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Abstract: Entrepreneurs are different at engaging in entrepreneurial activities. 
Some engage in entrepreneurship to avoid unemployment, whereas others 
pursue a recognised opportunity for profit. This proposition is refined by 
investigating inequalities among entrepreneurs in terms of age, gender and 
education. These inequalities are hypothesised to differ from one society to 
another, here Denmark and Middle East and North Africa (MENA). We 
hypothesise that gender, age, education and society affect motives. A further 
refinement is to consider that society moderates the impacts of gender, age and 
education on motives. A sample of 7,543 entrepreneurs in MENA and 2,973 in 
Denmark is analysed (2001–2014). Findings show that gender affects motives, 
in that women in MENA are less often motivated by opportunity than women 
in Denmark. Age affects motives, in that older entrepreneurs are more 
frequently opportunity motivated than younger entrepreneurs. Education effects 
motives, in the way that educated entrepreneurs are more frequently motivated 
by opportunity. Society effects motives, in that MENA entrepreneurs are less 
frequently motivated by opportunity. Finally, society moderates the impacts of 
gender, age and education on motives. 
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1 Introduction 

Hessels et al. (2008, p.324) argue that “Hardly anybody starts a business in order to 
achieve innovation, job creation, or economic growth at the national level. Instead, 
people desire personal profits, or autonomy, amongst others, or are just forced into 
entrepreneurship because they have no other options”. Such motives can be classified as 
either an opportunity or a necessity, a distinction akin to ‘pull’ and ‘push’. They consider 
push motives as less prevalent in developed countries. “Necessity entrepreneurs engage 
in entrepreneurship to avoid unemployment, whereas opportunity entrepreneurs pursue a 
recognised opportunity for profit” [Anca et al., (2009), p.244]. Necessity entrepreneurs 
start a business because they have no other source of income. It also means these 
necessity-based businesses are often less innovative and without growth potential 
(Nielsen et al., 2017). Necessity entrepreneurship (push motives) arises from family 
pressure and entrepreneurs’ general dissatisfaction with their current situation while 
opportunity motives (pull) arises from the need for achievement, the desire to be 
independent and more opportunities for social development (Suchart, 2017). According 
to Suchart (2017), pull motivation is a requirement for autonomy and social recognition. 
Necessity entrepreneurs account for an important part of the total set of entrepreneurs in 
developing countries and are relatively less common in developed countries. In 
developing countries, entrepreneurship is concerned with starting and accelerating 
growth, and in providing impulse to the structural transformation of economies; in the 
advanced economies the concern is mainly with obtaining new sources of productivity 
growth, which leads to competitiveness (Anca et al., 2009). Hessels et al. (2008) also 
believe that necessity entrepreneurship is more common in lower-income societies and 
decrease with the level of economic development. 

The GEM Adult Population Survey in 2012 to 2014 measured individuals’ 
involvement in 89 countries. 

“The survey reported the adults’ background details such as gender, age  
and education; their entrepreneurial competencies such as self-efficacy, 
opportunity-perception, risk-propensity, and role-modelling by knowing a  
start-up entrepreneur; and their occupation, and whether they intend to start a 
business, are trying to start one, or already own/manage a business. Those 
identified as owning and managing a start-up or operating business were asked 
additional business-related questions such as motives for being in the business, 
business age and size, and expectations for growth of the business. The data 
from the Adult Population Survey have been analysed with a focus on the 
youth’s involvement in entrepreneurship.” [Schøtt et al., (2015), p.12] 

Schøtt et al. (2015) compared the motive for starting a business for the early stage youth 
entrepreneurs around the world in five regions including Sub-Saharan Africa (SSA), 
Middle East and North Africa (MENA), South and East Asia (S&EA), Latin America and 
the Caribbean (LAC) and European Culture Countries (ECC). The opportunity motive 
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prevails over the necessity motive in every region, but to a different extent. The LAC 
region has the highest prevalence of opportunity motivation (68%), S&EA region has the 
second highest (63%) and ECC including Denmark has the third prevalence of 
opportunity motivation (61%). SSA and the MENA region report the highest prevalence 
of necessity motivated enterprises, 45% and 42% respectively (Schøtt et al., 2015). 

Nasiri and Hamelin (2018) on a sample of 12,515 nascent entrepreneurs from  
17 MENA countries using GEM data from 2009 to 2014 analysed the relationship 
between nascent entrepreneurial motivation with their education, gender and occupation. 
They found that individuals who are opportunity-driven entrepreneurs possess a higher 
level of education in comparison to necessity-driven entrepreneurs. They also found that 
motive depends on occupation. The pull of opportunity is especially frequent among 
entrepreneurs coming from full-time employment. Thy found no relationship between 
gender and motives for becoming an entrepreneur (Nasiri and Hamelin, 2018). 

For understanding the real potential of entrepreneurship, it is essential to compare 
developing societies to more developed societies. In other words, our understanding of 
life in a region is enhanced when we compare to other regions. 

We understand life in MENA better, when we compare MENA to other places around 
the World, here with Denmark. The difference in culture, the variation among the  
eco-systems, wealth and high priorities between MENA and other regions in the world 
requires for comparing entrepreneurship in MENA with entrepreneurship in other 
regions. 

Relatively few studies have been discussing and comparing opportunity and necessity 
entrepreneurship in different societies. To fill this research gap, we will formulate 
hypotheses relating to the effects of gender, age, education and society on motives. We 
then hypothesise that gender, age and education together with society, in combination, 
shape entrepreneurs’ motives. 

Therefore, the aim of this research is to examine the effects of entrepreneurs’ gender, 
age, education and society on motives in MENA and Denmark. So, the main research 
question is: How gender, age, education and society are affecting the motivation of 
entrepreneurs either being necessity or opportunity driven when comparing MENA and 
Denmark? 

Section 2 of this paper presents the theoretical background and hypotheses which 
constructs the basis for the research model. Section 3 describes the research design and 
data. Section 4 presents the results. Section 5 is conclusion. Subsequently, 
recommendations for future research are discussed along with recommendations for 
policy makers in the MENA region. Finally, the paper ends by contributions and 
implications as well as a limitation section. 

2 Theoretical background and hypotheses 

Entrepreneurship is about discovering, evaluating and exploring opportunities regardless 
of current constraints on resources (Venkataraman, 1997). Another variation of 
entrepreneurship that derives from Global Entrepreneurship Monitor (GEM) is seeking 
entrepreneurship due to a paucity of other options to earn a living. It is obvious that 
different societies with different economies, wealth, culture, history, size and populations 
have different drivers for entrepreneurship. Hessels et al. (2008) believe that push 
motives are less prevalent in developed countries. According to World Bank data, middle 
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income countries are home to 75% of the world’s population and 62% of the world’s 
poor. These countries are of great importance as they represent about one-third of global 
GDP and are major engines of global growth (World Bank, 2019). Entrepreneurs in more 
developed countries are more likely than entrepreneurs in less developed countries to 
engage in opportunity-based (pull) entrepreneurship rather than necessity-based (push) 
entrepreneurship (Sahasranamam and Sud, 2016). Difference in age, education and 
gender also play an important role in motives for entrepreneurship. Research in a  
high-income country illustrates that necessity entrepreneurship is largely independent of 
age, while age has an inverted-U-shape relationship with opportunity entrepreneurship 
(Bergmann and Sternberg, 2007). In a low-income country, it was seen that the likelihood 
for opportunity-based and necessity-based entrepreneurship increases with age (Brünjes 
and Diez, 2013). “Findings in middle-income countries, suggest that as individuals 
become older, they are less likely to become opportunity entrepreneurs. This could be 
due to the greater risk associated with opportunity entrepreneurship, coupled with family 
pressures and job security needs” [Sahasranamam and Sud, (2016), p.34]. Tominc and 
Rebernik (2004) believe that necessity-based entrepreneurs are dominant in developing 
countries rather than developed countries. Females are more likely than males to engage 
in necessity-based entrepreneurship rather than opportunity-based entrepreneurship 
(Warnecke et al., 2012). However, the difference between these forms of 
entrepreneurship in less developed countries as compared to developed countries, 
specifically in terms of age, education and gender, is noticeably absent in the literature 
available. At the same time, entrepreneurship is often considered the solution to problems 
such as rising youth unemployment (Chigunta et al., 2005). 

In an attempt to explore and fill this research gap, individual level antecedents of 
opportunity and necessity-based entrepreneurship in MENA and Denmark are 
investigated. 

2.1 Gender 

Research shows that females are less likely than males to engage in entrepreneurial 
activities (Phipps and Prieto, 2015; Širec and Močnik, 2012). Orhan and Scott (2001) 
argue that several attributes closely associated with necessity entrepreneurship were 
particularly common among female entrepreneurs. These were insufficient family 
income, dissatisfaction with the salary offered for employment, difficulty finding a job 
and lack of flexibility in their schedule to accommodate household responsibilities 
(Orhan and Scott, 2001). 

These considerations can be stated as the first hypothesis: 

Hypothesis 1 Gender affects motives, in that women are less frequently opportunity 
motivated than men in MENA and Denmark. 

2.2 Age 

Lévesque and Minniti (2006) examined the effect of age on entrepreneurship based on 
the opportunity cost of time. They argued that with age, people are less willing to invest 
time in activities that have a long and uncertain payback period, such as starting a 
venture. Further, with age, income from wage labour increases as the individual gains 
experience. This is likely to further increase the opportunity cost associated with starting 
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a new venture (Lévesque and Minniti, 2006). Young people are increasingly being 
encouraged to switch from ‘job seekers’ to ‘job creators’ (Langevang and Gough, 2012). 
However, the majority of them are not well equipped and belong to the group of 
‘necessity’ entrepreneurs instead of ‘opportunity’ entrepreneurs. ‘Necessity’ 
entrepreneurs in general do not have much growth ambition in their businesses. Thus, 
they have only limited impact on the development of the economy. On the other hand, 
‘opportunity’ entrepreneurs start their businesses from an identified market opportunity. 
In this way, they are assumed to help build the economy further (Chigunta et al., 2005; 
Langevang et al., 2012). Bergmann and Sternberg (2007) found that age has an  
inverse-U-shaped relationship with opportunity-based entrepreneurship. They did not 
find a significant effect of age on necessity-based entrepreneurship. Wagner (2005) found 
these relationships to be in reverse. He observed that while there was no effect of age on 
opportunity-based entrepreneurship, an inverse-U-shaped relationship existed in the case 
of necessity-based entrepreneurship. Further, opportunity-based entrepreneurs tend to be 
older than necessity-based entrepreneurs (Block and Sandner, 2009; Wagner, 2005). 
Suchart’s research on entrepreneurs (GEM data 2015) in 13 European countries and ten 
Asian countries shows that young entrepreneurs seem to become opportunity driven 
nascent entrepreneurs more often than their older counterparts (Suchart, 2017). Based on 
a study on entrepreneurs in MENA region, Ismail and colleagues also confirm that 
“Opportunity-based start-up compared to necessity-based start-up also changes with age. 
Among the young and also the middle aged, opportunity-based start-up is much more 
frequent than necessity-based start-up. Among the senior-aged, opportunity-based start-
up is less dominant. In other words, necessity-based entrepreneurship is more salient 
among the senior-aged population than among the young and middle-aged” [Ismail et al., 
(2018), p.539]. 

These considerations lead to the second hypothesis: 

Hypothesis 2 Age affects motives, in that older entrepreneurs are less frequently 
opportunity motivated than younger entrepreneurs, in MENA and 
Denmark. 

2.3 Education 

“When looking specifically at the prevalence of the income/wealth motive versus the 
independence motive within the entrepreneurial population it is obvious that many 
individual determinants such as experience, personality, education, and financial position 
play a role when explaining these motives” [Hessels et al., (2008), p.328]. Job 
satisfaction, previous work experience, entrepreneurial parents, age, and education are the 
factors which differentiate entrepreneurs from non-entrepreneurs (Gartner, 1989). Gartner 
believes that education is one of the critical factors in distinguishing entrepreneurs from 
non-entrepreneurs (Gartner, 1989). Alfalih (2019) emphasises that highly educated 
entrepreneurs are known to be more able to perceive and exploit successful 
entrepreneurial opportunities than those with less education. Cho’s (1998) study also 
emphasises the effect of education on motives to create a new venture. Lee et al.’s (2005, 
p.41) study reveals that “the impact of entrepreneurship education in each country is 
different because of each country’s unique culture in regard to entrepreneurship”. “Great 
diversity exists among entrepreneurs based on their ‘growing background’ of social, 
cultural, and educational environments” [Lee et al. (2005), p.29]. Concerning education 
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and motives, Autio and Acs (2010) note that higher education levels improve the 
perception of opportunities. With formal education, individuals are better equipped to 
learn about markets and technology, and recognise opportunities in the surrounding 
environment (Shane, 2000). Formal education also allows individuals to develop learning 
aptitudes and enable skills to exploit those opportunities (Grant, 1996). Hence, 
individuals who stay within the education system for a longer period are more likely to be 
opportunity entrepreneurs (Baptista et al., 2014). Poschke (2013) found that necessity 
entrepreneurs tend to have lower levels of education, run smaller firms, expect their firms 
to grow less, but are likely to stay in the market for longer periods. Education increases 
access to social networks and creates a sense of self-efficacy; therefore, any educational 
advantage for females will translate to upper rates of opportunity-based entrepreneurship 
(Warnecke et al., 2012). Suchart’s (2017) research shows that education is a significant 
antecedent factor to become an opportunity driven nascent entrepreneur in both Europe 
and Asia. “Research has shown that the education level of opportunity entrepreneurs is 
higher than that of necessity entrepreneurs” [Van der Zwan et al., (2016), p.278]. 
Sarasvathy (2004) argues that individuals who are unhireable due to a lack of education 
and language skills are pushed to become necessity entrepreneurs. Finally, a study 
conducted by Nasiri and Hamelin (2018) on a sample of 12,515 nascent entrepreneurs 
from 17 MENA countries using GEM data from 2009 to 2014 also shows that 
entrepreneurs’ motives depend on their level of education, in that higher education 
increases the probability of being pulled by opportunity rather than being pushed by 
necessity. 

These considerations lead to the third hypothesis: 

Hypothesis 3 Education affects motives, in that educated entrepreneurs are more 
frequently motivated by opportunity than less educated entrepreneurs, in 
MENA and Denmark. 

2.4 Society 

Denmark has a unique entrepreneurial environment. According to the 2019 Global 
Entrepreneurship Index, Denmark’s entrepreneurial ecosystem is the fourth best in the 
world and the first in the EU, scoring 136 countries on 14 pillars of a healthy 
entrepreneurship ecosystem. Denmark’s strongest areas are: opportunity perception, 
opportunity start-up, technology absorption, human capital, product innovation  
and risk capital (The Global Entrepreneurship and Development Institute, 
https://thegedi.org/global-entrepreneurship-and-development-index//). 

According to the 2019 Global Entrepreneurship Index, MENA’s entrepreneurial 
ecosystem is as follows: United Arab Emirates scores 25th in the world and the first in 
the MENA region. Their strongest areas are networking, cultural support, product 
innovation, high growth and internationalisation. Qatar ranks 28, Saudi Arabia 42, 
Turkey 44, Kuwait 47, Tunisia 53, Iran 63, Jordan 64, Lebanon 66, Morocco 68,  
Egypt 81, Algeria 88, Pakistan 108, and Libya 113. Palestine, Syria, and Yemen score 
very low, therefore they are not on the list (The Global Entrepreneurship and 
Development Institute, https://thegedi.org/global-entrepreneurship-and-development-
index//). 

Entrepreneurial ecosystem as well as entrepreneurs’ motives varies in different 
societies. Hessels et al. (2008) mention that a study comparing Norway, the UK and  
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New Zealand and another study comparing the USA and Israel, found that motives vary 
between countries. They argue that necessity motives play a major role in developing 
countries as well as in developed countries, although to a lesser extent. 

Shenkar et al. (2014) compared and ranked different countries on their ratio of 
opportunity to necessity for early-stage entrepreneurs. They found a very high ratio for 
Denmark (27.4), compared with a very low ratio for China (1.2). They argue that whereas 
Danish entrepreneurs are likely to start a business as a way to tap opportunities for wealth 
and personal growth, Chinese entrepreneurs are more likely to take the plunge as a way 
of overcoming limited employment opportunities (Shenkar et al., 2014). According to 
Suchart (2017), necessity entrepreneurs are common in developing countries, while 
opportunity entrepreneurs are prevalent in mostly developed countries. 

These considerations lead to the fourth hypothesis: 

Hypothesis 4 Society affects motives, in that MENA entrepreneurs are less frequently 
motivated by opportunity than Danish entrepreneurs. 

Figure 1 shows the hypothesised positive effects as solid arrows and the negative effect 
as a dashed arrow. 

Figure 1 Effects on entrepreneurs’ motives from gender, age, education and society (see online 
version for colours) 

Gender female 

Age  

Education 

Society 
Denmark   

Motives 
opportunity 

H1 

H2 

H3 

H4 

 

“A higher proportion of men than women engage in entrepreneurship in all developed 
economies, despite a recent trend increase in female entrepreneurship in some of them” 
(Parker, 2009). The environment (cultural and political) in which females are located 
might influence their perceptions, ambitions, personality traits and motives  
(Santiago Castro and Pisani, 2013). Kalafatoglu and Mendoza (2017) studied women 
entrepreneurs living and operating businesses in Turkey, Lebanon, Saudi Arabia, 
Morocco, and Egypt. They examined “how gender and culture affect business creation, 
how women perceive social capital, and how important their personal networks are for 
their businesses, especially in the context of patriarchal societies” [Kalafatoglu and 
Mendoza, (2017), p.332]. They found that “being a woman entrepreneur in a highly 
patriarchal society limits entrepreneurial activities due to culture and social norms. 
However, networking appears as the key factor for these women entrepreneurs to  
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overcome the barriers that they face, such as access to capital, financial information, 
resources, and new business opportunities” [Kalafatoglu and Mendoza, (2017), p.332]. 
Pines et al studied gender differences in entrepreneurship using data from 2007–2008 
GEM in 43 countries. They found that in opportunity entrepreneurship the highest gender 
difference was in high-income countries. In necessity entrepreneurship, the highest 
gender difference was in low- and middle-income European and Asian countries 
(Monitor et al., 2012; Pines et al., 2010). 

These considerations lead to the fifth hypothesis: 

Hypothesis 5 The gender effect on motives depends on society, in that women in 
MENA are less often motivated by opportunity than women in Denmark. 

Age, like gender, shapes motives. Age is an attribute of a person that affects 
entrepreneur’s motives. Based on Becker’s (1965) theory of time allocation, for any 
individual, there exists a threshold age which is critical for the distribution of individual 
working. After this threshold age is reached, an individual willingness to invest time in 
starting new activities declines. As we grow older, the opportunity cost of time increases. 
Thus, the value we attach to time is an increasing function of age. Therefore, as we get 
older, we become less willing to invest time in activities that have a long and uncertain 
payback period, such as starting a venture (Lévesque and Minniti, 2006). 

Age and society in combination may also affect motives. Motives are more 
opportunity-based in more developed societies than in less developed societies. 
Furthermore, in more developed societies, older adults are more opportunity motivated 
than youngsters. 

These considerations lead to the sixth hypothesis: 

Hypothesis 6 The age effect on motives depends on society, in that older MENA 
entrepreneurs are less often motivated by opportunity than their peers in 
Denmark. 

Education shapes motives. In their study on the differences between opportunity and 
necessity-motivated business owners, Van der Zwan et al. (2016) show that for the Asian 
sample (in comparison to 25 European countries and the USA), education increase the 
probability of being an opportunity versus a necessity-motivated business owner. 

Education and society may affect motives also in combination. The impact of 
education on motives is embedded in society. In less developed societies, educated 
people are a scarce resource, so they may be especially attractive, and in the competition 
for access to opportunities, their educational certificate may give especially easy access, 
and both mechanism may boost the motives to seek opportunities in less developed 
societies. 

These considerations lead to the seventh hypothesis: 

Hypothesis 7 The education effect on motives depends on society, in that educated 
MENA entrepreneurs are more often motivated by opportunity than their 
counterparts in Denmark. 

Figure 2 shows the hypothesised positive effects as solid arrows and the negative effect 
as a dashed arrow. 
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Figure 2 Effects on entrepreneurs’ motives from the interaction of society with gender, age and 
education (see online version for colours) 

Gender female 

Age  

Education 

Society 
Denmark    

Motives 
opportunity 

H5 

H6 

H7 

 

3 Research design and data 

To investigate entrepreneurs’ motives, a sample of entrepreneurs, which is large and 
fairly representative is needed. Such a sample is available from the GEM surveys (Global 
Entrepreneurship Research Association, 2020). “GEM is an international research project 
that aims to identify: a) correlations between a country’s entrepreneurship activity and 
socio-economic growth, b) how entrepreneurial activity varies across countries; and  
c) which national framework conditions encourage a country’s entrepreneurial activities” 
[Nielsen et al., (2017) pp.52–54]. The GEM survey of individuals can be considered a 
two-stage sample of the adult population (18–64 years) in the world. In the first stage, 
countries have been sampled by self-selection; when researchers within some countries 
formed national teams that joined the GEM consortium. In each such participating 
country, the second stage was to draw an approximate national probability sample of 
adults and in interviews identify entrepreneurs. 

A sample of 7,543 entrepreneurs in MENA (including United Arab Emirates (358), 
Algeria (553), Egypt (213), Iran (707), Jordan (293), Kuwait (261), Lebanon (581), Libya 
(388), Morocco (471), Pakistan (319), Palestine (280), Qatar (1387), Syria (300),  
Saudi Arabia (260), Tunisia (184), Turkey (463) and Yemen (525)) and 2,973 
entrepreneurs in Denmark in the start-up and operating phases is at hand (in the period 
2001–2014). 

Adults were sampled randomly, and entrepreneurs were identified as those adults who 
were owner-managers of a start-up or operating enterprise. Therefore, the findings can be 
generalised with reasonable confidence for all the entrepreneurs in the two surveyed 
societies. 

The entrepreneurs starting or operating a firm reported on their motives, as detailed 
below, and on other characteristics of themselves and their firms: 

• Gender is coded 0 for males and 1 for female entrepreneurs. 

• Age is measured in years, ranging from 18 to 64 years. 

• Education is measured in years. 



   

 

   

   
 

   

   

 

   

   72 M. Sedaghat and P.W. Lei    
 

    
 
 

   

   
 

   

   

 

   

       
 

• Motive is measured by asking, are you involved in this start-up to take advantage of 
a business opportunity or because you have no better choices for work? And is coded 
1 if take advantage of business opportunity, 0 if no better choices for work. 

• Society is coded 0 for MENA and 1 for Denmark. 

The method for testing the hypotheses is logistic regression using SPSS. 

4 Results 

4.1 Motives by genders and society 

Table 1 shows that men and women are motivated more by opportunity than necessity in 
MENA. In Denmark, both genders are motivated more by opportunity than necessity. 
The motivational factors related to gender is very different in these two societies in the 
way that the difference between men and women is more significant in Denmark than in 
MENA. 
Table 1 Motives by genders and society (N= 10,516 entrepreneurs). 

Society MENA  Denmark 
Gender Men Women Men Women 
Opportunity motivated 59% 64%  80% 80% 
Necessity motivated 41% 36%  20% 20% 
Total  100% 100%  100% 100% 

4.2 Motives by age and society 

Table 2 demonstrates that in MENA, entrepreneur’s motives based on opportunity is 
decreasing by age. On the other hand, necessity-based entrepreneurship is increasing by 
age. In Denmark, opportunity-based entrepreneurship is decreasing by age and necessity 
entrepreneurship is increasing by age. 
Table 2 Motives by age and society (N = 10,516 entrepreneurs) 

Society MENA  Denmark 
Age (years) 18–29 30–49 50–64 18–29 30–49 50-–64 
Opportunity motivated 61% 62% 53%  85% 82% 75% 
Necessity motivated 39% 38% 47%  15% 18% 25% 
Total  100% 100% 100%  100% 100% 100% 

4.3 Motives by education and society 

Table 3 indicates that entrepreneur’s motives by opportunity is increasing by their level 
of the education in MENA. Their motives by necessity is decreasing by the level of 
education in MENA. 
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In Denmark, entrepreneurs’ motives by opportunity are growing by their level of 
education. Entrepreneurs’ motives by necessity are declining by the level of education in 
Denmark. 

The rising and falling educational level in MENA is more significant than in 
Denmark. 

The higher an entrepreneur’s education, overall, the more opportunity motivated the 
entrepreneur is likely to be. In other words, the higher an entrepreneur’s education, 
overall, the less necessity motivated the entrepreneur is likely to be. 
Table 3 Motives by education and society (N = 10,516 entrepreneurs) 

Society MENA 

Education Less than 
secondary degree 

Secondary 
degree 

Postsecondary 
education 

Graduate 
education 

Opportunity motivated 49% 60% 70% 79% 
Necessity motivated 51% 40% 30% 21% 
Total 100% 100% 100% 100% 
Society Denmark 

Education Less than 
secondary degree 

Secondary 
degree 

Postsecondary 
education 

Graduate 
education 

Opportunity motivated 75% 77% 80% 84% 
Necessity motivated 25% 23% 20% 16% 
Total 100% 100% 100% 100% 

4.4 Motives by society 

Table 4 shows that entrepreneurs in MENA are more opportunity motivated rather than 
necessity motivated. In Denmark, entrepreneurs are more motivated by opportunity rather 
than necessity. There is considerable variation between motives in terms of opportunity 
and necessity in these two societies. 
Table 4 Motives by society (N = 10,516 entrepreneurs) 

Society MENA Denmark 
Opportunity motivated 60% 80% 
Necessity motivated 40% 20% 
Total  100% 100% 

4.5 Logistic regression results 

This section tests the hypotheses statistically, first about effects of gender, age, education 
and society on motives, secondly whether gender, age and education effects on motives 
depend on society. Table 5 represents the results of logistic regression modelling. 

The result of the test indicates that a statistically significant relationship exists 
between gender and motives, age and motives, education and motives as well as between 
society and motives in MENA and Denmark, with a p-value of 0.009, 0.001, 0.0001 and 
0.0001, respectively. Based on these results, the first four hypotheses are accepted. 
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Table 5 Entrepreneurs’ motives affected by gender, age, education and society 

 Coefficient Probability-value 
Gender female 0.13 0.009 
Age –0.006 0.001 
Education 0.08 < 0.0001 
Society Denmark 0.75 < 0.0001 

Note: Based on two societies with 10,516 entrepreneurs. 

In other words, women in MENA are less often motivated by opportunity than women in 
Denmark (H1). Older entrepreneurs are more frequently opportunity motivated than 
younger entrepreneurs (H2). 

Educated entrepreneurs are more frequently motivated by opportunity than less 
educated ones (H3). 

MENA entrepreneurs are less frequently motivated by opportunity than Danish 
entrepreneurs (H4). 

4.6 Logistic regression results (with interaction effects) 

We had also hypothesised that the gender effect on motives depends on society; the age 
effect on motives depends on society. Finally, education effect on motives depends on 
society as well. 

The results of the logistic regression analysis with interaction effects are shown in 
Table 6. 
Table 6 Entrepreneurs’ motives affected by gender, age, education, society and a combination 

of society with gender, age and education 

 Coefficient Probability-value 
Gender female 0.21 0.0003 
Age  –0.002 0.33 
Education 0.09 < 0.0001 
Society Denmark 1.93 < 0.0001 
Society*Gender –0.286 0.013 
Society*Age –0.017 0.0004 
Society*Education –0.028 0.050 

Note: Based on two societies with 10,516 entrepreneurs. 

As illustrated in Table 6, the interaction effect of society and gender on motives is 
negative and significant. The gender effect on motives depends on society, in that women 
in MENA are less often motivated by opportunity than women in Denmark (H5). 

The interaction effect of society and age on motives is negative and significant. The 
age effect on motives depends on society, in that older MENA entrepreneurs are less 
often motivated by opportunity than their peers in Denmark (H6). 

The interaction effect of society and education on motives is negative and significant. 
The education effect on motives depends on society, in that educated MENA 
entrepreneurs are less often motivated by opportunity than their counterparts in Denmark 
(H7). 
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5 Conclusions 

This study outlines the characteristics and determinants of MENA and Danish 
entrepreneurs and illustrates the distinctive attributes of these entrepreneurs. The aim of 
the paper is to shed some additional light onto this area: Entrepreneurs’ motives shaped 
by gender, age, education and societal effects: MENA and Denmark. The overall sample 
size of data from MENA was 7,543 and Denmark 2,973. The issue has discussed how 
entrepreneurial motives unfold in society, specifically how entrepreneurs’ motives differ 
by age, gender and education. Seven hypotheses have been specified. 

Gender was hypothesised as being negatively affected by motives; in that women are 
less frequently opportunity motivated than men in MENA and Denmark. Results show 
that gender affects motives; meaning that women in MENA are less often motivated by 
opportunity than women in Denmark. This positive effect of gender supports  
Hypothesis 1. Surprisingly our results are in contrast with what Nasiri and Hamelin’s 
(2018) found on their study of a sample of 12,515 nascent entrepreneurs from 17 MENA 
countries. They found that gender has no discernible effect on the motives for becoming 
entrepreneur (Nasiri and Hamelin, 2018). 

Age was hypothesised as being negatively affected by motives; in that older 
entrepreneurs are less frequently opportunity motivated than younger entrepreneurs in 
MENA and Denmark. Results show that age affects motives negatively; meaning that 
older entrepreneurs are more frequently opportunity motivated than younger 
entrepreneurs. This negative effect of age supports Hypothesis 2. 

Education was hypothesised as being positively affected by motives; in that educated 
entrepreneurs are more frequently motivated by opportunity than less educated 
entrepreneurs in MENA and Denmark. Education effects motives (the effect is positive 
and significant). Therefore, educated entrepreneurs are more frequently motivated by 
opportunity than less educated entrepreneurs in MENA and Denmark. This positive effect 
of education supports Hypothesis 3. Our findings are aligned with earlier studies that find 
higher educated individuals have less difficulty in finding employment, thus, they have a 
higher likelihood of becoming opportunity-driven entrepreneurs (Block and Wagner, 
2007; Sarasvathy, 2004). 

Society was hypothesised as being negatively affected by motives; in that MENA 
entrepreneurs are less frequently motivated by opportunity than Danish entrepreneurs. 
Society affects motives (the effect is positive and significant). Therefore, MENA 
entrepreneurs are less frequently motivated by opportunity than Danish entrepreneurs. 
This positive effect corroborates Hypothesis 4. 

We also hypothesised that the gender effect on motives depends on society; in that 
women in MENA are especially seldom motivated by opportunity. Interaction effect of 
society and gender on motives is negative and significant; meaning that women in 
MENA are less often motivated by opportunity than women in Denmark. This negative 
effect supports Hypothesis 5. 

We then hypothesised that the age effect on motives depends on society; in that older 
MENA entrepreneurs are especially rarely motivated by opportunity. The interaction 
effect of society and age on motives is negative and significant; meaning that older 
MENA entrepreneurs are less often motivated by opportunity than their peers in 
Denmark. This negative effect supports Hypothesis 6. 

Finally, we hypothesised that the effect of education on motives depends on society; 
in that educated MENA entrepreneurs are especially often motivated by opportunity. The 
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interaction effect of society and education on motives is negative and significant. The 
education effect on motives depends on society, in that educated MENA entrepreneurs 
are less often motivated by opportunity than their counterparts in Denmark (H7). 

This result is consistent with the existing entrepreneurship literature. For instance, 
Suchart (2017) studied a sample of nascent entrepreneurs from 13 countries of Europe 
including Sweden and Norway, and 10 countries of Asia including Iran. He found that 
education has a positive effect on the likelihood of being an opportunity driven nascent 
entrepreneur in both Europe and Asia (Suchart, 2017). 

6 Recommendations for future research 

Entrepreneurs’ motives differ by age, gender, education as well as age range, education 
range and between genders in MENA and Denmark. Other factors like culture affects 
their motives as well. The two societies differ in culture; traditional culture prevails in 
MENA, whereas Denmark has a more modern culture. It could also be challenging to 
consider another environmental national variable like trust. 

Another study could investigate how other factors - like environmental legislation, 
e.g., tax, intellectual property and labour laws, which might be tougher in MENA region 
– might affect entrepreneurs’ motives. The unemployment rate as well as unemployment 
duration (Nikiforou et al., 2019) are other factors, which are different in MENA and 
Denmark that leads to opportunity, or necessity-based entrepreneurship. The 
unemployment rates for the non-oil-producing economies of the MENA-region are 
among the highest in the world. 

To improve the understanding of entrepreneurship and contribute to developing a 
broader vision that includes both economic and non-economic aspects, we recommend 
re-examining the motivation variable from the GEM and other entrepreneurship studies. 
This variable should include other possible categories that consider social aspects and 
how context variables determine possibilities for entrepreneurship in the specific context 
of the MENA region. Finally, it is suggested to GEM to consider three types of 
entrepreneurial motivation: necessity, opportunity and transition (Puente et al., 2019). 

7 Recommendations for policy makers in the MENA region 

“The MENA region must create the institutional infrastructure appropriate for the 
development of entrepreneurship, especially financial legislation. MENA must promote 
the creation of parallel educational programs to cultivate entrepreneurial skills at all 
levels of a given economy, including the non-governmental sector” [Eid, (2011), p.1]. 
MENA should support business growth with technical assistance and education. They 
should “incorporate various ‘appropriate’ versions of entrepreneurship education and 
capacity building at all levels, ranging from executive education and awareness raising, to 
the education of young women in schools, to microfinance for those with limited ted 
education and means in rural and urban areas” [Eid, (2011), p.12]. 

The MENA region requires a reduction in poverty and unemployment in order to 
mitigate necessity-based entrepreneurship and increase in human capital, better access to 
credit, and more transparent business regulations to promote opportunity-based 
entrepreneurship. 
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8 Contributions and implications 

The design carries significant value in the way that the representativeness in the sampling 
together with a large sample size enable the findings to be generalised to entrepreneurs in 
MENA and Denmark. 

Theoretically, one value is to distinguish between entrepreneurs’ gender, age, 
education and society and to elaborate and test propositions about the different effects of 
these variables upon motives. 

Another theoretical value of the study is to elaborate and test propositions about how 
the gender effect on motives depends on society as well as age effects and education 
effects. 

More generally, our study of motives, as influenced by gender, age, education and 
society, contributes to an understanding of entrepreneurial endeavours as performed by 
individual actors, the entrepreneurs, in a micro-level context, and in a macro-level 
context, their governments. 

9 Research limitation 

It was only possible to take into account a limited number of motives currently measured 
as part of the GEM project. 

Another limitation of this study was lack of qualitative information to enable the 
author to triangulate with quantitative data, to corroborate research findings. 
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