the COVID-19 pandemic, a period characterised by heightened uncertainty, shifting

consumer preferences, and erratic demand. In response to these pressures, many

entrepreneurs gravitated toward conformity, guided by institutional norms and shared

understandings circulating through social networks. These dynamics shaped both their

decision-making strategies and their performance outcomes. Although decision-making is

critical to entrepreneurial success, it remains understudied in relation to its practical

implications—particularly within volatile and institutionally embedded contexts such as the

fashion sector.
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Strife, decision-making and performance

The analysis did not support the hypothesis that strife or competitive intensity moderates the

relationship between decision-making and entrepreneurial performance, as the moderating

effect was statistically insignificant. This indicates that the influence of decision-making on

performance remains stable, irrespective of the degree of competition within the environment.

In other words, entrepreneurs' performance appears to depend more on the nature and

timeliness of their decisions than on external rivalries. This outcome contrasts with

Bourdieu’s (1996) depiction of competition within social fields, where advancement often

entails displacing others through ongoing struggles for symbolic dominance. Bourdieu

described these dynamics using militaristic metaphors, such as “symbolic revolutions” or

“wars,” to illustrate the contested nature of positioning in social spaces (Alacovska et al.,

2024). However, in highly informal or community-oriented entrepreneurial ecosystems, such

as Ghana’s fashion sector, collaboration and shared networks may reduce the adversarial

nature of competition. This form of “coopetition”, a blend of cooperation and competition,

can soften the effects of rivalry, thereby weakening its moderating role. Moreover, the

findings challenge assertions by neo-institutional theorists that fashion entrepreneurs are

primarily driven by pressures for legitimacy, client satisfaction, and reputation. In such

contexts, competition is often associated with imitation and conformity rather than with

strategic innovation or differentiation. This tendency toward herding behaviour may lead to

convergence across firms, where competitive dynamics fail to significantly distinguish

successful entrepreneurs from others, thus diluting the performance-enhancing potential of

competition.

According to Franssen et al. (2016), drawing on Bourdieu’s theory, social actors become

accustomed to competition, which functions not simply as external pressure but as a
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structuring principle of the organisational field. Competition is framed as an identity logic—

pervasive and general, where all actors continuously vie for advantage. Within the fashion

industry, this field is defined by struggles over different forms of capital: cultural, economic,

social, and symbolic. Entrepreneurs operate within these dynamics, and success is shaped not

only by competitive intensity but also by their ability to navigate and leverage the field’s

structures. This highlights the variation in entrepreneurial decision-making approaches,

strategies, and skillsets. Those with well-developed decision-making capacities can perform

successfully, regardless of how fierce the competition is, because their performance stems

from internalised, field-specific practices rather than reactive behaviour. Furthermore, social

capital such as industry relationships, affiliations, and networks plays a crucial role.

Entrepreneurs who strategically activate these connections often gain a competitive edge,

independent of market rivalry. From a neo-institutional perspective, fashion entrepreneurs

improve their performance not by directly engaging in competitive battles, but by adapting

their decisions to align with institutional expectations. In this context, legitimacy and

reputational conformity matter more than rivalry, thereby weakening competition’s

moderating role in performance outcomes.

Intuition, decision-making and performance

It was hypothesised that intuition would moderate the relationship between decision-making

and performance. However, the analysis indicated that the moderating effect of entrepreneurs’

intuition on this relationship was statistically insignificant. This implies that fashion

entrepreneurs who rely heavily on intuition may not necessarily achieve better performance

outcomes. In fact, excessive reliance on intuition could negatively influence their results.
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Although intuition remains integral to creative decision-making, its contribution to enhancing

entrepreneurial performance appears limited.

This suggests that other factors such as strategic thinking, learned experience, or access to

resources may play a more decisive role in shaping outcomes.Interpreted through Bourdieu’s

theory of practice, this finding underscores the importance of habitus, field, and capital in

understanding entrepreneurial behaviour.

Intuition may be embedded within an entrepreneur’s habitus—those internalised dispositions

formed by past experiences and social contexts. However, in Bourdieu’s view, success in a

given field (such as the fashion industry) depends not only on one’s habitus, but also on the

effective mobilisation of various forms of capital (economic, cultural, social, and symbolic)

in accordance with the field’s logic. If intuitive practices are not aligned with the dominant

logic or do not convert into valued capital, their influence on performance remains

constrained. Thus, decision-making informed solely by intuition, without strategic calibration

or embeddedness within the field’s power structures, may limit rather than enhance

entrepreneurial effectiveness.

Ultimately, entrepreneurs’ success appears to be shaped more by their personal attributes and

the cumulative effect of their adaptive strategies than by intuitive judgment alone. This

finding contrasts with earlier studies such as Seifert et al. (2009), which highlighted the

positive role of intuition in managerial forecasting and business decisions in the music

industry. Similarly, Sanda et al. (2023) found that intuitive decision-making had a beneficial

impact on the performance of fashion entrepreneurs. The divergence in findings may be

explained by contextual differences such as variations in entrepreneurial experience, personal

traits, available resources, institutional norms, and the pursuit of legitimacy.
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The finding that intuition did not significantly moderate the relationship between decision-

making and performance offers important insights into the dynamics of entrepreneurial

behaviour in the fashion industry. This outcome may be attributed to the influence of

institutional constraints specifically normative, coercive, and mimetic pressures (Scott, 2008),

which can limit the space for intuitive decision-making. In highly structured or legitimacy-

driven environments, entrepreneurs may prioritise practical considerations, client demands,

and market signals over instinctual responses. Furthermore, intuition may be so deeply

embedded within the institutional and cultural context of the fashion industry that it becomes

a taken-for-granted practice. As such, it does not serve as a distinguishing variable that

explains variation in entrepreneurial performance. Instead, its influence may be more salient

in shaping other aspects of the entrepreneurial process, such as creativity, design orientation,

or strategic flexibility, rather than directly impacting performance outcomes.

These findings suggest that while intuition remains a subtle and contextually relevant factor,

it is not a dominant driver of performance among fashion entrepreneurs. Rather, their

decision-making reflects a negotiation between short-term responsiveness and long-term

strategic aims, shaped by broader institutional norms and the pursuit of legitimacy. This

contrasts with studies such as Seifert et al. (2009) and Sanda et al. (2023), which highlight the

benefits of intuitive judgments in other creative sectors, indicating that the role of intuition

may be more context-dependent than previously assumed.

Experience, decision-making and performance

It was initially hypothesised that personal experience would moderate the relationship

between decision-making and entrepreneurial performance in the Ghanaian fashion industry.
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However, the results did not support this proposition. The analysis showed that the inclusion

of personal experience did not significantly alter the relationship between decision-making

and performance, which remained negative. Although prior research (Rasmussen et al., 2002;

Juliusson et al., 2008; Dew et al., 2009; Faroque, 2021) has highlighted the role of past

experiences in shaping future decisions and influencing performance, this study found no

statistically significant moderating effect. In essence, the presence of personal experience did

not amplify or diminish the impact of decision-making on performance outcomes.

Additionally, the sample of entrepreneurs in this study had broadly similar backgrounds,

particularly in terms of informal training and apprenticeship-based learning. As a result, the

variance in personal experience may not have been substantial enough to produce significant

moderating effects. When entrepreneurs undergo comparable forms of practical, tacit

knowledge acquisition within similar socio-institutional settings, their experiences may

reinforce shared norms and routines rather than generate diverse decision-making approaches

or performance outcomes. This further supports the idea that institutional embeddedness,

rather than individual experience, plays a more influential role in shaping entrepreneurial

behaviour within the Ghanaian fashion industry.

Although Bourdieu posits that past experiences shape habitus, structuring present choices and

future outcomes, this study suggests that such accumulated experiences may not significantly

influence performance outcomes in the Ghanaian fashion industry. In highly dynamic and

trend-driven sectors like fashion, past experiences can become outdated, particularly when

entrepreneurs are confronted with rapidly shifting consumer preferences, styles, and

operational models. This could explain why personal experience did not moderate the

relationship between decision-making and performance in this study. The findings of this
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study, which show that personal experience does not significantly moderate the relationship

between decision-making and performance, can be further understood through the lens of

neo-institutional theory. This perspective highlights how entrepreneurial behaviour is often

shaped more by institutional pressures, normative, coercive, and mimetic than by individual

traits or accumulated experience (Scott, 2008; Greenwood et al., 2017; Suddaby et al., 2022).

In this context, fashion entrepreneurs may feel compelled to align their actions with

prevailing industry norms, customer expectations, and the behaviours of successful peers to

maintain legitimacy. As such, the influence of personal experience may be muted by the need

to conform to the institutional logic of the field. Neo-institutional theory also posits that in

uncertain or dynamic environments, actors tend to engage in mimetic isomorphism—

replicating perceived best practices rather than relying on past experiential knowledge

(DiMaggio et al., 1983; Lounsbury, 2008). This may explain why experience did not

significantly strengthen or weaken the decision-making–performance relationship: even

experienced entrepreneurs may adopt decisions that reflect broader institutional expectations

rather than lessons drawn from the past. Moreover, as the fashion industry is characterised by

rapidly evolving trends and symbolic demands, prior experiences may lose relevance if not

continually updated to align with the changing field (Bitektine et al., 2015). Thus, while

experience contributes to entrepreneurs’ habitus, its effects are embedded within and

constrained by the institutional environment, reducing its distinct impact on performance.

Entrepreneurs are compelled to look beyond past practices and instead remain agile, drawing

on real-time market feedback, contemporary trends, and evolving industry norms to guide

their decisions.

University of Ghana http://ugspace.ug.edu.ghUniversity of Ghana http://ugspace.ug.edu.gh



410

Social networks, decision-making and performance

It was hypothesised that social networks would moderate the relationship between decision-

making and entrepreneurs' performance in Ghana’s fashion industry. However, the findings

revealed no statistically significant moderating effect of social networks on this relationship.

While social networks did not alter the link between decision-making and entrepreneurial

performance, the analysis did reveal a significant association between social support and

decision-making itself. This suggests that although networks play a role in shaping how

decisions are made, they do not necessarily enhance or diminish their impact on performance

outcomes.

These findings contrast with those of Fernández-Pérez et al. (2016), who demonstrated that

CEOs' social support systems influence cognitive outcomes—such as decision-making—

which, in turn, affect organisational performance. Their study also emphasised the

significance of network size and composition in shaping strategic flexibility. Similarly,

Schreiber (2018) highlighted that success in the cultural industries often depends on an

individual’s ability to navigate and build effective networks within the organisational field.

In contrast, the results of this study suggest that in the Ghanaian fashion industry, the quality

of social ties—characterised by trust, reciprocity, and access to useful resources—may be

more influential than the size or formal structure of one’s network. This aligns with the

findings of Oluseye (2016), who observed that when entrepreneurs rely on similar or

redundant connections, the strategic value of their networks diminishes. As a result, such

homogeneity can weaken the potential for networks to significantly moderate decision-

making outcomes.
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In the context of the Ghanaian fashion industry, this study suggests that the presence of social

networks may weaken the relationship between decision-making and performance. While

fashion entrepreneurs place high value on both personal and professional networks—such as

close relationships and colleagues, the complexities and ambiguities involved in maintaining

these connections can discourage sustained business engagement. Supporting this view, Chen

et al. (2016) observed that extensive social networks can sometimes undermine decision-

making effectiveness and performance, as the resulting information overload promotes

rivalry and reduces distinct competitive strengths.

From a Bourdieusian perspective, this phenomenon can be understood through the concept of

polymorphism, where actors participate simultaneously in multiple social fields, leading to

overlapping and sometimes conflicting social obligations within their networks. This

multiplicity complicates decision-making as entrepreneurs navigate varied expectations and

demands across different relational contexts. Additionally, DiMaggio et al.'s (1983) theory of

institutional isomorphism offers insight into how entrepreneurs may conform to prevailing

norms and practices within their networks, promoting homogeneity rather than differentiation.

This pressure to conform—whether coercive, mimetic, or normative—can lead to similar

behaviours and decisions across the industry, limiting the strategic value of social networks

and potentially dampening their positive effect on performance.

Cultural values, decision-making and performance

It was hypothesised that cultural values would moderate the relationship between decision-

making and entrepreneurial performance in Ghana’s fashion industry. However, the study

found no supporting evidence for this moderating effect. Prior research on the interplay
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between decision-making, cultural values, and performance has produced mixed results.

Some studies highlight a positive association, highlighting the importance of cultural values

in shaping entrepreneurial decisions and outcomes (e.g., Hofstede, 2011; Triandis, 2018).

Conversely, other research points to the complexities and additional costs that integrating

cultural values can introduce, particularly in product design and development processes (e.g.,

Moon et al., 2013; Singh et al., 2020). These conflicting findings suggest that the role of

cultural values in entrepreneurial decision-making and performance remains context-

dependent and warrants further exploration.For example, Hwang et al. (2014) found a

positive relationship between decision-making and cultural values, emphasizing the important

role cultural values play in shaping these connections. Similarly, Razzaghi et al. (2009)

reported that designers’ creative processes are influenced by their own cultural and societal

values. However, Trompenaars and Hampden-Turner (1997) highlighted that neglecting

cultural considerations in product design can lead to additional costs in research and

development, especially for culturally specific and customised products. Likewise, De Souza

and Dejean (1999) noted that designers often view product customization as conflicting with

the principles of mass production and dominant industry trends. The study’s results indicated

that cultural values did not moderate the relationship between decision-making and

entrepreneurial performance. This finding contrasts with some earlier research but aligns with

other studies that found no significant influence of cultural values on the decision-making

and entrepreneurship relationship, often attributing this to the effects of globalization

(Hofstede, 2001).

From a Bourdieusian perspective, social actors’ capital and habitus are shaped by their

organisational environment, leading to a realignment of their values over time (Bourdieu,

1990; Emirbayer et al., 2008). Bourdieu’s theory emphasizes that personal values and
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practices are not fixed; rather, they are fluid and continuously adapt based on the contexts in

which fashion entrepreneurs operate (Swartz, 1997). In the fashion industry, this means that a

designer’s, marketer’s, or brand manager’s approach is influenced by their experiences, the

capital they possess, and the dynamics of the field they navigate (Thornton, 2008; Bruni et al.,

2008). This ongoing process of shaping and reshaping one’s habitus highlights how closely

personal values are intertwined with organisational and market environments (Bourdieu,

1998; Swartz, 2002). As fashion entrepreneurs engage with the industry field, their habitus

and cultural capital are continuously shaped and reshaped. Consequently, their values and

practices may evolve in response to market trends, client demands, and competitive pressures.

Cultural intermediaries, decision-making and performance

It was hypothesised that cultural intermediaries would moderate the relationship between

decision-making and entrepreneurial performance. However, the results of this study did not

support this hypothesis. While the direct relationship between decision-making and

entrepreneurs’ performance was negative, the presence of cultural intermediaries appeared to

reverse the direction of this relationship, suggesting that they enhance the link between

decision-making and performance. Despite this, the moderating effect of cultural

intermediaries was not statistically significant. These findings contrast with those of Lin,

Zeng, Liu, and Li (2016), who found that firms’ connections to cultural intermediaries

positively influence both financial and innovative performance. Similarly, Negi and Pabalkar

(2020) demonstrated that influencer blog posts significantly affect consumer decisions,

boosting entrepreneurs’ long-term marketing outcomes. In this study, however, the expected

significant moderating role of cultural intermediaries on the decision-making and

performance relationship was not confirmed.
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Drawing on Bourdieu’s (1984) concept of cultural intermediaries in the creative industries,

these actors play a key role in shaping individuals’ social and cultural capital. However, this

perspective has faced criticism for prioritising the economic value of cultural products over

their social and cultural significance, which has contributed to changing perceptions of

intermediaries within Ghana’s fashion industry. Critics argue that the cultural and creative

industries can sometimes undermine genuine cultural production (Gernham, 2005; Pratt et al.,

2009). In the Ghanaian context, the high fees charged by cultural intermediaries for

endorsements, promotions, and partnerships make them less appealing to some established

fashion brands. Many entrepreneurs perceive these intermediaries as exploitative, which

damages their credibility and trustworthiness. As a result, cultural intermediaries tend to

focus their efforts on emerging and aspirational brands, which rely heavily on intermediaries

to build legitimacy and enhance the appeal of their fashion products. Despite these mixed

perceptions, cultural intermediaries remain influential by helping decision-makers interpret

what is culturally relevant at a given time and by shaping how fashion products resonate with

the public.

Resilience, decision-making and performance

Hypothesis ten anticipated that resilience would mediate the link between decision-making

and performance among entrepreneurs in Ghana’s fashion industry. The data corroborates

this, indicating that resilience is an important mechanism connecting decision-making with

business outcomes. The findings suggest that entrepreneurs’ increasing resilience enables

them to thrive despite challenging environments. Decision-making practices contribute to this

resilience, which in turn enhances performance, implying that strong decision-making equips

fashion entrepreneurs with the capacity to actively face and overcome industry obstacles.
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When fashion entrepreneurs make informed and deliberate decisions, they are more likely to

achieve positive outcomes that strengthen their capacity to plan and manage industry

challenges. The resilience of fashion brands in the face of unexpected major disruptions

depends both on strategic decisions and proactive measures implemented well before a crisis,

as well as on agile operational choices made immediately after an incident. Together, these

factors enable fashion brands to maintain continuity and recover quickly from precarious

situations. This aligns with the findings of Mishra, Allen, and Pearman (2015), whose study

on decision-making during emergencies demonstrated that analytical decision-making

significantly improves the ability to respond resiliently to unforeseen disruptions. The results

indicate that resilience significantly influences entrepreneurs’ performance. This aligns with

the findings of Fisher, Maritz, and Lobo (2016), who emphasized that resilience plays a

crucial role in achieving and sustaining entrepreneurial success. Their study shows that

resilient entrepreneurs are better equipped to thrive and perform well in their ventures. The

ability to recover from setbacks enables fashion entrepreneurs to develop effective strategies,

make timely decisions, and seize opportunities despite challenges, ultimately driving

improved performance and business success.

Within the framework of neo-institutional theory, decision-making functions as a protective

mechanism that empowers fashion entrepreneurs to demonstrate resilience and make

effective choices despite prevailing institutional pressures. Such decisions not only enhance

adaptability but also contribute to improved entrepreneurial performance. Resilience allows

entrepreneurs to align their operations with institutional norms while maintaining the

flexibility necessary to navigate changing environments. When examining the mediating role

of resilience between decision-making and entrepreneurial performance, it is important to

acknowledge existing studies—such as those by Mishra et al. (2015) and Fisher et al.

(2016)—which have explored the connections between decision-making and resilience, as
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well as between resilience and performance. However, there remains a paucity of research

that provides a comprehensive, evidence-based explanation of how resilience mediates the

relationship between decision-making and entrepreneurial outcomes. Most studies have

addressed isolated aspects of this nexus, rather than fully capturing how decision-making

influences resilience and, consequently, entrepreneurs’ performance.

5.9 Postscript Analysis

The study employed Neo-institutional theory (DiMaggio et al., 1991; Zilber, 2002;

Strandgaard et al., 2006; Dobbin, 2008; Scott et al., 2014) and Bourdieu’s theory (Bourdieu,

1977; Sieweke, 2014) of practice to investigate how fashion entrepreneurs operate within a

regulated and dynamic market environment. Viewing the industry through the lenses of

Bourdieusian and Neo-institutionalism provided valuable insight into the decision-making

processes and the factors that influence entrepreneurs' decisions and performance within the

Ghanaian fashion industry. The results indicated that the fashion industry's institutions both

guide and limit the decisions and performance of industry players. These players adhere to

routines, reputations, conventions, and procedures in response to the uncertainties of the

industry. Despite originating from different continents, these two theories share important

assumptions, particularly their rejection of rationality and their emphasis on socialisation

within an organisational field, which elucidates how entrepreneurs make decisions and

navigate the uncertainties within their field.

The results showed a strong and interrelated connection between entrepreneurs’ intuition,

resilience, and experience, and how these internal resources influence performance outcomes

in the Ghanaian fashion industry. These capabilities do not function in isolation; rather, they
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interact in dynamic and context-sensitive ways that enable entrepreneurs to navigate

uncertainty, make timely decisions, and recover from setbacks in fluid and informal market

environments.

Intuition, often described as a form of non-linear, experience-based knowledge, plays a

critical role in decision-making under conditions of uncertainty. Within this study,

entrepreneurs demonstrated an ability to make rapid judgements without formal analysis,

particularly in moments of market volatility or limited information. Experience, accumulated

over time through practice and exposure to industry-specific challenges, sharpened this

intuitive capacity by equipping entrepreneurs with pattern recognition skills and tacit

knowledge, in line with prior research on experiential learning and entrepreneurial judgement.

Resilience, meanwhile, emerged as a critical psychological resource that enabled

entrepreneurs to persist despite adversity. Rather than being a static trait, resilience in this

context was shown to be shaped and strengthened through decision-making processes,

particularly in the wake of post-pandemic uncertainty. This finding nuances existing literature,

which typically treats resilience as an antecedent to decision-making, by revealing how

entrepreneurial decision-making also builds resilience over time. Making adaptive and

purposeful decisions in precarious situations appeared to reinforce entrepreneurs' self-

efficacy and capacity to withstand future disruptions.

The results suggest that intuition, experience, and resilience function as a mutually

reinforcing triad, where intuition draws from experience, experience deepens through

repeated exposure to complex decision-making, and resilience is cultivated through adaptive

responses to adversity. This interrelationship was crucial for sustaining performance in a
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resource-constrained and rapidly evolving environment like the Ghanaian fashion industry.

Unlike prior studies that primarily highlight the influence of resilience on decision-making,

this study presents a compelling insight: decision-making itself can strengthen resilience. In

precarious and resource-limited contexts, the act of making informed, context-sensitive

decisions appears to build adaptive capacity, equipping entrepreneurs with the psychological

fortitude to withstand ongoing challenges.

The results of this study highlights the strategic importance of cultural intermediaries (CIs) in

the decision-making processes of fashion entrepreneurs in Ghana, particularly during the

production phase of the value creation process. Quantitative results, reflected in high factor

loadings (e.g., CI1 = .838; CI2 = .838; CI3 = .761; CI4 = .866), reveal a strong reliance on

bloggers, influencers, and other gatekeepers in navigating aesthetic preferences, market

uncertainties, and trend alignment. These intermediaries serve not only as sources of

information but as collaborators whose involvement helps ensure that the final products

resonate with consumer tastes.

Despite their value, the study found that fashion entrepreneurs, especially emerging brands

are less likely to engage CIs in marketing and supply chain-related decisions due to the high

financial costs involved. Instead, some entrepreneurs resort to informal arrangements such as

barter exchanges, offering clothing or styling services in return for promotional support. This

adaptive strategy reflects the realities of operating in a resource-constrained, informal sector,

where relational capital and non-monetary exchanges are leveraged to sustain visibility and

market relevance. These insights reaffirm the role of cultural intermediaries in shaping

creative decision-making, while highlighting the contextual constraints that govern the extent

and form of their engagement across the entrepreneurial value chain.
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Although hope was not explicitly examined in the quantitative component of this study, it

remains a conceptually significant construct with considerable explanatory potential. Future

research could investigate the mediating role of hope in the relationship between

entrepreneurial decision-making and performance, as well as its influence on the relationship

between resilience and decision-making. Given the precarious nature of entrepreneurship in

resource-constrained environments, hope may function as a strategic psychological

mechanism, enabling entrepreneurs to sustain agency, navigate adversity, and remain

committed to long-term goals amid ongoing uncertainty. The correlation matrix revealed a

strong positive relationship between resilience and social networks. This suggests that

entrepreneurs with stronger social ties may develop greater resilience through shared

experiences, emotional support, and resource exchange. In contexts like the Ghanaian fashion

industry, where formal support systems are limited, these networks likely serve as critical

buffers against stress and uncertainty, reinforcing entrepreneurs' capacity to adapt and

persevere.

The absence of statistically significant relationships among some variables examined in this

study may be attributed to several interrelated and nuanced factors. First, the Ghanaian

fashion industry's informal and highly fluid nature, especially within contexts marked by

precarious working conditions and resource constraints, introduces considerable complexity

that can weaken or obscure expected associations. Traditional entrepreneurial frameworks

and decision-making models, often developed in more formalised and stable settings, may

fail to fully capture the lived realities, adaptive strategies, and non-linear behaviours of

fashion entrepreneurs working in such dynamic and uncertain environments. These

contextual complexities may also manifest in heterogeneity among entrepreneurs in terms of
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experience, access to resources, and market positioning, further complicating the detection of

clear patterns.

Second, measurement challenges must be considered. Constructs developed in different

cultural or industrial contexts may not fully resonate or capture the nuances of local

entrepreneurial practices and meanings. Issues around construct validity, reliability, and

contextual fit can attenuate observed relationships. For instance, scales or indicators designed

for formal sectors may inadequately reflect informal sector dynamics, leading to

measurement error or conceptual mismatches. Third, it is plausible that some hypothesised

relationships are contingent upon unmeasured moderating or mediating variables not included

in the current analytical model. Factors such as informal networks, social capital, cultural

norms, or external shocks (e.g., economic fluctuations or policy changes) may shape how

decision-making translates into performance in complex and non-linear ways.

Beyond these empirical and contextual considerations, it is important to reflect on the broader

methodological discourse surrounding statistical significance. As McShane et al. (2019)

argue, strict adherence to conventional thresholds for statistical significance (e.g., p < 0.05)

can obscure meaningful patterns and lead to an overemphasis on arbitrary cutoffs rather than

substantive understanding. They advocate for a move away from dichotomous significance

testing towards more nuanced interpretations that consider effect sizes, confidence intervals,

and the practical implications of findings within their context. Applying this perspective, the

lack of statistical significance in this study should not be interpreted as evidence of no effect

but rather as a prompt to explore the complexity of entrepreneurial decision-making with

greater analytical flexibility and contextual sensitivity.
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Moreover, these non-significant findings can provide valuable insights and serve as informal

training mechanisms for entrepreneurs. Understanding where expected relationships do not

hold may help entrepreneurs reassess assumptions, refine their decision-making strategies,

and adapt more effectively to the realities of the Ghanaian fashion industry. By recognising

the limits and contingencies of certain approaches, entrepreneurs can better navigate

uncertainty and develop resilience in the face of market volatility. The results highlight the

critical importance of adopting context-sensitive research approaches that incorporate local

realities and complexities. They also underscore the need for further research using refined

measurement instruments, larger and more diverse samples, and analytical models that

explicitly account for potential moderators and mediators. Embracing methodological

pluralism and moving beyond rigid significance thresholds can deepen understanding of

entrepreneurial dynamics in the Ghanaian fashion industry and similar informal sector

contexts.

5.10 General Discussion

The study examined two main objectives: first, to examine how precarity influences

entrepreneurial decision-making and the role of hope in this process within Ghana’s fashion

industry; and second, to explore how decision-making affects entrepreneurs’ performance,

along with the factors that shape this relationship. Research activities were carried out in

three key entrepreneurial hubs in Ghana—Tamale, Kumasi, and Accra. An exploratory

sequential mixed methods design guided the research. The study began with a qualitative

phase involving in-depth interviews with 60 fashion entrepreneurs across the three regions.

This phase explored how precarious conditions and hope influenced entrepreneurial decision-

making. Insights from the qualitative data informed the development of instruments used in
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the subsequent quantitative phase, during which 732 fashion entrepreneurs completed

structured questionnaires. Qualitative data were analysed using thematic analysis, while the

quantitative data were subjected to descriptive and inferential statistical methods. The study

was grounded in two key theoretical frameworks: Bourdieu’s theory of practice and neo-

institutional theory.Two main research questions guided the qualitative phase: (i)How do

precarious working conditions influence decision-making among entrepreneurs in Ghana’s

fashion industry? (ii) How does hope orient and shape decision-making among these

entrepreneurs? Thematic analysis revealed that key elements of precarity in the Ghanaian

fashion industry include limited access to credit, inadequate institutional support, market

uncertainty, and an unstable client base.

The findings of the qualitative study illustrate that precarity in Ghana’s fashion industry is

multifaceted, encompassing not only economic hardship but also uncertainty, limited social

and institutional support, and a lack of access to education and technical expertise (cultural

capital). While consistent with established literature, this study expands current

understanding by revealing the critical role of non-economic factors—such as day-to-day

operational challenges, managerial capacity, and training deficits—in influencing the

decisions and success trajectories of fashion entrepreneurs. This finding links to key Human

Resource Management (HRM) issues such as skills development, capacity building, and

employee support systems. The lack of access to education and technical expertise reflects

gaps in training and talent development—core HRM functions. Similarly, weak managerial

capacity and institutional support highlight deficiencies in leadership development,

organisational structure, and strategic HR planning. These HRM issues ultimately affect how
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fashion entrepreneurs recruit, train, manage, and retain talent, which in turn impacts business

performance and sustainability.

Similarly, the qualitative findings reveal that hope—anchored in the aspiration for a better

future through work—functions as both a strategic force and an organising principle in the

decision-making of fashion entrepreneurs in Ghana. To navigate the uncertainties of a

precarious industry, these entrepreneurs rely on proximal relational infrastructure—including

close-knit social ties, informal networks, and community-based support. The process of

forming and nurturing these relationships is deliberate, with each interaction shaping

entrepreneurial choices and influencing performance outcomes. These relational forms of

capital are actively cultivated within a hopeful, future-oriented mindset, enabling

entrepreneurs to persist and adapt despite structural limitations. In this context, hope operates

not only as an emotional motivator but also as a strategic resource guiding risk assessment,

opportunity recognition, and long-term planning.

The study shows that factors like intuition, personal taste, resilience, cultural values, life

experiences, social ties, and even adversity significantly influence the decision-making

processes of fashion entrepreneurs. Yet, these influences are not experienced uniformly.

Entrepreneurs interpret these factors differently, leading to varying effects on their choices

and business outcomes. The variation resulted in inconclusive findings, reflecting the

subjective and context-specific dynamics of entrepreneurial performance and pointing to the

importance of exploring these patterns in broader populations.
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In the quantitative study, which is the quantitative aspect of the study ten hypotheses were

examined. The study confirmed that resilience serves as a mediator in the relationship

between decision-making and entrepreneurial performance. However, several other factors

were not found to significantly moderate this relationship. Specifically, entrepreneurs’ taste,

intuition, perceived uncertainty, strife or competition, social networks, cultural intermediaries,

and cultural values did not demonstrate a moderating effect. These findings suggest that

while resilience plays a pivotal role in shaping outcomes, the influence of other personal and

sociocultural factors on the link between decision-making and performance may be more

nuanced or indirect than initially anticipated.

The qualitative and quantitative findings complement each other effectively. The qualitative

data highlighted resilience as a crucial strategy and personal trait for navigating precarity, a

point reinforced by the quantitative results, which confirmed resilience’s significant

mediating role between decision-making and performance. Similarly, the qualitative findings

pointed to a minimal reliance on intuition, a conclusion supported by the quantitative analysis

showing that intuition did not significantly moderate the relationship between decision-

making and performance. Likewise, the limited role of personal experience identified

qualitatively was echoed in the quantitative results, which found no significant moderating

effect of personal experience on the decision-making–performance link.

The qualitative findings also revealed a limited role for taste, which was supported by the

quantitative results indicating no significant moderating effect of taste on the relationship

between decision-making and performance. Similarly, strife and competition emerged in the

qualitative data but did not demonstrate a significant moderating influence in the quantitative

phase. The influence of cultural intermediaries and cultural values was also minimal, with
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both qualitative and quantitative findings showing no significant moderation of the decision-

making–performance relationship. Additionally, social networks, despite their perceived

importance, did not significantly moderate this relationship according to both qualitative

insights and quantitative analysis. Lastly, perceived uncertainty was identified qualitatively

but was not found to have a significant moderating effect in the quantitative results.

The qualitative findings played a crucial role in shaping the quantitative measures used in this

study. Themes that arose during the qualitative phase formed the basis for building the scales

tested in the quantitative phase, where their reliability and validity were confirmed via

principal component analysis. While measures from other fields existed, adopting them could

have weakened the cultural and contextual relevance essential to understanding Ghanaian

fashion entrepreneurs. Developing scale items directly from the study context ensured the

instruments are both meaningful and applicable, enhancing their usefulness within the target

group. These findings are visually represented in the empirical model shown in Figure 2.
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Figure 6.1 Revised Conceptual Framework of Entrepreneurs’ Decision-Making and Performance
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5.11 Chapter Summary

The chapter began by discussing the reliability scores of the instruments used in the study,

followed by an overview of the demographic profile of the 732 respondents. To develop and

validate the measurement instruments for the study’s conceptual framework, principal

component analysis (PCA) and confirmatory factor analysis (CFA) were conducted. Detailed

explanations were provided on psychometric methods for assessing reliability, dimensionality,

and construct validity. Statistical analyses were performed using Analysis of Moment

Structures (AMOS) version 21.0 for Structural Equation Modelling (SEM), and the Statistical

Package for the Social Sciences (SPSS) version 20.0 for descriptive statistics and

demographic profiling. The chapter concluded with an examination of the structural paths

representing the hypothesised relationships within the conceptual framework.
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CHAPTER SIX

SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS

The concluding chapter provides a summary of this study, conclusion, recommendations,

implications and direction for future studies. In a broader sense, it evaluates some critical

lessons drawn from the study and discusses the contribution this research makes to theory,

practice and policy. The chapter is segmented into five key parts. First, the chapter provides a

summary of the research problem, research objectives, and presents major outcomes of each

objective. Following this, the second part of the chapter presents the conclusion, as well as

recommendations and implications for research and practice. Lastly, the study discusses the

limitations of this research by pointing out relevant research avenues for examining

entrepreneurs’ decision-making and entrepreneurial performance in the fashion industry.

6.1 Summary of Findings

This section summarised the key findings from both the qualitative and quantitative analyses.

6.1.1 Summary of findings from the qualitative analysis

The following key findings were made from the qualitative analysis:

i. Analysis of entrepreneurs’ perceptions of industrial challenges within Ghana’s fashion

landscape revealed that workers must navigate multiple hardships while simultaneously

coordinating and managing complex supply chain activities—from sourcing raw

materials to production and distribution—often within self-enterprising and resource-

constrained environments. In particular, owner-managers reported persistent difficulties

in recruiting and retaining skilled labour. Moreover, many entrepreneurs expressed

frustration with the government’s perceived lack of interest and support in addressing
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both individual concerns and broader industry challenges, a situation seen to exacerbate

the already precarious working conditions in the sector.

ii. Entrepreneurs perceived the process of establishing a fashion business in Ghana as

constrained by systemic gaps, particularly the lack of access to educational training

programmes. This limitation was viewed as a major obstacle to skills development.

Furthermore, the absence of formal standards and regulatory institutions was seen to

erode credibility and weaken customer confidence in their businesses.

iii. Findings from the study reveal that the decision-making processes of Ghanaian fashion

entrepreneurs are shaped by a range of factors, though outcomes were inconclusive

across several dimensions—including perceived uncertainty, taste, intuition, personal

experience, competition, cultural values, cultural intermediaries, resilience, and social

networks. This ambiguity highlights the nuanced and context-dependent nature of

entrepreneurial decision-making, pointing to the need for more targeted research to

clarify these relationships.

iv. Findings indicated that hope was central to how fashion entrepreneurs in Ghana

approached business development. It functioned as both a source of motivation and a

strategic lens through which they made decisions. By envisioning a more secure future,

entrepreneurs developed creative tactics that enabled them to navigate uncertainty and

sustain their ventures.

v. The findings on performance measurement and the identification of key performance

indicators in Ghana’s fashion industry revealed important insights. The study showed
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that in the informal economy, performance was assessed using a range of both tangible

and intangible indicators. These measures varied significantly across individuals,

reflecting the subjective and context-specific nature of how success was understood and

evaluated by fashion entrepreneurs.

vi. Findings from the study showed that, in their efforts to overcome industry challenges,

fashion entrepreneurs in Ghana strategically built and maintained relationships as a

central business strategy. These connections spanning personal, professional, and

spiritual domains were key to their ability to withstand precarity. By drawing support

from family, friends, customers, suppliers, peers, community networks, institutional

actors, and faith, entrepreneurs created resilient systems of support around their ventures.

vii. Findings from the qualitative study on success factors in Ghana’s fashion industry

revealed that financial profitability alone does not define business success. Rather,

entrepreneurial achievements are shaped by a combination of social, cultural, and

economic capital. Social capital, which includes social ties and networks, proved

particularly crucial in lobbying efforts. In contrast, cultural and economic capital played

a more significant role during negotiations and in stimulating consumer interest and

demand.

6.1.2 Summary of findings from the quantitative results

The key findings from the quantitative analysis are as follows:
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i. The quantitative analysis demonstrated that entrepreneurs’ decision-making significantly

influenced their performance in Ghana’s fashion industry. These results emphasise the

pivotal role of decision-making in achieving successful outcomes, underscoring its

critical impact on entrepreneurial activities and overall performance.

ii. The quantitative analysis showed that perceived uncertainty did not significantly

moderate the relationship between decision-making and entrepreneurs’ performance in

Ghana’s fashion industry. This indicates that entrepreneurs’ perceptions of uncertainty

do not have a meaningful impact on how their decision-making affects business success.

iii. The quantitative analysis revealed that the moderation effect of entrepreneurs’ taste was

insignificant. Taste did not moderate the relationship between decision-making and

performance in Ghana’s fashion industry. This suggests that although taste influences

creative decisions, it lacked the adaptive capacity to translate these decisions into

improved business performance.

iv. The analysis results indicated that strife did not moderate the relationship between

decision-making and performance in Ghana’s fashion industry. While strife shapes the

context within which decisions are made, it does not directly translate these decisions

into successful outcomes. Strife may create an impetus for action, but it does not, by

itself, propel decisions toward performance; instead, it raises the stakes without offering

the coping or adaptive mechanisms necessary to achieve success.

v. The results showed that intuition did not moderate the relationship between decision-

making and performance in Ghana’s fashion industry. This suggests that while intuition
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may aid quick decision-making, its lack of structure and reflection makes it less reliable

for sustaining long-term performance, especially in novel and precarious situations.

vi. Entrepreneurs’ past experiences did not moderate the relationship between decision-

making and performance in Ghana’s fashion industry. This indicates that prior

experience neither strengthens nor weakens the impact of decision-making on

entrepreneurial performance.

vii. The data analysis revealed that social networks did not moderate the relationship

between decision-making and entrepreneurs’ performance in Ghana’s fashion industry.

This suggests that factors such as decision quality, competence, adaptive strategies, and

timeliness have a greater influence on performance than the strength of network ties.

Although the moderation effect was not statistically significant, the findings remain

relevant given the unique contextual factors of this study.

viii. The results from the data analysis indicated that cultural values did not moderate the

relationship between decision-making and entrepreneurs’ performance in Ghana’s

fashion industry. This suggests that cultural values are considered normative, and non-

performative. Personal values and beliefs do not directly shape how decisions lead to

outcomes in a precarious and resource-constrained contexts such as Ghana’s fashion

industry.

ix. Results from the quantitative analysis indicated that cultural intermediaries did not

moderate the relationship between decision-making and entrepreneurs’ performance. The

moderation effect of cultural intermediaries on the relationship between decision-making
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and entrepreneurs’ performance was statistically insignificant. This implies that cultural

intermediaries provide information, legitimacy and access, but they largely operate as

external inputs to the decision-making processes of fashion entrepreneurs but do not

yield performance gains in the fashion industry.

x. Results from the quantitative analysis showed that the entrepreneurs resilience mediated

the relationship between decision-making and entrepreneurs performance. This implies

that entrepreneurs who are more resilient are able to cope with precarious working

conditions, adopt adaptive strategies that consequently impact their performance.

6.2 Conclusion

The study explored how hope-driven decision-making impacts the performance of

entrepreneurs in Ghana's fashion industry. It also examined the key factors influencing

entrepreneurial outcomes, including decision-making processes and performance, as well as

how entrepreneurs navigate the industry's complexities. Based on the findings, the study

concludes that entrepreneurs' decision-making plays a critical role in shaping their

performance, mainly when they effectively manage the challenging conditions within their

work environment. Through analytical generalization, the study highlights the importance of

personal and sociocultural factors in influencing decision-making and entrepreneurial

outcomes. This research highlights a multifaceted relationship between personal and

sociocultural factors and entrepreneurs’ decision-making and performance in the Ghanaian

fashion industry. While elements such as personal taste, cultural values, and social networks

influenced entrepreneurial choices, only resilience demonstrated a statistically significant

effect on decision-making and performance in the analysed data.
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6.3 Recommendations

Based on the research findings and conclusions the study made the following

recommendations, which could enhance the learning highlighted in this study:

i. The study's findings provide a practical guide on how personal and sociocultural factors

highlighted in the empirical model provide a holistic guide for implementing

mechanisms to enhance efficient decision-making and improve overall performance in

Ghana's fashion industry. This model could assist small and micro enterprises (SMEs) in

the fashion industry in effectively dealing with the complexities in decision-making and

how entrepreneurs can safely navigate the precarious nature of the industry.

ii. Policymakers, development agencies, and support organisations should recognise and

actively support the psychological and sociocultural resources particularly hope and

resilience that underpin entrepreneurial survival and growth in vulnerable contexts such

as Ghana’s fashion industry. Given the limited institutional support and prevailing

economic insecurity, interventions should go beyond financial assistance and focus on

strengthening entrepreneurs’ adaptive capacities. This can be achieved by designing

training programmes, mentorship initiatives, and community-based support systems that

cultivate forward-looking motivation (hope) and build emotional and practical resilience.

Such efforts would complement material support and contribute to more sustainable and

contextually grounded entrepreneurial development.

iii. It is recommended that the empirical model developed in this study be further explored

within the cultural and creative industries, particularly among emerging brands. The

model serves as a valuable learning tool for identifying and addressing strategic decision-
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making and performance challenges. By integrating sociological and ethnographic

insights with traditional management perspectives, it uncovers previously overlooked

aspects of entrepreneurial practice, offering a more nuanced understanding of decision-

making dynamics in informal and precarious settings. This framework provides a strong

conceptual foundation for future theorisation and can be refined and tested across

different sectors and contexts within the cultural and creative industries to generate

broader theoretical insights and practical applications.

iv. From both sociological and management perspectives, the conceptual model underscores

the significance of cultural, social, and individual factors in shaping entrepreneurial

decision-making. It highlights how social norms, values, and everyday practices

influence business choices and outcomes. This approach aligns with neo-institutional

theory, which emphasises the routine behaviours individuals adopt within specific social

contexts. By integrating these sociological insights, the model offers a deeper

understanding of how entrepreneurs navigate their environments, make strategic

decisions, and achieve success. These findings provide a valuable foundation for

designing training programmes tailored to strengthen Ghanaian-owned businesses,

particularly within the cultural and creative industries.

The integrated model presented in this study has important implications for further research

and theorisation. It offers a foundation for developing more nuanced theories that explain

how sociocultural and institutional factors shape entrepreneurial decision-making and

performance. Both researchers and practitioners can apply this framework to explore

entrepreneurial behaviour across various contexts, sectors, and regions. By building on and

extending this model, scholars can deepen the understanding of entrepreneurship at the

intersection of sociology, ethnography, and management theory. This integrative approach
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not only advances theoretical knowledge but also provides practical insights for designing

context-sensitive strategies to support and develop entrepreneurs in diverse and often

precarious environments.

6.4 Implications of the Study

As with many research studies, generalising the findings to other sectors and contexts

presents certain limitations. However, the underlying principles may be applicable in settings

that share similar structural conditions and contextual characteristics.

6.4.1 Theoretical implications

i. In the literature on business strategy—particularly within the domain of decision-

making—factors such as intuition, perceived uncertainty, taste, cultural intermediaries,

cultural values, strife or competition, and social networks are often treated as variables

that can be deliberately manipulated to enhance entrepreneurial performance. These

elements are frequently viewed as strategic levers that entrepreneurs can activate to

improve their market success. However, in severely resource-constrained environments,

decision-making tends to be routinised, shaped more by imitation and the pursuit of

‘satisficing’ rather than optimal outcomes. In such settings, where time, financial

resources, and information are limited, entrepreneurs often rely on habitual or

contextually informed strategies, rather than calculated, high-effort decision-making

processes.
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ii. Most owner-managers acknowledged that their decision-making is largely guided by

established industry standards and accepted norms. These conventions serve as a

practical framework for making decisions that are generally regarded as safe and

effective within the field. However, the idea of imitating other brands wholesale—

particularly as a strategy to escape competition—was widely rejected. This resistance

was often rooted in the entrepreneurs’ personal values and their desire to establish a

distinct market identity. Instead, many business owners preferred to hybridise or

transmute (Pedersen et al., 2006) existing ideas, selectively adapting them to preserve

their brand identity while gaining a competitive edge.

iii. By hybridising or transmuting existing ideas, businesses skillfully navigate competition

and resource constraints while building a strong brand identity that resonates deeply with

their target market. This strategic approach enables them to offer unique products that

appeal to consumers seeking both current trends and individual expression. Consequently,

imitation, along with normative and coercive institutional pressures and routinised

behaviours, influence the relationship between decision-making and entrepreneurial

performance. Moreover, decision-making serves as a mediator between institutional

factors and entrepreneurs’ performance. The source of this uniqueness—referred to as

polymorphism—aligns with Bourdieu’s concept of ‘distinction,’ reinforcing his theory of

practice.

iv. Bourdieu’s theory highlights how individuals and groups use cultural capital to

distinguish themselves and attain social status. For fashion entrepreneurs, polymorphism
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refers to the creation of unique, hybridised, or transmuted products that differentiate their

brands from competitors. Those who successfully employ hybridisation or transmutation

cultivate a distinctive brand identity that resonates with consumers’ desires for both

current trends and personal expression. This distinctiveness acts as a form of cultural

capital, enabling entrepreneurs to navigate competitive and resource-limited

environments effectively. Thus, the focus on uniqueness and distinction within the

fashion industry underscores the relevance of Bourdieu’s theory of practice. By

leveraging their unique cultural capital, fashion entrepreneurs can achieve differentiation

and success, demonstrating that practices rooted in distinction are key to understanding

entrepreneurial decision-making and performance.

6.4.2 Implications for Practice

i. In the fashion industry, as in other creative and cultural sectors such as theatre, music,

and publishing, qualities like resilience, hope, and product diversity are common. These

challenges underscore the importance of decision-making and performance for

entrepreneurs. The study suggests that strategic and effective decision-making plays a

vital role in enhancing business outcomes and overall performance for owner-managers

who continually face precarious working conditions.

ii. The study identified both internal factors—such as resilience, hope, cultural values, and

taste—and external factors like cultural intermediaries and strife/competition as crucial

to business success in the fashion industry. To enhance decision-making and improve

business performance in Ghana’s fashion sector, entrepreneurs should adopt several key
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strategies based on these findings. Engaging cultural intermediaries can offer valuable

market insights and strategic guidance for effective positioning and growth.

Entrepreneurs are also encouraged to address perceived uncertainties by implementing

structured risk management and resilience-building practices. Furthermore, integrating

cultural values and a deep understanding of consumer tastes can foster innovation and

increase market appeal. Lastly, managing competition through thorough competitive

analysis and encouraging healthy rivalry will contribute to the overall advancement of

the industry.

iii. Building resilience and maintaining hope are essential for fashion entrepreneurs to

manage the uncertainties and challenges inherent in the industry. Institutions should

provide resources and support to help entrepreneurs develop these qualities. An

entrepreneur might benefit from a government-sponsored program that includes

resilience-building workshops and access to a network of industry professionals for

ongoing support and advice.

iv. While intuition and social networks are often considered important for entrepreneurs, this

study’s findings suggest that they may not be as influential in directly impacting

performance as previously thought. For instance, instead of relying solely on social

connections, entrepreneurs should invest in formal business development activities like

attending industry fashion weeks, assigning onto masterclass, participating in trade

shows, or seeking mentorship from experts.
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6.5.1 Contributions to Knowledge

i. This thesis significantly contributes to the field by developing and empirically

synthesizing Neo-Institutional Theory and the Theory of Practice into an integrated

theoretical framework. This framework provides a nuanced understanding of

entrepreneurial activities within Ghana's distinctive socio-economic landscape,

characterized by pervasive precarity and a largely informal economy. The application of

these two theoretical perspectives, which are traditionally applied in distinct contexts, the

thesis tailors their application to the unique challenges and opportunities in Ghana's

entrepreneurial environment. The research employs a mixed-methods approach and

gathers data from fashion entrepreneurs across three key entrepreneurial hubs in Ghana.

The application of this integrative theoretical framework, in this study advances the

discourse in creative entrepreneurship literature (e.g., Schreiber et al., 2018; Sanda et al.,

2023). It highlights that entrepreneurial decision-making and outcomes, such as the

performance of owner-managed businesses in the cultural and creative industries, are

shaped by complex, dynamic, and interactive factors that cannot be adequately explained

by a single theoretical perspective.

ii. This study is the first to systematically examine entrepreneurial decision-making within

the informal and precarious context of Ghana’s fashion industry, highlighting the often-

overlooked role of Human Resource Management (HRM) and informal apprenticeship

systems in shaping business outcomes. While earlier research (e.g., Sarpong et al., 2012;

Langevang, 2016) has explored the future prospects of fashion enterprises in Accra,

much of the focus has been on industry-level challenges and opportunities rather than on

the internal decision-making processes and HRM dynamics that sustain these ventures.
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This research is particularly timely, given that small and micro enterprises (SMEs) in the

informal economy have become central to the Ghanaian government’s agenda to

strengthen the cultural and creative industries—sectors increasingly referred to as

Africa’s "new frontier" (Jennings, 2011).

In Ghana’s fashion industry, entrepreneurial success is often contingent upon effective HRM

practices such as talent development, informal training, and knowledge transfer through

apprenticeship. The widespread reliance on informal apprenticeship—where skills, values,

and work discipline are transferred through close, hands-on mentorship—serves as both a

workforce development tool and a cultural mechanism for sustaining enterprise growth.

Despite the growing recognition of Ghanaian fashion across Africa, the industry continues to

trail behind regional leaders like South Africa, Nigeria, and Nairobi in terms of economic

output and contribution to GDP (UNDP, 2013). Addressing this lag requires a more robust

understanding of how decision-making, HRM, and informal learning systems intersect to

shape performance, resilience, and long-term growth in the sector. Without targeted support

for these foundational human capital strategies, the fashion industry may struggle to generate

the employment and wealth needed for meaningful economic transformation.

This study, situated within Ghana’s fashion industry, offers a timely and in-depth

examination of the link between decision-making and entrepreneurial performance. It

provides empirical insights that can inform policy strategies aimed at transforming the

industry through contextually relevant business models and interventions. The research

stands out as the most extensive investigation of its kind in Ghana, drawing on a wide array

of variables and field data. A distinctive feature of this thesis is its integration of macro-level

institutional theory with micro-level theory of practice. This dual-theoretical framework

contributes to a more nuanced understanding of entrepreneurship by bridging structural and
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agentic perspectives—offering a response to longstanding theoretical divides (Sieweke, 2014;

see Chapter 2). Moreover, the findings in Chapter 6 enrich discourses in cultural

entrepreneurship and management by presenting grounded evidence from Ghana, thereby

expanding current knowledge on creative industries in the Global South.

iii. As the existing literature presents both significant and non-significant associations

between decision-making and entrepreneurial performance, this study sought to address

these inconsistencies by uncovering underlying mechanisms and boundary conditions.

Specifically, the analysis considered factors such as perceived uncertainty, intuition, taste,

social networks, experience, cultural values, cultural intermediaries, strife/competition,

and resilience. The findings revealed that decision-making processes do indeed have a

significant impact on entrepreneurial performance. However, this relationship was

shaped and strengthened by the influence of these intervening variables. These results

help clarify previous contradictory findings by highlighting the contextual and mediating

factors that condition the relationship between decision-making and performance.

iv. This thesis offers important contributions to the scholarship on entrepreneurial decision-

making by deepening understanding of the personal and sociocultural factors that

influence the relationship between decision-making and entrepreneurial performance. By

uncovering previously overlooked mechanisms and boundary conditions, the study

provides nuanced insights into how these factors shape—and sometimes constrain—

entrepreneurial choices and outcomes in the fashion sector. The contribution to

management and organisational research is particularly significant for several reasons.

First, the study explores the interaction between decision-making and performance

across two key domains of SME management. Second, it advances knowledge of the
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informal sector, a vital yet underexamined area in business research despite its increasing

relevance to economic development. Third, the thesis makes a notable intervention in the

field of cultural entrepreneurship, which has traditionally centred on identifying

structural challenges and proposing policy responses (e.g., Hesmondhalgh & Baker, 2015;

Aakko, 2018; Belfiore, 2022). By adopting a divergent lens, this research shifts focus

toward the lived experiences of creative workers and the everyday strategies they employ

to navigate uncertainty within the fashion industry. In doing so, it foregrounds the

agency, resilience, and innovation of entrepreneurs operating under precarious conditions,

thereby offering fresh perspectives on both cultural entrepreneurship and informality.

v. This research contributes to the theoretical understanding of entrepreneurial resilience by

examining how hope, social embeddedness, and patterned behaviours coalesce to support

decision-making in uncertain environments. The findings underscore the importance of

informal, relational, and adaptive strategies in cultural entrepreneurship, especially

within under-resourced settings. By integrating these dimensions, the study deepens

scholarly perspectives on how innovation and perseverance emerge within fragile and

unpredictable market conditions.

vi. Recent studies in Ghana have highlighted how socio-economic developments and

globalization are reshaping traditional notions of success. Building on this research, the

current study goes beyond simplified explanations of performance, which often rely on

binary classifications such as objective versus subjective or financial versus non-

financial metrics. Instead, it delves into how entrepreneurs, particularly those operating
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in Ghana’s informal and precarious contexts, perceive, evaluate, and define performance.

This study provides a nuanced perspective by identifying performance measures and

metrics that offer a deeper understanding of the cultural and creative industries. It

explores the factors contributing to the success of fashion businesses while shedding

light on how these entrepreneurs interpret and navigate failure within their fields. These

findings serve as a foundation for examining the dynamics of entrepreneurial

performance in the unique socio-cultural and economic environment of Ghana’s creative

industries.

vii. This thesis highlights the pivotal role of relational interdependence—including personal,

professional, community, spiritual, and governmental ties—as well as social networks

and professional associations, in shaping future-oriented decision-making among

entrepreneurs in the creative industries. Through a mixed-methods approach, the study

offers a comprehensive analysis of how these interwoven relationships influence

entrepreneurial decisions, cultivate hope, and impact performance within Ghana’s

predominantly informal and precarious economic landscape.

viii. This research offers a detailed perspective on how cultural entrepreneurs successfully

balance their creative aspirations with practical business strategies, providing a

framework for harmonizing these dual priorities. It makes a significant contribution not

only to the field of cultural entrepreneurship but also to management research by framing

decision-making as a dynamic process influenced by contextual, relational, and personal

factors.
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ix. This study contributes to a deeper and more holistic understanding of decision-making

and performance in cultural entrepreneurship, offering valuable insights for management

research. Exploring the intricacies of decision-making in precarious settings addresses

gaps in the existing literature. It sheds light on how cultural entrepreneurs in the fashion

industry navigate uncertainty, competition, and adversity. These findings add to our

understanding of the strategies employed by entrepreneurs to adapt and succeed in

challenging environments.

6.5.2 Contributions to Practice

i. Given the nature of the Ghanaian fashion industry, characterized by uncertainty,

instability, limited access to loans, and the prevalence of unpaid work, emerging fashion

entrepreneurs must fully grasp the importance of decision-making and the complexities

involved in the process. Entrepreneurs aiming to establish businesses in this dynamic

space must navigate various challenges, including adapting to external environmental

shifts. Fashion entrepreneurs seeking efficiency in their decision-making must follow

institutionalized practices, such as mimicking the strategies of established brands. By

aligning their decisions with current trends and pressures, they can gain credibility,

survive, and remain competitive. In-depth interviews reveal that conforming to

isomorphic pressures—adapting to industry norms—significantly ensures business

longevity and success. Moreover, the thematic analysis highlights that entrepreneurs'

ability to leverage their social networks is crucial in driving resource acquisition,

survival, and performance. This aligns with Neo-institutionalism and Bourdieu's theory

of practice, emphasizing the importance of social interactions and integrating social

constructs in management research. These perspectives challenge the rationalist view of
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decision-making, suggesting that social dynamics, rather than purely individual

rationality, shape organisational outcomes such as decision-making and performance.

However, while social relations are vital, they come with their own set of challenges.

The intermingling and ambivalent nature of these relationships can create complexities,

requiring entrepreneurs to navigate both their social networks' benefits and potential

drawbacks. This nuanced understanding of social capital adds depth to studying

entrepreneurial decision-making in precarious industries.

ii. The findings from the qualitative study shed light on the role of hope in navigating the

challenging Ghanaian fashion industry. It revealed that in this context, hope serves as

more than just a psychological resource or a temporary state of mind; it is a strategic tool

that entrepreneurs use to explore opportunities even in the face of severe constraints. The

study found that this strategic use of hope is deeply intertwined with social relationships;

fashion entrepreneurs not only draw hope from their own resilience but also from making,

maintaining, and, in some cases, severing connections within their social networks. By

leveraging these relationships, entrepreneurs can access resources, support, and guidance,

which are crucial for adapting to the industry's volatility and uncertainty. This nuanced

understanding of hope as a social and strategic tool provides new insights into how

entrepreneurs manage challenges in precarious environments.

6.5.3 Contributions to Policy

i. The qualitative findings indicated that many fashion entrepreneurs in Ghana are not

members of professional bodies for various reasons.
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ii. A significant factor is their negative perceptions of these organisations' policies and

practices, along with a limited understanding of the benefits of membership. To address

this issue, leaders of unions and professional associations should implement educational

initiatives to inform non-members about the benefits of joining these organisations.

Additionally, efforts should be made to shift the negative perceptions and

misconceptions that owner-managers hold about unions and professional associations.

Leaders can incentivise members and strengthen professional networks within the

fashion industry by focusing on these areas.

iii. The Ghanaian government, particularly the Ministry of Trade and Arts and culture and

the Ghana Association of Fashion Designers, must ensure that government resources are

allocated fairly, without favouritism or nepotism. Checks and balances should be in place

to guarantee that support for the fashion industry reaches its intended beneficiaries.

iv. In addition, governments in developing countries such as Ghana must collaborate with

unions/professional bodies and non-governmental agencies (NGOs) to support fashion

businesses in Ghana by sponsoring fashion shows, seminars and workshops as such

platforms create opportunities for creative entrepreneurs to network, collaborate and

share information. Knowledge sharing is an essential aspect of creative entrepreneurship,

as espoused by Bourdieu in his theory of practice. For example, Bourdieu asserts that

social actors with higher cultural capital levels, including knowledge, taste, and aesthetic

sensibilities, can make decisions and judgments that easily resonate with consumers and
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increase their performance in a competitive field. Cultural capital is that unique selling

proposition of creative entrepreneurs acquired through training and constant learning.

6.5.4 Contribution to Theory and Future Research

i. The study has generated a discussion regarding the assumptions of neo-institutionalism

and the theory of practice, particularly their relevance in managing uncertainties within

organisational fields. Neo-institutionalism suggests that organisations attain legitimacy

and credibility by conforming to shared structures and practices. In contrast, the theory

of practice highlights the role of social actors in negotiating and mobilizing different

forms of capital within their fields.

ii. This debate highlights the need for caution when applying various frameworks to owner-

managed businesses in Ghana's creative industries, particularly in the fashion sector. In

resource-constrained environments like Ghana, leveraging social relationships can be

complex. While relational ties and networks can provide advantages, their

interconnectedness may sometimes hinder effective decision-making. These relational

structures can limit an individual's ability to fully utilize social capital, revealing the

complexities of operating in such contexts. Future research should carefully examine

these dynamics, focusing on how social actors balance conformity and relational ties in

response to contextual challenges.
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iii. About extending the current thesis, the generalisation of the findings could be

extrapolated to other contexts if the conceptual framework is replicated in a similar

cultural and creative industry sub-sector in Ghana as well as in similar owner-managed

businesses in the global South. The revised framework (Chapter 5) could serve as a first

step and a theoretical basis for such a study. Based on the findings from the quantitative

research, the constructs and their associated measures/scales could be adapted by other

researchers examining similar constructs in a similar context to increase the reliability of

the test items. Considering the outcomes of the qualitative analyses, it might be

suggested that the relative differences and importance found among the factors could be

examined in future studies using statistical tests, and at best, future research can utilise a

mixed methods approach as studies in cultural entrepreneurship have relied heavily on

qualitative research designs.

6.6 Limitation to the Study

Some limitations were identified in this study, potentially impacting the confidence and

applicability of the analyzed data and weakening the strength of the results and conclusions.

These limitations may constrain the broader relevance of the findings. However, the study

offered valuable insights into how hope-driven decision-making influences entrepreneurial

performance, as well as the role of hope in navigating the precarious working conditions of

the Ghanaian fashion industry.

i. Cross-sectional studies, while useful for providing a snapshot of a particular

phenomenon at a single point in time, present several limitations when applied to a thesis

on decision-making and performance in the fashion industry. Cross-sectional studies
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capture data at a single point in time, which restricts their ability to analyze changes over

time or understand the dynamics of how decisions and performance evolve. Firstly,

cross-sectional studies are inherently limited in their ability to establish causality. Since

the data is collected at one point in time, it is difficult to determine whether the decision-

making processes observed directly influence performance outcomes or if other,

unmeasured factors are at play. This is particularly challenging in the fashion industry,

where trends, market conditions, and consumer preferences can change rapidly. The

inability to track these changes over time means that cross-sectional studies may

overlook the dynamic nature of decision-making and its evolving impact on performance.

ii. Moreover, the static nature of cross-sectional studies limits the exploration of causality.

While such studies can identify associations between variables, they cannot determine

the direction or cause of these relationships. In decision-making and performance

research, understanding the causal links between various factors such as intuition,

experience, and resilience is important for developing actionable insights. Cross-

sectional studies may therefore provide a limited understanding of these causal

relationships.Additionally, cross-sectional studies often face challenges related to data

representativeness. The sample surveyed might not fully reflect the diversity of

experiences and practices within the fashion industry, leading to potential biases in

understanding how different factors influence decision-making and performance. This

limitation can be particularly pronounced in industries like fashion, where trends and

practices can vary significantly across different regions and market segments. To address

these limitations, future research could benefit from longitudinal studies that track

changes over time, allowing for a deeper understanding of how decision-making
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processes and performance outcomes evolve. Such studies would provide a more

comprehensive view of the factors influencing fashion entrepreneurship and offer

insights into the dynamic nature of the industry.
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APPENDIX A

Department of organisation and Human Resource Management
University of Ghana Business School
P. O. Box LG 78, Legon, Accra, Ghana

INTERVIEW GUIDE

Exploring How Hope-Driven Decision-Making Influences Entrepreneurial Performance
in a Precarious Ghanaian Fashion Industry: The Role of Internal and External Factors

Synopsis

If you are an entrepreneur operating in the fashion industry of Ghana, we are happy to invite
you to participate in our anonymous research seeking to investigate the link between
entrepreneurs’ decision-making and entrepreneurs’ performance. Specifically, the study aims
to examine how precarious work conditions might influence the entrepreneurs’ decision-
making and performance nexus, and how entrepreneurs cope with precarious work conditions
in the Ghanaian fashion industry.

The study is being conducted to meet the requirements of an award of a PhD by Lilian Ama
Afun, whose work is being supervised by Dr. Aminu-Sanda (MSanda@ug.edu.gh), Prof. Obi
Berko-Damoah (Obiberko@gmail.com) and Prof. Ana Alacovska (aa.msc.dk) of the
Department of Organisation and Human Resource Management, UGBS and Copenhagen
Business School.

Participation in this anonymous survey is completely voluntary. If you decide to participate in
the survey, you would be invited to complete our paper and pencil survey, which should take
approximately 40 minutes to complete. The questions are straightforward. You will be
required to provide your opinion by (√) how you feel or think about different aspects of your
work and working conditions.

Any information or personal details gathered in the course of the survey are confidential. No
individual will be identified in any communication or publication of results, which will take
the form of broad conclusions based on analysis of multiple participants. If you will like a
summary of the study findings, you can Lilian at (amaafun@gmail.com; 0207680841).

Thank you!
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SECTION A
Business Profile

1. Can you describe how you started your fashion business?

2. What form of funding did you use when starting this business? (Bootstrapping, Bank

Loan, Loans from Family/Friends, Venture Capital etc.)

3. Can you share with me a bit about key accomplishments, what have you achieved since

you started your fashion business?

4. Are there other business ventures you engage in to support your business and yourself

financially? (Do you supplement your monthly earnings in anyways?)

5. Is your business affiliated to any union or association? Please give details.

6.

SECTION B

Conceptualizing/Understanding Work Precarity in the Fashion Industry

1. What are some of your experiences as a fashion entrepreneur in Ghana?

A. Do you perceive the Ghanaian fashion landscape as a precarious (difficult, unstable,

uncertain) work environment and what form do they mainly take?

2. Do you perceive that working in the Ghanaian fashion industry is challenging and full of

many struggles? (If yes, in what ways? If no, why?)

3. In what ways is your work as a fashion entrepreneur in Ghana affected by a lack of

predictability and stability in the fashion industry?

4. Would you say that working as a fashion entrepreneur in Ghana is challenging due to a

lack of social benefits and social support?

5. How do you understand the precarity (difficult, unstable, uncertain) of the Ghanaian

fashion industry?

6. What are some of the challenges you face in your line of work?

SECTION C

Decision Making under Precarious Work Conditions

1. How do you make decisions as an owner- manager in the fashion industry in Ghana?

2. In what ways do global and local trends influence your decision making as a fashion

entrepreneur in Ghana?

3. Do you feel that your ‘innate structure’ influences how or what decisions you take?

intuition, taste, cultural values, resilience, past experience?

University of Ghana http://ugspace.ug.edu.ghUniversity of Ghana http://ugspace.ug.edu.gh



497

4. Do you think that your ‘external structures’ have a role to play in what decisions you

take in your business? Cultural intermediaries, social network, strife/competition?

SECTION D

Entrepreneurial Performance

1. How do you measure performance (success and failure) of your business in the Ghanaian

fashion industry?

2. What are the indicators of growth in your business?

3. Does recognition (through awards and promotion on media platforms) count as a

measure of your business growth and performance as a fashion entrepreneur?

4. In what ways is sales a measure of your entrepreneurial performance?

5. Do you consider expansion by opening new stores in other places an indication of your

business doing well?

6. What motivates you to succeed in precarious working conditions in the Ghanaian fashion

industry?

SECTION E

Strategies for Navigating Challenges in Ghana’s Fashion Industry

1. How do you navigate the challenges you face every day working in the Ghanaian fashion

industry?

2. What are your strategies for surviving in Ghana’s challenging fashion industry?

3. Does the prospect of growth and expansion in the future give you hope to continue

working hard for your big breakthrough in Ghana’s fashion industry?

4. How does the hope of better earnings propel you to work hard to improve your designs

and output in Ghana’s difficult fashion industry?

5. Are you working hard now to expand your business so you can attract top clientele such

as celebrities, business and media personalities to promote your business?

SECTION A

Demographic Information of Participants

1. What is your gender? Male [ ] Female [ ]

2. What is your age? 18-20 years [ ] 21-30 years [ ] 31-40 years [ ] 41-50
years [ ] 51-60 years [ ]
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3. What is your highest level of education? Below JHS [ ] SHS/WASEC [ ]

Vocational [ ] Diploma [ ] Degree [ ] Masters [ ] PhD [ ]

4. What is the legal name of your business ?_______________________________________

5. How long have you operated this business?

2-5 years [ ] 6-10 years [ ] 11-15 years 16-20 years [ ] Over 20
years [ ]

7. How many other individuals are currently employed in your business? _______________

8. Do you produce other fashion products besides clothes? ____________________________

9. Are there other businesses that exist under business name?

Thanks for your Time!
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APPENDIX B

Department of Organisation and Human Resource Management

University of Ghana Business School

P. O. Box LG 78, Legon, Accra, Ghana

RESEARCH QUESTIONNAIRE

Exploring How Hope-Driven Decision-Making Influences Entrepreneurial Performance
in a Precarious Ghanaian Fashion Industry: The Role of Internal and External Factors

Synopsis

If you are an entrepreneur operating in the fashion industry of Ghana, we are happy to invite
you to participate in our anonymous research seeking to investigate the link between
entrepreneurs’ decision-making and entrepreneurs’ performance. Specifically, the study aims
to examine how precarious work conditions might influence the entrepreneurs’ decision-
making and performance nexus, and how entrepreneurs cope with precarious work conditions
in the Ghanaian fashion industry.

The study is being conducted to meet the requirements of an award of a PhD by Lilian Ama
Afun, whose work is being supervised by Dr. Aminu-Sanda (MSanda@ug.edu.gh), Prof. Obi
Berko-Damoah (Obiberko@gmail.com) and Prof. Ana Alacovska (aa.msc.dk) of the
Department of Organisation and Human Resource Management, UGBS and Copenhagen
Business School.

Participation in this anonymous survey is completely voluntary. If you decide to participate in
the survey, you would be invited to complete our paper and pencil survey, which should take
approximately 30 minutes to complete. The questions are straightforward. You will be
required to provide your opinion by (√) how you feel or think about different aspects of your
work and working conditions.

Any information or personal details gathered in the course of the survey are confidential. No
individual will be identified in any communication or publication of results, which will take
the form of broad conclusions based on analysis of multiple participants. If you will like a
summary of the study findings, you can Lilian at (amaafun@gmail.com; 0207680841).

Thank you!
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SECTION A
PRECARIOUS WORK CONDITIONS

On a Likert Scale of 1 to 5, please indicate the extent to which you agree or disagree with the
following statements. Kindly tick the appropriate number on the Likert Scale, with 1=
Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree.

No. ITEMS 1 (SD) 2 (D) 3 (NS) 4(A) 5(SA)

Perceived uncertainty6
PU1 As a manager I am able to determine my target

population
PU2 As a manager I am to determine my supply outlet
PU3 I am unaware of the actions and activities of my

competitors
PU4 It is easy to predict the activities and actions

PU5 I am aware that my designs can easily be copied by
competitors

PU6 The thought that my designs can easily be copied by
my competitors affect my decisions

PU7 Consumer demands and preferences are not easy to
predict

PU8 The rate at which fashion products are getting out-of-
date in the industry is very fast

PU9 The mode of production of fashion products is subject
to much change

PU10 The mode of marketing and distribution of fashion
products often change

PU11 There is no absolute surety that my designs/clothes
will be sold

PU12 My business must change its marketing practices
frequently to meet the demands of customers

PU13 There is always the fear of losing my workers to my
competitors
Labor insecurities 1(SD) 2(D) 3(NS) 4(A) 5(SA)

LI14 The possibility of losing my job occupies my thoughts
constantly

LI15 I am not sure of how long my business will last
LI16 No matter how hard I work there is no guarantee that I

am going to keep my job
LI17 My fashion business seems to have clear goals and a

definite strategy for achieving them
LI18 I am expecting unfavorable changes in the fashion

industry
LI19 Overall, my physical working conditions are likely to

decline
LI20 I feel as though government is avoiding our

challenges as entrepreneurs of this industry (e.g., cost
of importing raw materials)
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SECTION B
ENTREPRENEURS’ DECISION MAKING

Kindly tick the appropriate number on the Likert Scale, with 1= Strongly Disagree, 2=
Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree.

No. ITEMS 1(SD) 2(D) 3(NS) 4(A) 5(SA)
Daily, Operational and Managerial Decisions

DM1 In the past two years I have considered changing
/altering/modifying my style of designing/production

DM2 In the past two years I have considered relocating my
business

DM3 In these past few years I have made talent
selection/hiring and recruiting decisions.

DM4 I constantly make marketing, supply and value change
decisions

DM5 Over the last two years I have made decisions that
concerns cash flow and investment

DM6 In the past two years, I have made decisions about
social media strategies (Tiktok, Facebook, Instagram,
WhatsApp etc) for visibility

DM7 In the past two years I have considered expanding my
business

DM8 In the past two years, I have made decisions about

LI21 Government appears to be preparing in advance and
planning for the future of the fashion industry

LI22 I wish my business could go back to normal after the
pandemic/COVID-19 or other challenges
Social Protection/Benefits/Trade Unionization
/Association

1 (SD) 2(D) 3(NS) 4(A) 5(SA)

SP23 Pension and social security coverage are a part of my
business social protection measures

SP24 This business has insurance coverage

SP25 This business has laws to ensure occupational health
and safety measures of its members

SP26 This business is aware of rules regarding dismissal,
maternity benefits and legal minimum wage for its
employees

SP27 As a manager I am aware of trade unions and
associations to safeguard, defend and advance this
business interest

SP28 As owner of this business, I am aware of trade unions
and associations to safeguard, defend and advance its
business interest

SP29 This business has rules regarding employers’
reliability related to injury
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purchasing new machines for my business.
DM9 Over the past few years, I have made decisions about

collaborating with other designers
DM10 In the last few years, I have considered doing other

businesses besides fashion (clothing)

SECTION C
ENTREPRENEURS’ TASTE

Kindly tick the appropriate number on the Likert Scale, with 1= Strongly Disagree, 2=
Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree
Entrepreneurs’ Taste in Decision Making 1(SD) 2(D) 3(NS) 4(A) 5(SA)

ET1 I am aware that my personal taste influences my
creative design/process

ET2 My taste affects my aesthetic judgments /choice
/decisions as a fashion entrepreneur

ET3 I am aware that my social network has a role to play
in personal taste and in my decisions in the fashion
industry

ET4 I am aware that my quest for distinction/to be
different/unique influence my decision making as a
fashion entrepreneur

ET5 I am aware that entrepreneurs in the fashion industry
have collective taste/similar preferences

SECTION D
ENTREPRENEURS’ INTUITION

Kindly tick the appropriate number on the Likert Scale, with 1= Strongly Disagree, 2=
Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree
Entrepreneurs’ Intuition in Decision Making 1(SD) 2(D) 3(NS) 4(A) 5(SA)

EI1 My intuition comes to me quickly and it drives my
decisions as an entrepreneur

EI2 I am aware my gut feelings influence my choice and
decisions as an entrepreneur

EI3 I trust my intuition, especially in familiar situations
EI4 My approach to problem solving relies heavily on my

intuition
EI5 My intuition shapes my decisions in uncertain

contexts
EI6 My gut feelings influence my design process such as

choice of style, design, fabrics
EI7 My intuition affects my marketing and adverting

decisions
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SECTION E
ENTREPRENEURS’ PERSONAL EXPERIENCE

Kindly tick the appropriate number on the Likert Scale, with 1= Strongly Disagree, 2=
Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree
Personal Experience in decision-making 1(SD) 2(D) 3(NS) 4(A) 5(SA)

PE1 My personal experiences influence my inspiration and
design process as fashion designer

PE2 My past experiences affect my creative decisions as a
fashion entrepreneur

PE3 I am aware that my old styles are the bases for the new
variations in my production

PE4 My designs communicate my personal experiences as a
designer

SECTION F
ENTREPRENEURS’ RESILIENCE

Kindly tick the appropriate number on the Likert Scale, with 1= Strongly Disagree, 2=
Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree
Entrepreneurs’ Resilience 1(SD) 2(D) 3(NS) 4(A) 5(SA)

RI1 I feel I can handle many things (e.g., taking a lot of
orders) during the peak seasons

RI2 I can get through difficult times because I have
experienced difficulty before in my career/profession

RI3 When I am in a difficult situation, I can usually find my
way out of it

RI4 My belief in myself gets me through hard times as an
entrepreneur

RI5 I usually manage to make decisions in difficult
situations

SECTION G
CULTURAL INTERMEDIARIES

Kindly tick the appropriate number on the Likert Scale, with 1= Strongly Disagree, 2=
Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree
Cultural Intermediaries /celebrities /gatekeepers/
influencers

1(SD) 2(D) 3(NS) 4(A) 5(SA)

CI1 My decisions are influenced by bloggers/gatekeepers
in the fashion space

CI2 I benefit from sponsoring influencers
CI3 My decisions to sponsor a celebrity is influenced by a

cost-benefit analysis
CI4 In moments of uncertainty I rely on influencers

gatekeepers in my decision-making
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SECTION H
CULTURAL VALUES

Kindly tick the appropriate number on the Likert Scale, with 1= Strongly Disagree, 2=
Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree
Cultural Values 1(SD) 2(D) 3(NS) 4(A) 5(SA)

CV1 I leverage on my heritage and background in my
decision-making

CV2 My creative designs/processes are influenced by my
religious or cultural values

CV3 I tell stories about my culture and context in my
design process and creative decisions

CV4 My decisions to design for a particular person is
based on my cultural values

CV5 My decisions on what to design are based on my
cultural values

SECTION I
SOCIAL NETWORK

Kindly tick the appropriate number on the Likert Scale, with 1= Strongly Disagree, 2=
Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree
Social Network 1(SD) 2(D) 3(NS) 4(A) 5(SA)

SN1 As a fashion entrepreneur, I am aware that external
sources of information influence my decision making

SN2 I keep a relationship with other entrepreneurs in the
fashion landscape

SN3 I consult/seek other entrepreneurs in my decision
making

SN4 Consumers influence my decision making as a fashion
entrepreneur

SN5 I seek advice and rely on the opinions of my
networks in my decision making

SN6 I collaborate with other fashion entrepreneurs in my
line of work or on a project

SECTION J
STRIFE/COMPETITION

Kindly tick the appropriate number on the Likert Scale, with 1= Strongly Disagree, 2=
Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree

Strife/Competition 1(SD) 2(D) 3(NS) 4(A) 5(SA)
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SC1 I am aware that my competitors influence my
decisions in the fashion industry

SC2 I see other fashion entrepreneurs/designers as a
threat to your business

SC3 I see poaching/stealing/luring away as a threat to
my business

SC4 I think my competitors are at an advantage than me
in the fashion industry

SC5 The fashion industry causes a great deal of threat to
the survival of my fashion business

SC6 I am aware of tough price competition in the
industry

SC7 I am aware that there is more supply than there is
demand for fashion products

SECTION K
ENTREPRENEUR’S PERFORMANCE

Kindly tick the appropriate number on the Likert Scale, with 1= Strongly Disagree, 2=
Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree.

No. Performance 1(SD) 2(D) 3(NS) 4(A) 5(SA)
EP1 My business sales have grown significantly over the

years
EP2 I am aware of my business in the public image
EP3 I am aware of the compliments of my customers of my

business
EP4 My brand has introduced different fashion products

into the industry
EP5 I am focusing on improving the performance of my

current business rather than entering new domains.
EP6 There is decline in sales resulting from loss of a major

customer
EP7 Timelines for order completion has improved
EP8 Employees/workers/apprentices are productive
EP9 My customers are satisfied with the order delivery

accuracy rate of the business
EP10 Customers are satisfied with the quality of the

products
EP11 There is a high need to purchase additional equipment

to improve the quality-of-service delivery and
production
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SECTION A: Demographic Information of Participants

Please kindly answer the following by ticking (√) the appropriate answer of your choice.

1. Gender: [ ] Male [ ] Female

2. Age:
[ ] 18-24years [ ] 25-34years [ ] 35-44years [ ] 45-55years [ ] Over

55years

3. Educational level:

[ ] Below JHS [ ] SHS/WASSCE [ ] Vocational [ ] Diploma

[ ] First Degree [ ] Masters [ ] PhD

4. Number of years as an entrepreneur:
[ ] Less than a year [ ] 1-3 years [ ] 4-6 years

[ ] 7-9 years [ ] 10 years and above

5. What is the legal name of your business?
______________________________________

6. What year was this business established?
_______________________________________

7. How many other individuals are currently employed in your
business?_________________

8. Do you produce other fashion products besides
clothes?____________________________

9. Are there other businesses that exist under this business
name?_______________________

Thanks for Taking Time to Complete This Questionnaire!
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APPENDIX C

Code Age Gender Level of Education Years of
Experience

Number of
Workers/Apprentices Location

Interviewee 1 36 F Degree 15 3 Accra
Interviewee 2 58 F Basic Education 23 3 Accra
Interviewee 3 38 F Basic Education 22 4 Accra
Interviewee 4 31 M Degree 4 3 Accra
Interviewee 5 37 F Degree 3 0 Accra
Interviewee 6 44 F Basic Education 4 0 Accra
Interviewee 7 39 F Basic Education 18 0 Accra
Interviewee 8 40 F Degree 13 2 Accra
Interviewee 9 36 F Basic Education 8 0 Accra
Interviewee 10 24 F Secondary 2 0 Accra
Interviewee 11 36 F Degree 2 0 Accra
Interviewee 12 37 F Masters 3 0 Accra
Interviewee 13 35 M Masters 8 7 Accra
Interviewee 14 38 F Degree 4 5 Accra
Interviewee 15 39 M Secondary 9 6 Accra
Interviewee 16 40 F Vocational 10 0 Accra
Interviewee 17 32 F Degree 13 7 Accra
Interviewee 18 37 M Basic Education 14 1 Accra
Interviewee 19 46 F Vocational 12 2 Accra
Interviewee 20 34 F Basic Education 3 2 Accra
Interviewee 21 36 F Degree 8 3 Tamale
Interviewee 22 36 F Basic Education 7 2 Tamale
Interviewee 23 35 F Degree 9 0 Tamale
Interviewee 24 39 M Vocational 14 6 Tamale
Interviewee 25. 36 F Masters 4 4 Tamale
Interviewee 26 38 M Diploma 22 12 Tamale
Interviewee 27 48 F Basic Education 23 0 Tamale
Interviewee 28 28 F Degree 6 8 Tamale
Interviewee 29 40 F Basic Education 17 5 Tamale
Interviewee 30 54 F Secondary 23 2 Tamale
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Interviewee 31 40 M Diploma 7 11 Tamale
Interviewee 32 37 M Degree 3 23 Tamale
Interviewee 33 38 F Secondary 19 7 Tamale

Interviewee 34 39 F Basic Education 14 1 Kumasi
Interviewee 35 47 F Diploma 14 3 Kumasi
Interviewee 36 35 F Degree 7 3 Kumasi
Interviewee 37 56 F Vocational 23 2 Kumasi
Interviewee 38 34 F Vocational 2 1 Kumasi
Interviewee 39 28 F Degree 7 15 Kumasi
Interviewee 40 33 F Degree 3 3 Kumasi
Interviewee 41 48 F Basic Education 25 0 Kumasi
Interviewee 42 48 F Vocational 14 1 Kumasi
Interviewee 43 28 F Secondary 9 4 Kumasi
Interviewee 44 48 F Basic Education 9 1 Kumasi
Interviewee 45 40 M Basic Education 3 6 Kumasi
Interviewee 46 47 M Basic Education 30 10 Kumasi
Interviewee 47 29 M Diploma 8 5 Kumasi
Interviewee 48 37 M Diploma 9 2 Kumasi
Interviewee 49 36 M Degree 9 3 Kumasi
Interviewee 50 35 M Degree 8 8 Kumasi
Interviewee 51 28 M Secondary 3 3 Kumasi
Interviewee 52 38 M Diploma 9 1 Kumasi
Interviewee 53 34 M Diploma 8 2 Kumasi
Interviewee 54 36 M Degree 3 1 Kumasi
Interviewee 55 35 M Degree 14 4 Kumasi
Interviewee 56 43 M Secondary 13 1 Kumasi
Interviewee 57 29 F Basic Education 9 0 Kumasi
Interviewee 58 38 F Secondary 8 2 Kumasi
Interviewee 59 35 M Diploma 7 0 Kumasi
Interviewee 60 48 M Basic Education 25 0 Kumasi
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Appendix D
Respondent’s Profile

N %

Gender Male

Female

111

189

37.2

62.8

Age 18-24

25-34

35-44

45-55

23

119

76

64

8.0

39.5

25.2

21.3

Education Below JHS

SHS/WASSCE

Vocational

Diploma

First Degree

136

67

56

19

22

45.5

22.3

18.6

6.3

7.3

Establishment Less than a year

1-3

4-6

7-9

10 years and above

18

41

70

55

6.0

13.6

23.3

18.6

38.5
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APPENDIX E

Items Item Total Correlation
1. PWC1 .889
2. PWC2 .867
3.PWC3 .803
PWC4 .459
PWC5 .322
PWC6 .735
PWC7 .443
PWC8 .756
PWC9 .775
PWC10 .321
PWC11 .232
PWC12 .711
PWC13 .733
DM1 .799
DM2 .743
DM3 .688
DM4 .431
DM5 .231
DM6 .697
DM7 .778
DM8 .757
DM9 .693
DM10 .213
ET1 .676
ET2 .749
ET3 .757
ET4 .711
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RI5 .667
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CI2 .838
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CI4 .866
CV1 .893
CV2 .818
CV3 .789
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SN4 .624
SN5 .743
SN6 .649
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SC2 .718
SC3 .449
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SC5 .790
SC6 .790
SC7 .763
EP1 .840
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Figure 5.3: The Initial Measurement Model with Standardised Loadings
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C

Figure 5.4 Finalized Model of Confirmatory Factor Analysis
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Path Diagram Showing the Hypothesized Model.
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