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A  Study of the Factors Influencing Innovation in Emirati Women Owned Small and Medium Enterprises (SMEs)

Abstract
Innovation is the best way to gain competitive advantage over the competitors and is a key aspect for business success in the current competitive market. Encouraging innovation in Small and Medium Enterprises (SMEs) is one of the main policy initiatives by the government at the local, regional, and national level for stimulating economic development. Women are the key contributor to United Arab Emirates (UAE) diverse talent pool and are taking the lead as change agents and innovators.
The major purpose of the study is to identify the practice of innovation among Emirati women entrepreneurs, evaluate their innovation process, understand the types of innovation they use in their businesses, address the obstacles they face as entrepreneurs, and prioritise the factors influencing the innovation in the Emirati-owned nascent, start-up, and established SMEs. This study is timely and in alignment with the UAE’s vision to foster a unique innovation ecosystem for a knowledge-based economy.
The study is divided into three stages: (a) identifying innovative female Emirati entrepreneurs, (b) case studies of selected entrepreneurs, and (c) an AHP (Analytical Hierarchal Process) based model to prioritise factors helpful in facilitating business innovation. In the first stage, a questionnaire based study was conducted to identify innovative firms owned by Emirati women. The second stage of the research was based on case study methodology. The major focus of this stage is to understand more closely issues like innovation characteristics, challenges and factors influencing innovation. The third stage of this research utilized AHP based model to prioritise factors influencing innovation.
The findings from first stage of the research are that most of the Emirati women entrepreneurs have invested in service industry, whereas construction, technology and agriculture sector have the least percentage of Emirati women entrepreneurs. Among the 50 entrepreneurs only 10 Emirati women entrepreneurs have initiated the innovation characteristics in their business and 75% of respondents focus on incremental innovation, whereas 25% of them are focused on radical innovation. From the second stage of research, all the 10 respondents believe that a strong vision, qualified education background and risk taking attitude are the necessary characteristics imbedded in an innovative entrepreneur, whereas new technology adoption, networking, implementation of new or improve product, process, marketing and organizational innovation will help the innovative entrepreneurs to commercialize their business idea. Investing in research and development (R&D) activities and allocating training fund for their employees will boost the innovation level in the business and considered one of the influencing factors among Emirati women entrepreneurs. In the third stage respondents from the focus group collectively prioritised government policies, R&D, innovation strategy, and skills development as the main criteria influencing innovation for Emirati women owned SMEs. Family support, access to external finance, social networks, and allocation of funds are the main sub criteria affecting women entrepreneurs’ innovation and participation in the entrepreneurial field. 
The findings of this study will help policy makers and associations such as business women’s councils to identify the specific inhibitors and facilitators linked to innovation and hence will help in developing various effective policies to promote innovation among Emirati women-owned SMEs. This will eventually encourage Emirati women entrepreneurs to be more innovative in their businesses, ensuring successful entrepreneurial ventures ultimately leading to women’s empowerment and better economic development for the nation. 
Key words: Innovation, Female entrepreneurs, Emirati, Small and medium enterprises, Analytical Hierarchal Process (AHP), United Arab Emirates. 
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Chapter 1: Introduction
	
The business environment is becoming increasingly dynamic, complex and unpredictable, a place where technology, globalization, knowledge and changing competitive approaches affect organizational performance. Innovation has become one of the most crucial drivers of long-term development (Lederman, 2010; Leiponen, 2005), and it is a key aspect for business successes to attain sustained competitive advantage (Delgado-Verde, 2011).Hence, it should be encouraged, supported and cultivated to the greatest possible extent (Perera & Wijeyaratnam, 2013). In the past, innovation was thought of as the territory of large corporations; however, recently, there has been a growing acceptance of the fact that any business can be innovative, regardless of size or sector (Mbizi et al., 2013).Research shows that new small and medium enterprises (SMEs) are continually entering the market with innovative ideas, products and processes (De Jong & Marsili, 2006; Ramadani & Gerguri, 2011). New businesses challenge the status quo with new innovative ideas or approaches to market needs that force the existing SMEs to improve their existing products or processes. Innovation can also help businesses grow their product lines by introducing new products. Such diversification leads to the spread of risk for different products and different markets, which protects the SMEs from the effects of market shocks (Spraggon & Bodolica, 2014). Thus, SMEs determine a huge share of new product innovations (Box, 2009; Schilirò, 2015).
Innovation helps businesses meet the changing needs of consumers. Through innovation, SMEs can find better ways to offer services and manufacturing products that are customized according to the changing tastes and preferences of consumers across different markets. Innovation enhances customer satisfaction levels and therefore increases the chances of repeat purchases and affirms loyalty. By meeting consumer needs satisfactorily, businesses will have an upper hand over their peers while also establishing global competitiveness. Innovation also helps SMEs gain global recognition, thus giving them access to new, larger markets (Spraggon & Bodolica, 2014) and better ways to raise capital (Delgado-Verde, 2011). Through innovation, SMEs can offer services to more clients, both physically and virtually. By embracing the Internet and online marketing platforms, businesses can reach greater markets while also benchmarking better ways to meet consumer needs (OECD, 2015).The connection between innovation and gender has attracted increased interest among researchers (Crowden, 2003; Danilda & Thorslund, 2011; Johansson & Lindberg, 2011). 
The next section describes UAE Economy; innovation in SMEs based in the UAE; the role and contribution of Emirati women-owned SMEs in general and to innovation in particular. This section will also provide a brief overview of the research.
UAE economy and SMEs Definition
UAE is the most diversified economies in the Middle East region. They provide plenteous business opportunities in other sectors apart from oil and gas sector. SMEs are considered to be the backbone of industrial development. SMEs are one of the factors that cater vibrancy to the national economy and they play an important role in providing employment and unwinding the entrepreneurial spirit of the population. In the past decade, UAE have seen a drastic change and shift from being a desert to the oil and gas supplying country and now the most visited place and a tourism spot in the entire world with the government’s intention to further its image as the tourist spot (Haryopratomo et al., 2011). UAE is ranked 7th in the world for oil and natural gas reserves and it is the most developed economies in Western Asia ranking 7th in the world (Rao & Khawaja, 2014). UAE is one of the most developed countries in the Gulf region and has the world's highest Gross Domestic Product (GDP). GDP measures the national income and output of the country and in UAE, GDP is worth 370 billion US$ in the year 2015 and GDP growth rate has expanded to 3.9 % in year 2015 compared to the previous year and has been forecasted to increase to 415 billion USD by the year 2020 (Tradingeconomics.com, 2016).
Table 1: GDP, GDP Per Capita and GDP growth rate in UAE
	
	Actual
GDP
	Previous
GDP
	Highest
	Lowest
	Forecast
2020

	GDP
(USD Billion)
	370.29
	399.45
	399.45
	2.85
	415

	GDP
Per Capita (USD)
	39543.71
	38622.71
	115003.43
	34341.91
	29600

	GDP Growth rate (%)
	3.90
	4.60
	9.80
	-5.20
	4.3



In the below Figure 1: The graph shows the GDP growth rate of UAE from the year 2006 to 2016 (Tradingeconomics.com, 2016)
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Figure 1: GDP annual growth rate of UAE from the year 2006 to 2016
UAE comprises of commodity based economy with shipments of oil and natural gas. As there is high dependence on oil leads, there is a new challenge as oil is an exhaustible resource and because of instability in oil prices, revenue from oil is uncertain. Hence, sustainable growth and development strategy in UAE depends on a shift from oil and gas sector economy to other sectors like retail and wholesale, manufacturing, agriculture and science & technology based economy which leads to economic diversification.
SMEs play a crucial role in the UAE’s economy as a whole, by creating job opportunities, export performance and significantly contribute to the country’s GDP. They contribute more than 60% of UAE’s GDP, SMEs comprise more than 94% of total number of enterprises in UAE and their contribution towards private sector employment is 86% (Al-Ansari & Pervan, 2014). This is a very significant proportion of private sector employment in the country. They stimulate the market and create a favourable investment environment. In UAE, SMEs are mostly family owned (Naser et al, 2009). The country’s legal regulation requires UAE nationals having full or partial ownership of UAE business organizations (Rao & Khawaja, 2014). In the below figure 2 and 3, breakdown of SMEs by sector and Emirates are displayed respectively.
Figure 2: SMEs breakdown by Sector.
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           (Source: Dubai SME, 2015)




Figure 3: SMEs breakdown by Emirates.
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(Source: Dubai SME, 2015)
Different countries define SMEs in a different manner, but the basic concept of a SME is considered to be a business entity, small companies or partnership firms having a small amount of capital  and reserves and employing a fewer number of employees. Defining a SME is very important; as it can help governments in developing policies for the development of SMEs and avoids deformation of SME policies which leads to misapplication of funds. Currently, there is no unified UAE wide definition for SME, whereas Abu Dhabi and Dubai have their own SME Definition.
Table 2: Abu Dhabi definition for SMEs
	Enterprise
	Number of employees

	Micro
	<5

	Small
	>5 and ≤ 19

	Medium
	>20 and ≤ 49

	Large
	>50


		(Source: scad, 2015)
Table 3: Dubai definition for SMEs
	
	Trading
	Manufacturing
	Services

	
	Number of Employees
	Turnover
AED Million
	Number of Employees
	Turnover
AED Million
	Number of Employees
	Turnover
AED Million

	Micro
	≤9
	≤9
	≤20
	≤10
	≤20
	≤3

	Small
	>9 & ≤35
	>9 & ≤50
	>20 & ≤100
	>10 &  ≤100
	>20 & ≤100
	>3 & ≤25

	Medium
	>35 & ≤75
	>50 & ≤250
	>100 & ≤250
	>100 & ≤250
	>100 & ≤250
	>25 & ≤150


(Dubai SME, 2015)
According to A.T. Kearney, SMEs are expected to contribute an additional US$ 100 billion to the region’s GDP and create 2 million jobs in the coming years (Ritwika, 2010). Government support is highly obligatory if this scenario has to happen with SMEs in UAE. Presently UAE Government has recognized SMEs needs on time and providing them appropriate resources to grow as well as encouraging the younger entrepreneurs to be more challenging and innovative (Sahoo, 2015). The diversity of the SMEs provides opportunities for different individuals and professionals across different cultures. SMEs may be small but have a huge potential of creating thousands of jobs through specialization in the different sectors of the economy. The ability to create employment is important when defining a successful economy. SMEs therefore provide the UAE government with the ultimate solution in the provision of jobs for youth and women (Halilem et al., 2012). The competitiveness of the UAE SMEs as attracted thousands of expatriate job seekers from all over the world, thus creating a pool of highly qualified and specialized workers in the country. This not only improves the country’s global competitiveness but also leads to the production of better quality products (Hussain et al., 2015). A global survey done in 2014 i.e. the Zurich 2014 Global SME survey noted that about 26% of SMES in the UAE grew their domestic operations (Al-Ansari & Pervan, 2014). This is important because it will lead to increased revenue collection in the long term. SMES in the UAE exhibit a positive outlook with a huge potential for future growth. On average, about 30% of SMEs in the UAE register annual growth. In most cases, this translates to increased revenues and hence more profitability. The growth of these enterprises continues to boost government revenue as well as provide employment opportunities to the Emiratis (Al-Ansari et al., 2013). 
SMEs are among the biggest contributors of foreign exchange to the UAE. In 2014, about 20% of SMEs in the UAE increased their overseas activities (Dubai SME, 2015). The outlook on overseas operations remains positive for many of the SMEs especially with the improved U.S and European economies. The majority of SMES in the UAE have operations in the United States and Europe, with some establishing operations in Asia and Africa (Aziz & Jamali, 2013). Foreign currencies remitted through taxes are important towards cushion the UAE economy from global economic shocks such as the fall in the oil prices. The global decline in crude oil prices presents a big challenge to the UAE. The fall in oil prices has hit government revenue thus threatening to stall the implementation of key government social and infrastructural projects. SMEs have become the most important economic stabilizers in this shaky period. Therefore, increased oversees activities will help the government boost its foreign exchange reserves as oil prices remain low (Zain & Kassim, 2012). SMEs in the UAE are continuously implementing expansionist strategies. This has lead to increased fiscal activities resulting to economic expansion. This has led the foundation for the growth of different critical sectors such as the financial sector. The UAE has one of the best-developed financial sectors in the Middle East, and continues to get better with each economic reform. SMEs account for a huge proportion of financial transactions in the UAE especially the acquisition of loans. They are among the most important clientele to the banks due to their constant cash flow needs (Aziz & Jamali, 2013). The capital market has also been a beneficiary of the SME revolution, with many SMES listing in the stock exchange while others continue to show their intention of listing in the stock exchange. This has led to capital inflows from countries such as the U.S and the European countries. Capital inflows lead to the development of better capital markets ad international confidence in the UAE economy.  The SMEs will also be able to secure capital needed for the expansion of their operations into different markets. The SME sector has also led to growth of a stable high-spending middle class in the UAE. The middle class offer a ready market to the various entrepreneurs in the country thus leading to economic growth (Kamalian, 2013). 
Innovation in UAE-Based SMEs
In the UAE, micro-firms account for 72% of all businesses, followed by small firms that account for 18% of the business count, and by medium-sized firms that represent 5% of businesses (Dubai SME, 2015). Innovation has a very important function in the survival of SMEs in the UAE. It does not occur in isolation; innovation requires collaboration between stakeholders, institutions and users, and it is critical for creating a competitive advantage and for improving governance (OECD, 2015). The fundamental impulse that sets the capitalist engine in motion comes from an entrepreneur’s innovation capacity. According to a global survey on innovation conducted for GE Global, UAE was ranked first among the 26 countries surveyed (Edelman, 2014). Even though innovation is a global game, it needs to be localized to best serve a specific market. Edelman (2014) also suggested that the business model plays a crucial role in pursuing innovation and becoming a market leader. According to Schilirò (2015), nearly 85% of respondents agreed that collaboration and networking are the main criteria for innovation success in the UAE. According to survey conducted by Global Entrepreneur Monitor (GEM, 2013), 12.2% of Emirati entrepreneurs believed they are expected to use new or introduce new technologies as part of their growth strategy. The data also revealed that there are low rates of innovation and a desire to copy rather than invent among companies owned and managed by Emirati. In 2011, almost all new businesses started in the UAE had no or low technological levels, with only 2.3% being medium-tech or high-tech new ventures (GEM, 2013). That is the second-lowest rate among the innovation-driven economies and far removed from Norway, which was the best-performing country at 14.3%.
Radical innovation plays an important role in creating new markets and industries. Over the past decade, the UAE adopted incremental innovations (GEM, 2012); however, Al-Ansari et al., (2013) reported that since 2009, UAE-based SMEs have made a significant number of radical innovations and fewer incremental innovations. According to research conducted by Dubai SME on 500 SMEs, 8% of the respondents indicated that they maintain an annual budget for research and development (R&D) and product development; only 13% of respondents indicated that they have implemented some form of innovation either in terms of product innovation or process enhancement/improvement. SME-oriented countries like Malaysia, New Zealand and the UK are directly compared to Dubai, one of the major Emirates of the UAE, as higher proportion of innovation is implemented within manufacturing SMEs at 29%, as compared to services at 16% and trading at 4% (Dubai SME, 2015).Innovation is critical to the implementation of cost-cutting measures in the manufacturing and service industries. Cost cutting demands high efficiency levels in all departments. Innovation offers the ultimate solution to promote efficient management and implementation of good business practices. The use of innovative technology can help reduce production and administrative costs in SMEs. It can cut labour costs drastically by mechanising and automating production and the management of routine practices within the business (Krishnaswamy et al., 2010). 
The UAE government has demonstrated interest in innovation by investing in infrastructure, human capital and job creation and fostering innovation and growth. Significant investments have been made in the oil and gas, information and communication technology (ICT) and retail industries and are in line with the government’s vision to create a knowledge-based economy (El-Sokari et al., 2013; Schilirò, 2015). The government has created innovation guidelines, Sheikh Mohammed bin Rashid Al Maktoum, vice president and prime minister of the UAE, launched the National Innovation Strategy in October 2014, which focuses on seven sectors: renewable energy, transport, education, health, technology, water and space. Schilirò (2015) argued that this is an important step aimed at innovation policy and this strategy is a step in the right direction for the UAE’s economy and the country’s SMEs becoming more innovative (GEM, 2015). It is the primary tool to achieve UAE Vision 2021 “to be among the most innovation nations in the world”, and it can serve as an engine for the growth and development of distinctive skills and capabilities across the nation (Sahoo, 2015). The UAE is one of the most innovative Arab countries, but it is aiming to become one of the innovative countries in the world (Al-Ansari et al, 2013).
The first phase of the National Innovation Strategy comprises 30 national initiatives to be completed within 3 years, including new legislation, innovation incubators, investment in skills specialization, private-sector incentives, international research partnerships and an innovation drive within government. The UAE government believe inducing innovative skills and education material for schools and universities with appropriate vocational training for students can inspire students to be innovators. The National Innovation Committee (NIC) was formed under the direction of the prime minister, who will oversee the UAE’s efforts to become one of the world’s most innovative countries within 7years (Hussain et al., 2015; Sahoo, 2015). The committee includes a number of federal government entities to monitor the implementation of the National Innovation Strategy. Taking inspiration from South Korea, an innovation-driven country, UAE government has launched a seven-point scheme to make innovation the driving force in its schools and universities. The UAE government is putting USD 1.2 billion into these initiatives (Schilirò, 2015).Government regulations on labour and the environment has kept many SMEs from operating in the UAE. Through innovation, SMEs in the UAE can find better ways to comply with government regulations (Gackstatter et al., 2014).For example, SMEs in the manufacturing sector can use better technology to reduce environmental pollution and thus meet government regulations. Businesses can also use innovation in circumstances where the government regulates the financial sector in ways that hinder business development (Hussain et al., 2015). SMEs can use financial innovations to raise money for global operations (Sinha et al., 2013). 
Role and Contribution of Emirati Women-Owned SMEs
UAE women contribute about USD3.6 billion to the country’s economy, and over 80% of this contribution comes from women-owned SMEs (Al-Ansari et al., 2013). Women own more than 30% of all SMEs in the UAE with the majority of these enterprises being on the forefront in the provision of practical solutions across the UAE (Dubai SME, 2015).This represents the significant contribution of women entrepreneurs, who are not only homemakers but also public-and private-sector employees (GEM, 2013). Women run efficient SMEs that are nationally and globally competitive in the provision of essential services and goods. This has created a cultural shift by promoting the rights of women with regard to property and business ownership and management (Al-Ansari et al., 2015). Women-owned SMEs in the UAE have emerged as strong, competitive firms in almost all fields (Sahoo, 2015). 
Women’s ability to perform multitasks, innovate and provide practical solutions to consumers have helped Emirati women develop SMEs that surpass the male-dominated SMEs. In the technology, fashion and service industries, women-owned SMEs have made major transformations (Dutta et al., 2014). According to Minniti & Naude (2010), the majority of women owned SMEs are more efficient than those run by men. Women-led SMEs are better at implementing cost-cutting strategies, such as running the business from home or implementing different functions within a single office space. The higher levels of efficiency have led to better prices for products and services in the UAE, thus eliminating the inefficient SMEs. This has resulted in improved national welfare and encouraged competitiveness (Al-Ansari et al., 2015). With the increase in the number of women creating SMEs, the level of competition has risen tremendously, demanding both efficiency and innovation, which in turn has prompted companies to adopt better manufacturing technology and services (Hussain et al., 2015). 
The majority of SMEs owned by Emirati women are young businesses, and data from the UAE Ministry of Economy indicates that about 56% of women-owned SMEs are less than 5 years old (Statistics Centre – Abu Dhabi, 2015). SMEs that are less than 5 years old are vulnerable to economic fluctuations, especially in an oil-dependent economy such as the UAE (Hvidt, 2013). Therefore, young SMEs are in need of government support, especially for cushioning the businesses from the effects of a plunge in crude oil prices. Businesses in this category are affected by changes in demand because the majority of these SMEs have not diversified into different sectors to spread their risk. The majority of the businesses (62%) are relatively small, with annual gross sales falling just below AED367, 000 (Spraggon & Bodolica, 2014).
On the positive side, the fact that the majority of women-owned SMEs are less than 5 years old shows that women are starting SMEs at a high rate. This is positive news not only for aspiring female entrepreneurs in the UAE but also for the economy. SMEs that are less than 5 years of age exhibit an equal chance of both tremendous growth and collapse. Young businesses, therefore, offer an opportunity for investment in promising sectors and offer a way for the government to provide financial support to businesses in vulnerable sectors.
Another factor to consider in analysing the present status of Emirati women enterprises is that most of the businesses are owned by women between 27 and 35 years of age. Women between 27 and 38 years of age own 58% of all women owned SMEs, and women between 40 and 50 years of age own about 27% of the other SMEs (Firth, 2014). Unlike older women, younger women often find it easier to navigate the challenging business environment in the UAE. SME owners are well-educated women, with the majority of them having university degrees in related or unrelated disciplines (Zakaria et al., 2016). About 26% of women-owned SMEs are in the service sector. The majority are business consultancy services, tourism and travel advisors, relocation consultants and personal shopping services. Others provide corporate event planning and market research services. Of the non-service SMEs, about 30% of the SMEs are in wholesale and retail. These entities deal mostly with fashion, cosmetic products, perfumes and electronic devices. The businesses are spread across different sectors, indicating the level of innovation among Emirati women. The majority of women-owned SMEs do not have many employees because of their small size. About 68% of the SMEs have fewer than 10 permanent employees, and82% have no paid employee (Firth, 2014). 
Innovation in Emirati Female-Owned SMEs
According to Naser et al., (2009) and Gackstatter et al., (2014), gender discrimination was identified as a problem among entrepreneurs globally; however, there is less gender discrimination in the UAE in comparison to other Middle Eastern and Asian countries (Aulet, 2013; Perera & Wijeyaratnam, 2013; Sahoo, 2015). The main factors for Emirati women’s survival in their business are their motivation and their ability to gather encouragement, support and capital (Miller, 2010). 
Women entrepreneurs in UAE bring various forms of innovation into industries. One such innovation is incremental innovation. Incremental innovation is an innovation that refines and improves an existing design by making improvements to its components (Zain & Kassim, 2012). This type of innovation is related to product or process innovation that involves the creation of new products or the improvement of existing products based on changes in customer needs and market trends (Barringer & Ireland, 2012). This form of innovation also involves the implementation of improved or new delivery or production methods. Emirati women have been able to implement incremental innovations through advanced technology and the facilitation of improvements in product components. The main sectors that have experienced incremental innovations include the fashion and cosmetics industries. 
Emirati women have also initiated radical innovations, especially in the service sector (Sahoo, 2015). They have created more efficiency in business consultancy services by incorporating the services of global consultancy agencies outside the UAE. In tourism and travel consultancy, Emirati women have developed innovative ways to establish direct links between airlines and their clients through the facilitation of SMEs. As a result, customers enjoy direct bidding for airlines and hotels; SMEs only provide the platform for these services rather than acting as holding agents for the airlines and hotels. They have also implemented new forms of architecture in manufacturing by overhauling the design of electronic devices, jewellery making, farming, handicrafts and cosmetics (Zakaria et al., 2016). This innovation is related to organization innovation, which is related to the business structure innovations that are adopted to ensure that an organization maximizes its internal capacity to achieve maximum efficiency in its production and marketing activities (Aulet, 2013).
Another notable form of innovation initiated by Emirati businesswomen is marketing innovation (Ajayi & Morton, 2015). Emirati women have improved marketing strategies by redesigning warehouses and showrooms to provide a better view of products for clients. SMEs in the fashion and cosmetics industries have created online showrooms that reach clients across the globe. Many SMEs have embraced market segmentation, producing goods suited to different markets depending on the economic status of different markets (Zakaria et al., 2016). Those market innovations have allowed SMEs to secure and control huge markets and stay ahead of their peers.
Research Gap
Regardless of the improvements made in gender parity, numerous gaps remain between females and males in areas such as entrepreneurship, education and employment (Fernandez & Ali, 2015). Even though human rights and gender equality are considered to generate huge productivity benefits, presently women empowerment joins the clan. From an innovation standpoint, empowering women; offering them equal rights in the public, private and SME sectors; and accepting their contribution to technology, construction, medical, R&D, space research and aviation have a positive effect on major developmental projects such as the Millennium Development Goals globally and the Khalifa Fund in the UAE (Sahoo, 2015; United Nations, 2015).In recent decades, a substantial decline in gender favouritism has resulted in an increase in women’s entrepreneurial contributions (Perera & Wijeyaratnam, 2013). Female entrepreneurship is developing around the globe and has garnered the attention of multilateral organizations, many international development firms and numerous civil and governmental foundations and societies. The growth of women entrepreneurs in developing countries has drawn the attention of both academics and policymakers. Women now make up 40% of the global workforce (GEM, 2015; United Nations Conference on Trade and Development, 2013). However, women remain extensively underrepresented as entrepreneurs in a country like the UAE, even though women’s contribution to the labour work force has been continually increasing (Al Hallami et al., 2013). 
Additionally, various knowledge gaps continue to hinder women’s advancement of economic and sustainable development growth through the development of innovative high-growth enterprises. According to Donna, Slavica, and Mike, various gender differences are becoming clear from the entrepreneurs’ responses regarding how innovation is put to work, irrespective of a nation’s status as developing or developed (GEM, 2016). One aspect that has emerged recently is that women are more likely to enter into entrepreneurship after first seeking the necessary educational and training opportunities (GEM, 2015).Donors, international public institutions, national and local governments, NGOs, private companies, charities, knowledge institutes and business associations have initiated programs and policies to promote and develop women’s entrepreneurship (GEM, 2012; OECD, 2004). UAE’s 2015 vision ‘Year of Innovation’ is strictly followed and is in line with Vision 2021by sustaining economic growth and generating job opportunities for young people (Schilirò, 2015). It has been determined that innovation is not merely dependent on R&D expenditure; appropriate investment, innovation strategy and technological and entrepreneurial skills are also needed to create an innovation-based economy (Al-Ansari et al., 2013; Dutta et al., 2014; Schilirò, 2015). 
It is evident from previous research (Gutcher, 2013; Hussain et al., 2015; Naser et al., 2009; Sahoo, 2015) that a considerable number of female Emirati entrepreneurs have been observed. Very little research has been done to explore the factors inhibiting or facilitating innovation in Emirati women-owned SMEs. As a result, it is expected that this study will address the gaps and provide a better understanding of the pertinent issues affecting innovation in Emirati women-owned SMEs, prioritizing the factors that are necessary to address the issues pointed out. Hence, this research aims to examine the development of innovation in women-owned SMEs in the UAE by identifying variables affecting the process of innovation and establishing the main obstacles faced by Emirati women entrepreneurs while incorporating innovation into their businesses. 
Statement of the Problem
	There is lot of attention given to the performance and stability of SMEs, female entrepreneurs’ perception (Firth, 2014; GEM, 2015; Zakaria et al., 2016), and innovation among women entrepreneurs (Aulet, 2013; Gutcher, 2013; Krishnaswamy et al., 2010; Mulnix et al., 2014; Salome et al., 2013), but there is limited research on innovation among Emirati women-owned SMEs and the factors that affect their stability as entrepreneurs. In addition, none of the research has focused on innovation among Emirati women-owned SMEs. According to GEM (2013), 4.5% of Emirati entrepreneurs close their businesses in UAE compared to other innovation-driven economies. The percentage of early stage male entrepreneurs is 11.8% and is 7.6% for women. The majority of established Emirati business owners are male, at 7% in comparison with women at 0.9%. This major gap is our research problem, and it requires further analysis (GEM, 2013). Low participation rates among Emirati women entrepreneurs and low sustainability rates are a problem.This gap needs to be addressed by determining the factors that hinder innovation among women entrepreneurs and keep them from entering sectors like manufacturing, science and technology. The general purpose of this study is to contribute to the literature on Emirati women entrepreneurs and business innovation. The specific purpose of the study is to identify innovative Emirati women entrepreneurs in the UAE and to understand their businesses, the types of innovation used in their business and obstacles they face while initiating their innovative business ideas. This is done with the aim of determining the factors that influence their innovation.




Research Objectives
This research seeks to achieve the following research objectives: 
a) To explore the role of innovation in Emirati women-owned SMEs.
b) To understand the variables affecting the innovation process in Emirati women-owned SMEs.
c) To establish the types of innovation brought into the SME sector by women entrepreneurs in the UAE.
d) To prioritize the factors facilitating innovation by using the analytic hierarchy process.
e) To explore ways to foster innovation among Emirati women entrepreneurs through policy interventions in the UAE. 
Research Questions
The current research attempts to answer the following questions: 
RQ1: What are the entrepreneurial level variables that affect the development of innovation in Emirati women-owned SMEs?
RQ2: What role do government policies and financial institutions play in the development of innovation in Emirati women-owned SMEs?
RQ3: What kind of innovation is brought by Emirati women entrepreneurs?
RQ4: What type of business activities do Emirati women entrepreneurs engage in?
RQ5: What are the important enterprise and environmental factors influencing innovation in Emirati women-owned SMEs?



Importance of the Study
	This research is an exploratory investigation that attempts to identify the critical factors that hinder or promote innovation and provide suggestions to improve the support practices in Emirati women-owned SMEs. This study is in line with the UAE’s efforts to foster a unique innovation ecosystem to build a knowledge-based economy. This contribution is further enhanced by the use of Analytical Hierarchical Process methodology for more robust results. Encouraging innovation in women-owned SMEs is central to policy initiatives for stimulating economic development at the local, regional, and national levels (Lee et al., 2010). The question then arises how to facilitate innovation in women-owned SMEs, trying to discover which factors contributed to the success (or failure) of their innovation efforts atdifferent business stages (nascent, start-up and established) and to determine the types of innovation specialized among Emirati women entrepreneurs (GEM, 2012). This study is to help the SMEs to understand the critical factors influencing their innovations, which will help policymakers, financial institutions and nongovernmental organizations in the UAE prioritize the factors affecting the growth and success of Emirati women-owned SMEs and innovation. This study also aims to increase Emirati female participation in innovative entrepreneurship to develop a sustainable economy. Unemployment among Emirati women was 18% in the year 2012 and 4.1% among all Emirati in Abu Dhabi in 2014.Hence, this research contributes towards the government’s effort to lower unemployment rates among Emirati women and guide them to start up innovative SMEs and create jobs for their fellow Emiratis (SCAD Statistical Yearbook, 2014).




Thesis Structure
The sequence and structure of the remaining chapters are as follows.
Chapter 2: Literature Review
This chapter begins with an introduction of the research study. It then moves on to explain the present status of the UAE economy, define SMEs, and describe the current situation for SMEs in the UAE. The chapter goes on to provide a discussion of the theoretical framework of innovation and its criteria. The chapter continues on to conduct a literature review to address their effects on the performance on SMEs as discussed in previous research. Following the literature review, there will be a discussion of how innovation acts as a powerful motivator among Emirati women entrepreneurs to create a sustainable economy. This will be done in an effort to understand the present status of innovation among entrepreneurs in UAE and to compare them with the rest of the world. Lastly, the chapter will determine what factors influence innovation among Emirati women entrepreneurs. This chapter also consists of theoretical framework and the researchers have focused on the past theories that describe the competitiveness of the organization. A short brief on resource based theory, institutional theory, roger's model of innovation decision process and micro, macro and meso factors are determined. By directly analysing these theories, internal (firm level) and external (market level) factors were extracted depending on the UAE market to assess the innovativeness among the Emirati women owned SMEs. A model has been created with these factors that affect technological and non technological innovation among Emirati women (Lasagni, 2012; Wynarczyk, 2013). A detail explanation of these factors and its importance in UAE has been provided.
Chapter 3: Research Methodology
This chapter focuses on describing the research methodology adopted by the researcher, which includes the research design, data collection method and sample, ethical considerations, measures and methodical approaches. The quantitative and qualitative approaches adopted in the study are discussed and justified. The discussion then moves on to stage one – empirical study a quantitative study, which is a pilot study for identifying innovative Emirati women entrepreneurs, the second stage is the case study method conducted using the questionnaire’s content, sampling procedure and face-to-face interview protocol are all discussed in detail. Thereafter, stage three –qualitative Study, which is conducted with the help of focus group, and the AHP method are described in depth.
Chapter 4: Empirical study
In this chapter, empirical study focuses more on the first stage—that is, identification of innovative Emirati female entrepreneurs. Here emphasis is given to data collection and mainly study the characteristics of innovation in SMEs and uses them to differentiate between innovative and non-innovative Emirati female entrepreneurs.
Chapter 5: Case study
This chapter discusses the cases of 10 innovative Emirati entrepreneurs in detail. Interviewing the innovative Emirati women entrepreneurs, will lead to a detailed description of the nature of their businesses, the types of innovation they implemented, and the challenges the faced while implementing the innovation. NVIVO analysis will be conducted to compile the results from all the 10 entrepreneurs following a derivation of the criteria that influences innovation in SMEs.
Chapter 6: AHP analysis
This chapter prioritise the criteria derived from previous chapter which will be placed in an AHP model. With the help of the focus group, of 6 innovative entrepreneurs from the selected cases and 2 innovations policy makers; the criteria will be prioritised using the AHP tool based on their business phases.


Chapter 7: Discussion of Results, practical implications and recommendations for future research
This chapter summarises the results from empirical study, case study analysis and AHP method. They focus on the practical implications of the research findings and suggest the recommendations given by Emirati women entrepreneurs for the government and nongovernment organizations to improve the quality of innovation among Emirati women. The researchers then examine the limitations in the research and make recommendations for future research studies.
Chapter 8: Conclusion
This chapter presents the study’s conclusions. Findings are summarised in relation to the stated research objectives. The importance of the findings to practice is also discussed. Lastly, the contributions of this study to theoretical knowledge are presented.
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Figure 4: Research Process of this dissertation



Chapter 2: Literature Review

Emirati women in the UAE focus on entrepreneurship as a way of trying to attain development goals (Naser et al., 2009). Innovation is applied as the key driver of the market success and competitiveness of SMEs in UAE (Al Ansari et al., 2013). This research seeks to evaluate the innovation structure of SMEs in UAE along with their advantages and drawbacks in regards to innovation competencies. The common tendency among researchers is to add to innovation and business literature regarding SMEs in the framework of an incipient economy. UAE is the most lucrative business marketplace in the Arabian Gulf region and the most inventive economy amongst the Arab countries. It has been listed as one of the 37 nations acknowledged by the World Economic Forum Global measuring attractiveness as an innovation-steered economy (UNCTAD, 2013). This implies that modernisation adds to more than 30% of the economic activities, and awareness has converted the growth drivers. Despite UAE being a hydrocarbon-rich nation, the government, with its 2021 vision, has realised the need to transform the economy to a varied knowledge-based one to encourage long-term monetary growth and create job prospects for the nation’s young and developing population (Alsalami et al., 2014). 
A knowledge-centred economy is categorised by rapid innovation, and it can become an invention-focused economy wherein alterations become the only constant and the speed of modification tends to increase annually (Sahoo, 2015). However, research conducted in Brazil, Russia, India, China (BRIC) and Gulf Cooperation Council (GCC) countries determined that an innovation-focused economy is not purely reliant on R&D for its entire expenditure, but also depends on effective investments and the best innovation procedures (Gackstatter et al., 2014). Strong technology and science talent as well as entrepreneurial and soft abilities are vital in an invention-focused economy for distributing and developing innovative methods and new products. According to the researcher's innovation, nevertheless, emanates not merely from huge conglomerates, but also from vibrant medium and small creative SMEs that can make distinctive original and positive contributions to the inventive sphere (GEM, 2015). SMEs could convert key actors in international markets, pursuing their exceptional innovation procedures. The role of small businesses has changed since the competitive advantage has moved towards knowledge-founded aspects and globalisation has promoted the global production fragmentation and value chain. Additionally, SMEs command a huge share of new item innovations. SMEs in the UAE account for about 925 firms and generate about 50% of the total GDP. According to the UAE economic ministry, about 300,000 UAE-founded SMEs are presently offering over 85% of the private-area jobs (Dubai SME, 2015). These agencies enhance the development of experienced manpower and share in the capability to strengthen and reinforce knowledge economy pillars. That is why it is vital to understand SMEs’ focus, know their innovation structure and evaluate their innovation advancements and performance in regards to their efficiency (Fernández & Pablo-Marti, 2016). 
Innovation as the Motivating Power to Participate
	Innovation is vital if an inventor or firm aspires to become successful in today’s exceedingly competitive international economy. For many inventors, innovation is, or at least ought to be, important. Innovation involves thinking creatively and differently to find solutions that can influence social and economic charge (Al Hallami et al., 2013). Innovation is vital for developing a collaborative or competitive advantage, attaining intellectual importance and humanizing governance. It can redefine procedures, services and producers, and it comprises institutions, individuals and organisations (Krishnaswamy et al., 2010). The fundamental aspect that keeps and continues the capitalistic engine moving comes from the innovative capacity of the entrepreneur. In a research conducted in Egypt, Turkey, Jordon and Iran, authors focusing on  innovation regard economics as an alternative to expertise and as a difficult activity that could arise from any aspect of the invention procedure, not solely from R&D workshops (Santos et al., 2014). 
There lacks a sole best mode of innovating. Innovation can be prompted by clients, but also by social developments instead of technological creations taking the lead. Globally, intangible capabilities like communication skills, entrepreneurial skills, tacit knowledge and adaptability contribute immensely to innovation, particularly in organisational innovation and services (Georgy, 2012; OECD, 2015; Randeree & Chaudhry, 2012). Because modernisation is undertaken in an ambiguous atmosphere and always has uncertain outcomes, innovation can come about from a systematic procedures centre as well as from unforeseen events. Apart from R&D, modernisation needs significant resource allocation, culture, leadership and organisational arrangements. The success of enterprises rests on their ability to augment financial organisation, technology, business strategy and origination (Gackstatter et al., 2014). 
Nonetheless, to devise a successful invention, it is vital to support a large collection of interdependent components in an enterprise, including educating personnel and managing organisational changes, design, marketing and particular business services. Innovation pays only when the enterprise owns the key complementary properties. Such complementary properties help advance enterprise strategy. The attainment of an innovation scheme also relies on the business environment, though that environment is relentlessly changing as a result of technological evolution, which causes the reconfiguration of numerous industries (GEM, 2015). Currently, competitive threats frequently come from outside the traditional boundaries of industry. The most intense instances of such merging are happening in entertainment, telecommunications, media, and information technologies. The other, more distracting, kind of convergence, resulting from the exponential modifications of industrial innovation, is within the virtual and physical realms, which are joining as never before in the Internet of things. 
Initiatives should take into account environmental changes and understand the dynamics pushing this merge because this will impact innovation plans. At the same time, industrialists should be aware that the trade sphere is also affected by the conflict arising among the industry’s ascendancy and incumbents; thus maintaining their structure becomes a tactical decision to go ahead. Due to modernisation’s complexity, making good decisions within the trade structure is essential for business to compete and take control of it. Thus, a significant factor for the improvement of enterprises is the business model outline (Ghandour, 2015). A business model could be depicted as the business’s financial and organisational architectural plan that offers binding assumptions regarding the fluctuations of costs and revenues, behaviour of competitors and potential customers. A strong business model permits ventures into innovation to be converted into commercial success. 
Innovation in a business venture implies that the venture has transformed itself in sectors where its opponents have not performed. Commercial business innovation can consist of adding novel actions, changing the party executing the activity and linking current activities in original ways. Companies are becoming increasingly aware of the notion that being able to adjust to challenges and keep inventing helps them overcome extreme challenges and face problems in a changing market. However, they often struggle to construct appropriate capabilities that can lead to innovation. Innovation is the result of cautious strategic and investment determinations by the business structure, where heterogeneity has a huge role in clarifying innovation (Fernandez & Ali, 2015). Not just huge companies but also small and middle-sized ones ought to find new business and strategy prototypes, introduce new and better services and items, consider new technologies and knowledge and construct networks to extend their technological capabilities. SMEs ought to combine innovation in their activities as a way of attaining long-term success. There are various aspects that contribute to innovation, including customer demand, strategic orientation, internal culture and networking. Also significant is their ability to improve products and technology methods constantly, adjust inputs and modify costs swiftly according to the external environment. 

Classification of Innovation
	One effort to define innovation is by understanding the classification of innovations. The creation of such classifications is necessary to identify the internal and external determinants of innovation (Gackstatter et al., 2014; Vyas, 2009). See figure 1.
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Figure 5: Classification of Innovation (Mohnen & Bozic, 2016; Vyas, 2009)
Product vs. Process Innovation
	Technological innovation refers to product and process innovations. Technological innovation is one of the key factors in a firm’s competiveness. There is considerable evidence that SMEs in different sectors are more prone to use technological innovation, and these innovations are the prime determinant for their success (Subrahmanya et al., 2010). Technological innovation refers to development of new products and services and production processes or both (OECD, 2011; Vyas, 2009). Product innovation is offering a product or service to the market according to customers’ needs or for SME sustainability (Thota, 2013). In 2012, the Product Development Management Association’s comparative performance assessment study used a global sample from North America, Europe and Asia. The researchers found that two thirds of enterprises in the study changed their market and user research process to emphasise the front end of innovation. The findings also revealed increased use of social media to gather customer input on new products and services. The success rate of new products in the market reached 62% in the year 2012 compared to 59% in the year 2004. The success rate for North American enterprises was higher, at 68%, than for European and Asian enterprises, at 50% (Mitchell, 2016). 
	Process innovation refers to the introduction or improvement of new technology, strategies or skills for the production of new products (Vyas, 2009). It is considered a growth strategy for SMEs, and the important drivers for change in process innovation are to control and reduce process wastage, stock, time and cost, and to improve the quality of output and productivity (OECD, 2011). Evidence from several innovation surveys suggested that firms with product and process innovation vary across countries, firm sizes and the type of economy of the country. A majority of innovative firms, both large scale and SME, implement product and process innovation, whereas SMEs adopting marketing, technology and organisational innovations tend to improve performance and remain in the market (Hervas-Oliver et al., 2014). 
Organisational vs. Marketing Innovation 
	Innovation can also refer to new solutions and changes that are not technological in nature, in particular organisational and marketing innovations and they are referred to as non-technological innovation. Recent theoretical research has revealed that organisational and marketing innovations could be the necessary prerequisites to optimally utilise and deploy such process and product innovations (Ajayi & Morton, 2015). Organisational innovation, in contrast, refers to innovations related to alterations in business structure and administrative procedures (Vyas, 2009). Some of the main activities under organisational innovation are new methods of organising work responsibilities and decision making, new methods of organising external relations and moving from a hierarchical to a horizontal management style (Mohnen & Bozic, 2016). Marketing innovation refers to changes in logo design and packaging, new media or product promotion techniques, and new methods of product placement, new pricing methods and new sales channels (Ajayi & Morton, 2015).
Radical vs. Incremental Innovation
	Early studies mentioned that there are two ways to differentiate innovation—radical and incremental (Wilhelm, 2003). Recently, innovation has been differentiated according to the novelty of products and processes in business enterprises (Ajayi & Morton, 2015; Tohidi & Jabbari, 2012). Radical innovation refers to a completely new product or process and new changes in marketing and organisational structures. Radical innovations have the power to result in significant and rapid transformation of production, whereas the effects of incremental innovation are felt more slowly, though their cumulative impact may be just as significant (Tohidi & Jabbari, 2012). Radical innovations bring about a non-routine change to the very core of how business activities are carried out, whereas incremental innovation is usually part of routine changes that do not deviate much from a business’s current organisational activities (Mohnen & Bozic, 2016).






Innovation among Women Entrepreneurs from MENA region
UAE has emerged as a nation with a great awareness of and a progressive approach towards idea origination. Innovation is gradually becoming a worldwide game, combining and merging ideas, resources, talents and insights all over the globe to be successfully innovative (Al Ansari et al., 2014). In addition, innovations ought to be localised to assist particular market needs. Entrepreneurs in UAE have adopted business structure innovation, which is a vital performer and good pathway for companies to pursue modernism and expand their knowledge (Thomas & Pinnington, 2014). Innovation seldom happens in isolation because it is a hugely multidisciplinary and interactive process and gradually extends to collaboration among a diverse and growing network of stakeholders, users and institutions (Georgy, 2012). Adopting emerging technologies quickly is a successful way to innovate that takes advantage of the time factor, because it is good to enter the market as quickly as possible to have an edge on competition (Al Hallami et al., 2013). However, newer and smaller businesses all over the world struggle the most with innovation issues like an inability to balance successful improvements to a broader universal market, inadequate financial and stock support, complexity in creating disruptive and encouraging ideas, complexity in centralising an efficient business structure to maintain novel business designs and create them to be cost-effective and the inability of the company to recognise threats (Hadi, 2015). 
There are various types of innovations in which entrepreneurs may engage, including product, process, marketing and organisational innovations. According to Barringer & Ireland (2012), product innovation involves the creation of new products or improvement of existing products based on changing customer needs and market trends; whereas it involves the implementation of improved or new delivery or production methods. Organisational innovation, in contrast, refers to business structure innovations adopted to ensure that an organisation maximises its internal capacity to achieve efficiency in its production and marketing activities (Aulet, 2013). As has been observed, despite the challenges faced by women entrepreneurs in SMEs, they have embraced a number of innovations to tap into opportunities in the entrepreneurial world and have found that economic crises have a greater effect on innovation and are positively associated with firm performance during economic expansion and recession years (Madrid-Guijarro et al., 2013).  
Entrepreneurs in UAE are young, have often worked in the government at some point and now devote their time and efforts to a single business activity (Rowland-Jones, 2013). Emirati women are linked with small-scale economic undertakings. Many ventures linked with women are associated with home-based initiatives that receive little support (Naser et al., 2009). Women operating such enterprises are said to be young and have good educations (Gutcher, 2013). Many Emirati women have attained some business education or vocational training and worked in the government or private sector before venturing into business (GEM, 2013; Gutcher, 2013; Naser et al., 2009). Women entrepreneurs appear to like such training as a way of sharpening their marketing and management skills compared to men (GEM, 2015; OECD, 2015). Many Emirati women are also said to have special training in computers to ensure they are current with technology, and they start SMEs for the sole reason of owning an enterprise (GEM, 2016).
There are various factors that can account for the small number of SMEs in UAE. Among the various issues of concern that have been raised one was the absence of family support (Itani et al., 2011). Many women indicate that a lack of family support demoralises them, causing them to refrain from starting businesses. There are other issues such as the complexity of marketing their goods and inadequate demand that cause women not to enter into SMEs (Gutcher, 2013). Women’s entrepreneurship is increasingly becoming recognised as a significant employment source and a potential source of growth (Hussain et al., 2015). There is less data linked with women’s SMEs, but the estimates from various companies compared to UAE indicate various differences. In Europe, there are 10 million self-employed women, whereas in America it is 6.4 million, with both countries having about 15 million self-employed people. In UAE, there are only 300,000 SMEs, currently offering over 85% of the private-area jobs (Madichie & Gallant, 2012). 
The comparison of women in UAE, Europe and America highlights striking differences and argues for the UAE government to do more to encourage the creation of SMEs (UNCTAD, 2013). SMEs are one of the key significant job opportunities for women, especially in developing nations. However, because women conduct themselves differently from men, their entrepreneurship offers society diverse, regularly innovative solutions to organisational and management issues as well providing the realisation of novel opportunities (Fernandez & Ali, 2015). Consequently, this potential is hugely untapped. The opportunity for women to attain their potential as entrepreneurs is dependent on both women’s role and status in society and the powers operating inside the society that influence entrepreneurship (Madichie & Gallant, 2012). Such aspects translate to institutional frameworks, market forces, political context, family policies and the sustainability of specific individuals in regards to qualifications and temperament to assume entrepreneurial roles (Rowland-Jones, 2013). Particular obstacles to higher entrepreneurship by women include lack of mentors, inadequate educational background, weak social standing, entrepreneurship gendering, limited contact with finance and competing time demands, which are linked with family responsibilities (Naser et al., 2009; OECD, 2015; Peraera & Wijeyaratnam., 2013). 
The leader of the index is the United States with a tally of 82.9, eight points higher than second-place Australia. The United Kingdom, Netherlands, Denmark and other European nations make up the rest of the top ten. With a tally of 52.6, UAE is 27th of 77 nations and possesses the highest score in the area, leading Saudi Arabia at 49th, Tunisia at 61st, Iran at 73rd and Egypt at 66th (GEM, 2015). UAE possesses an amazing score in having taught proprietors and an extensive number of women in innovation organisation or in authority positions in information technology. UAE businesses likewise have excelled in internationalisation through their merchandise. The zone UAE needs to enhance the most is expanding R&D consumption as a rate of GDP. There is likewise a lack of first-level financing, which refers to money-related proficiency, access to funding programs and the quantity of women with ledgers for business purposes (Santos et al., 2014). Also, there is a major gap in the ratio of male to female businesses and low work power equality, portraying the significant lop-sidedness of male and female investment in work power. This work power chasm might clarify why UAE additionally had a low score on ‘systems administration with other female business visionaries’.
Two out of each five ventures (40.2%) in the United States are owned by half or more women, for a total of 10.4 million. Women’s ventures contribute $1.9 million in yearly deals and employ 12.8 million individuals. All around, woman-owned firms make up 25% to 33% of the aggregate business populace in the United States. Innovation levels among women entrepreneurs are highest in the United States and Europe compared to Asia and the MENA region (GEM, 2012). In the MENA region, even with the wide gender gap, women entrepreneurs are more innovative compared to their counterparts and offer specialised and innovative products or services (GEM, 2012). Contradicting the former, it has been observed that male entrepreneurs are more innovative compared to women in Nigeria because of women’s low self-confidence and low prioritisation of work issues over family responsibilities (Salome et al., 2013). Tunisia and Morocco have high investments in R&D and innovation compared to other countries in the MENA region (UNCTAD, 2013). In recent years, globally there has been significant development in women’s independent work, with women now starting up their own endeavours at a rate higher than men (GEM, 2016). Different studies have found that the quantity of women in business is constantly expanding, and in a few situations, the official measurements might even be thought little of. In UAE, after the UAE league in 1971, Emirati women were given full rights, backing and standing equivalent to their male counterparts so that they could have an equal chance to use their aptitudes and skills to contribute to the monetary improvement of the nation (Naser et al., 2009). At last, after a long battle, a standout amongst the most vital achievements of Emirati women was the passage of the law that secures their established rights for occurrence, the privilege to work, government-managed savings, ownership and dealing with their businesses and accounts (Siddique, 2014). The law has likewise secured their training, human services and social administrations, and has helped bring them even with their male counterparts in terms of compensation and maternity time off. 
Strikingly, there has been great growth in recent years in the quantity of Emirati businesswomen visionaries and their investment in organisations and entrepreneurial exercises in UAE. The percentage of women in UAE business expanded in 2006 to 14.7% compared with 5.2% in 2002 and impacted UAE’s GDP by providing job opportunities, hick in import and export and finally rise in flow of investors. (Shahnawaz, 2015). At present, women have entered the world of task advancement, accounts and different levels in organisations in UAE, contributing to nationwide development and innovation (Spraggon & Bodolica, 2014). The way women used to think has advanced and created a desire on their part to be forward thinking and break away from the inadequacy they more often than not encounter when they put themselves with their male partners in entrepreneurial exercises. However, because business ventures require significant time and effort to find commercial success, this occasionally discourages Emirati women from beginning businesses for themselves (Mulnix et al, 2014).
For both men and women, entrepreneurial conduct is determined by various traits, including the desire for individual achievement. In spite of its significance, money is generally not the prime motivation for business people (Naser et al, 2009). Different ideas regularly shape entrepreneurial choice, including the craving for freedom, self-acknowledgment and imaginative development (Siddique, 2014). Customarily, women have been associated with the social roles of mother and wife instead of being urged to look for a vocation or work outside the home. Because of strict religious standards and customs, women are confined in looking for instructive or business opportunities, which makes it difficult for them to pursue their goals (Thomas & Pinnington, 2014). In addition, unlike women in some areas of the world, Emirati women’s vocation and work-related decisions are constrained, with a limited number of options for work. According to Al Hallami et al, (2013), there is limited access to innovation opportunities and a need to increase the efficiency and effectiveness of the technological innovation among women in UAE. Among Emirati entrepreneurs, 100% of new businesses are in the category of low/no-tech; this figure has been constant from 2006, and UAE is the second-lowest country among innovation-driven economies in applying innovative technology in entrepreneurial firms (GEM, 2011). To mitigate the above statistics, 80% of Emirati women entrepreneurs want to expand their business even though they face enormous challenges (GEM, 2016). In a bid to change the existing stereotypes associated with women in UAE, a recent study conducted by UAE-Interact (2015) revealed that women in the country have established the Business Women Council, which seeks to promote the empowerment of women in entrepreneurial innovations. The innovations that have been highlighted include the establishment of strategic networks meant to create a platform through which UAE women entrepreneurs can collaborate with the world’s fashion brands (Sahoo, 2015). Given that success in entrepreneurial ventures largely relies on the strategic networks that an organisation has established (Mulnix et al., 2014), it is clearly evident that the strategy of Emirati women of establishing a council that promotes their collaboration with global partners represents an outstanding innovation in UAE’s SME sector. 
Another key innovation reported by Gutcher (2013) to be prevalent among UAE women is that they have devised new ways of funding their investments by seeking capital through equity shares from potential investors. Finance has been one of the greatest challenges all UAE women entrepreneurs face as a result of limited support by their government and families (CAWTAR, 2007; Fahed-Sreih, 2010; GEM, 2013; Jabeen et al., 2015; Salome et al., 2013). In the United States and Europe, women entrepreneurs have resolved to seek alternative capital for their ventures through accepting investments for equity stakes in their ventures, which has led to rapid organic growth over the years (GEM, 2012). Moreover, a majority of Emirati women entrepreneurs are already part of various business groups in their bid to expand their market base (Kirkwood, 2009). According to Shmailan (2013), business partnership groups play a central role in facilitating brand awareness without incurring extra costs because of friends’ word-of-mouth and referrals. Several Emirati women entrepreneurs are using ICT such as the Internet (99%), creating websites for their ventures to increase their performance (CAWTAR, 2007). This is one of the key innovations Emirati women have brought into UAE’s SME sector because most of them have already joined global business groups that facilitate the distribution of their products/services across the world. As a result, this strategy has enabled women entrepreneurs of SMEs to grow quickly and venture into international markets more easily and conveniently (CAWTAR, 2007).
1
INNOVATION IN EMIRATI WOMEN OWNED SMEs
The UAE government has a solid vision in empowering, supporting and shielding the hobbies of Emirati women entrepreneurs (Sahoo, 2015). In UAE, business enterprise and raising a family is an inseparable unit for youthful Emirati women business visionaries. In spite of the quick rise in investment  
 rates of Emirati women in different entrepreneurial and business ventures and the adjustment in the mentality of the populace, as discussed before, they still encounter significant difficulties that prevent them from showcasing their abilities to the fullest (Trad, 2016). The difficulties they face are encountered for the most part before setting up their businesses; once they open their businesses and begin establishing them, these pressures decrease over time. The position of Emirati women has been directed by customs, religion and social standards (Ghandour, 2015). Table 1 shows some previous research on innovation and women entrepreneurs in UAE, the MENA region and the Arab world.
Table 4: UAE/MENA Region/Arab World Research on Innovation and Women Entrepreneurs
	Author
	Research objectives
	Research outcomes
	Country of study

	Al-Ansari, Pervan, & Xu (2013)
	To explore the innovative characteristics of SMEs and the link between innovation and business performance in the Dubai market.
	The descriptive analyses of the innovative characteristics of SMEs were analysed and divided into nine categories: business idea, innovation strategy, type, driver, development and modification platform, idea sourcing, new innovation launched, R&D investment, and barriers. Innovation has a positive link to business performance in Dubai SMEs.
	UAE

	Al Hallami, Van Horne, & Huang (2013)
	To enhance understanding of the current state of R&D in UAE and its challenges through an exploratory case study of a technological innovation. 
	A case study method was applied; through this, the R&D research process was determined. Lack of financial support in the project’s first stages led to the use of external consultation at great expense to the R&D budget. Increased support and government-backed initiatives for large-scale R&D processes by creating government-funded applied research centres and R&D-focused privately based venture capital funds could be encouraged.
	UAE

	Fahed-Sreih & Pistrui (2010)
	To explore the impact of Islam on the cultural, geopolitical and economic dimensions.
	The findings show that Islam has great impact on cultural and economic dimensions but not much impact on geopolitical factors. Entrepreneurs are motivated by the need for independence and flexibility. Entrepreneurs were found to rely heavily on family member participation to establish, develop and grow their enterprises.
	Middle East

	Fernandez & Ali (2015)
	To examine the challenges faced by SMEs in Qatar and financial institutions and the perception of barriers to SMEs in terms of lending and support.
	The current standing of Qatar’s SMEs was compared with similar emerging markets and more developed economies. Structured interviews were conducted with banking professionals and questionnaires completed by SME entrepreneurs in Qatar. The paper also revealed there are differences between stakeholders in the SME segment, which presents further challenges, and recommended solutions to these challenges.
	Qatar

	Fernández & Pablo-Marti (2016)
	To highlight the processes of trade and supranational integration through its requirements. This paper had a remarkable influence on improving the industrial competitiveness of MENA countries.
	The findings suggested an overview of the industrial structure of MENA countries, which is linked to industrial competitiveness. Many countries that show a diversity of industrial development and industrial strategies have opted for supranational integration and international trade and are showing faster and more competitive industrial development.
	MENA

	Hadi (2015)
	To focus on SMEs in creative industries, the efforts of women employees and marketing strategy applied by creative industries in UAE.
	The marketing efforts at SMEs in creative industries differ from those of other firms, with efforts often involving customers in the process more frequently than in other types of businesses. In UAE, there is a thriving creative business community. This study focused on a glimpse of the business culture and struggles and opportunities encountered by creative workers. These firms do not place much importance on marketing, which is related to women’s low representation in these companies’ workforces, which are low even by UAE standards, though not as low as may commonly be believed.
	UAE

	Sahoo (2015)
	To examine the success of Emirati women entrepreneurs.
	A case study was conducted on Ms. Bedour Al Qubaisi, Ms. Al Remithi and Ms. Hanan Al Kendi. The focus was on innovative Emirati food and beverages. Traditional attitudes and rent for the space are some of the challenges faced by women entrepreneurs. Emirati women showcase their talents by starting new ventures.
	UAE

	Schilirò (2015)
	To focus on innovation as the main driver of the competitiveness and market success of SMEs.
	There is limited literature dedicated to innovation in SMEs in UAE. This paper also analysed the innovation model of SMEs in UAE and focused particularly on Dubai’s SMEs. The article highlighted the need to strengthen the entrepreneurial culture and promote the development of innovative SMEs with high value added.
	UAE

	CAWTAR (2007)
	To look at the contributions and challenges faced by women entrepreneurs.
	Policy recommendations from women entrepreneurs in Bahrain: promote business ownership in general, implement special SME loan funds, establish government SME purchasing goals and change employment laws.
Policy recommendations from women entrepreneurs in Jordan: reduce time for business registration and registration cost.
Policy recommendations from women entrepreneurs in Lebanon: reduce registration costs and change employment laws.
Policy recommendations from women entrepreneurs in Tunisia: establish special SME loan funds and guarantees provide basic skill training to SMEs.
Policy recommendations from women entrepreneurs in UAE: establish special SME loan funds and guarantees, reduce registration costs and change employment laws.
Recommendations in general: increase flexibility of employment laws and regulations for more efficient hiring and replacement of workers. Reach potential women clients through closer networking with businesswomen’s associations. Businesswomen’s organisations should offer financial management training for members. Provide management and leadership training post-startup and strengthen external support networks for businesswomen.
	MENA region

	El-Sokari, Vanhorne, Zeng, & Alawad (2013)
	To examine entrepreneurship from an Emirati perspective.
	Provided an outlook on the role played by Emiratis involved in entrepreneurial activity across UAE. Used a broad array of data on societal attitudes, participation levels of individuals at different stages of the entrepreneurship process and the characteristics of entrepreneurs and their businesses. The findings outlined the key challenges faced by Emirati entrepreneurs and presented recommendations to accelerate entrepreneurial activity.
	UAE

	Erogul, & McCrohan (2008).
	To conduct a preliminary investigation of Emirati women entrepreneurs.
	The findings revealed that the primary motivating factor driving Emirati women to start their own businesses is a desire for independence. The respondents desire control over their personal and professional lives. Women who receive support from their male family members are less inhibited in starting their businesses.
	UAE

	GEM (2011) 
	To support and illustrate an entrepreneurship policy framework, which provides background and supporting information to the national entrepreneurship policy and strategy.
	Entrepreneurial activity in UAE across the different stages of new venture creation in 2011 has decreased from peaks in previous years. UAE has the second-lowest rate of established firm entrepreneurs at 2.7%, just ahead of France at 2.4% and behind the third-lowest Singapore at 3.3%; this is well below the average of the 23 innovation-driven economies, 7.2%. UAE is ranked number one among innovation-driven economies with regards to the international activities and aspirations of its entrepreneurs. Rates of entrepreneurial activity are highest among those with more education (at or above secondary school education, at 11.8%). The low rates of R&D support and activities hamper creation of high-impact entrepreneurial ventures.
	UAE

	GEM (2013)
	To understand the status of Emirati citizens of UAE. This report established their demographic count, Emirati entrepreneurial activity and their attitudes and aspirations.
	Women entrepreneurs may not be sufficiently empowered or supported to allow them to contribute to new business startups. The reasons are cultural and societal attitudes and access to resources and opportunities. Individuals of all ages can create jobs and income for themselves and others when there are opportunities to do so. In the 12 months preceding fall 2011, 4.5% of Emirati entrepreneurs discontinued their businesses; nearly 40% cited non proﬁtability and another 20% mentioned problems with raising financing.
	UAE

	Ghandour (2015)
	To explore the status of e-commerce by understanding the drivers for growth and barriers to adopting e-commerce technology. 
	This research fills the gap n the literature by exploring ECommerce adoption barriers in Abu Dhabi, and makes a contribution towards understanding the status of ECommerce in UAE.
	Abu Dhabi, UAE

	Gutcher (2013)
	To look at how women in UAE are asked to be more creative.
	In UAE, gender discrimination is completely dismissed. A case study was conducted on administrative hurdles, cultural and family resistance and fear of failure.
Preparing in advance, having a well-equipped plan and networking are the main requirements before starting a business.
	UAE

	Haan (2004a)
	To examine women entrepreneurs and the effect of business networking.
	The existence of two different segments was analysed: traditional and modern activities of women entrepreneurs. Recommendations were put forward: (a) the formulation of specific policies and the creation of institutional capacity for the promotion of SMEs, (b) a range of specific support services for traditional and modern SMEs and (c) capacity-building at the level of local government, banks and loan schemes and general SME support for women-led organisations. 
	UAE

	Hussain, Ajmal, Khan, & Saber (2015)
	To identify attributes of knowledge management (KM) for large and small manufacturing companies in UAE and propose a process to evaluate the competitive priorities of these companies. 
	Large manufacturing companies put more emphasis on the ‘know why’ knowledge attribute in all four competitive priorities for achieving customer focus, whereas small manufacturing companies put higher weight on the ‘know-what’ knowledge attribute by focusing on two competitive priorities.
	UAE

	Itani, Sidani, & Baalbaki (2011)
	To explore motivations and frustration among women entrepreneurs in UAE.
	Women entrepreneurs experience conflicts among their entrepreneurial life and their personal, family, social, leisure and friendship lives. They face some barriers during startup, such as lack of support, societal traditions and personal and family reasons.
	UAE

	Jabeen, Katsioloudes, & Das (2015)
	To examine success and the importance of family motivations among Emirati women entrepreneurs.
	Family is an important factor, but not the ultimate motivating factor. Family support and contribution of family members to the business are important for business success.
	UAE

	Kargwell (2012)
	To study gender equality regarding entrepreneurship development in UAE’s cultural context.
	The study compared and contrasted the characteristics, motivation and management and marketing tools used by both male and female entrepreneurs and critically explored the effect of gender on time invested in running the business and entrepreneurship practices in the UAE context. The findings suggested male and female entrepreneurs face similar problems like acquiring trade licenses and recruiting employees. Female entrepreneurs spend less time in business because they have family responsibilities.
	UAE

	Majumdar & Varadarajan (2013)
	To examine students’ attitudes towards entrepreneurial intentions.
	Male and female students were equally strong in terms of their propensity to become future entrepreneurs. Female respondents showed higher risk-taking behaviour than males. The likelihood of future entrepreneurship does not depend on gender; it depends on factors like creativity, motivation and awareness.
	UAE

	Mulnix, Beede, Mulnix (2014)
	To identify the path successful entrepreneurial women follow in UAE and issues Emirati women entrepreneurs face on a daily basis. Outlined the influence of both education and religion in achieving entrepreneurial success.
	The importance of family values was assessed among women entrepreneurs. Models of behaviour were discussed to enhance the policy for women entrepreneurs. Determined whether terms like ‘Wasta’ (social and networking) , ‘Diwan’ (social gathering place) and ‘Irth’ (family inheritance) had any effect on the development of women’s entrepreneurship and success.
	UAE

	Naser, Mohammed, & Nuseibeh (2009)
	To identify factors affecting women entrepreneurs and self-employment.
	Financial support from the government was one of the motivating factors and self-fulfilment, knowledge, skills and experience, including relationship with spouse/father, are some of the factors required for the development of women entrepreneurs. Social norms, networking and competition are barriers for women entrepreneurs.
	UAE

	Randeree & Chaudhry (2012)
	To examine leadership style, commitment and job satisfaction in the construction sector.
	Consultative and consensus leadership styles are prevalent in the UAE construction sector. Half the survey respondents agreed that leadership strongly influences their job satisfaction, and leadership style was found to strongly affect organisational commitment of employees in the construction industry.
	UAE

	Rowland-Jones (2013)
	To explore the management approaches utilised in 50 joint national/expatriate managed SMEs.
	SMEs were assessed and scored against the eight concepts of excellence that underpin the European Foundation for Quality Management Excellence Model to establish the focus and extent of existing management practices. The current UAE government policy on the issue of trade licenses effectively enhances entrepreneurial opportunities for Emirate nationals. This research found considerable variability in management approaches. It highlighted what appears in several instances as inconsistency in business planning and direction within UAE SMEs.
	UAE

	Santos, Mancha, & Kaszowska (2014)
	To analyse the importance of service innovation in entrepreneurial and business activity in five countries that represent 65% of the population of the Middle East.
	This paper was a study on characteristics of the owners of firms in the service sector according to the Standard Industrial Classification. The findings revealed that SMEs that perform innovation tend to be owned by men. Innovative firms in the service sector tend to be smaller compared to manufacturing firms. These firms export their innovative production in both the service and manufacturing sectors. Companies in both these sectors are owned by men, but there has been improvement in women’s entrepreneurial participation.   
	Egypt, Turkey, Iran, Jordan, UAE

	Siddique (2014)
	To explore the challenges faced by retail SMEs in market orientation.
	UAE-based retail SMEs have a weak market orientation. Undifferentiated competition, limited resource infrastructure and a short-term planning horizon were the major impediments to the development and implementation of a market orientation.
	UAE

	Shmailan (2013)
	To examine motivations and obstacles among women entrepreneurs.
	This study was from the sociological rather than the individual perspective. It determined the current support offered to women entrepreneurs and verified whether there were any gaps.
	KSA and UAE

	Syed (2011)
	To explore characteristics of women entrepreneurs: their business practices, survival and growth strategies and perceptions of entrepreneurial behaviour.
	In-depth interviews with 19 Saudi women entrepreneurs were conducted. They exhibited similar characteristics to their counterparts from the MENA region. They differed in education and entrepreneurial training gained. Because entrepreneurial activities are nascent, the researchers suggested different strategies to be successful.
	KSA

	Thornton, Ribeiro-Soriano, & Urbano (2011)
	To integrate, from a theoretical perspective, sociocultural factors and entrepreneurial activity.
	The article pointed out that the institutional approach could be an apt framework to develop future research analysing the socio cultural factors that influence the decisions to create new businesses.
	

	Trad (2016)
	To determine the status of women entrepreneurs in the MENA region; researchers focused only on Lebanon and UAE. 
	The key findings showed women face social, cultural and economical constraints in the region, and an improvement in gender orientation balance is crucial
	UAE and Lebanon

	UAE Yearbook (2013)
	To provide UAE information and culture.
	It described the history, government, economy, infrastructure, society, culture, environment, wildlife, sports, exhibitions and events.
	UAE


			



International Research on the Role of SMEs, Innovation and Women Entrepreneurs
	In recent years, various researches has been conducted in other national contexts to explore innovation in general and in SMEs specifically because entrepreneurship has become sufficiently popular among young people who are eager to create their own businesses. To achieve desirable results and make a business flourish in any country, the entrepreneur should possess certain qualities and skills such as the ability to manage the enterprise and organise the work and a commitment to innovation and fearlessness for risk-taking (Box, 2009; Gackstatter et al., 2014; OECD, 2015).
Role of SMEs in economic development
	The existence of SMEs is important and increases and improves the economies of countries around the world. According to the World Bank’s report, ‘SMEs contribute up to 45 percent of total employment and up to 33 percent of national income (GDP) in emerging economies’ (2015). The majority of developed countries have gained economic growth because of the high number of SMEs they possess and their active prosperity in different fields. For instance, currently, ‘SMEs contribute 60 percent of industrial output volume and 40 percent of the total taxes and profits realized by enterprises in China’. In addition, in the United States SMEs ‘generate more than half of the nation’s gross domestic product (GDP) (Katua, 2014). Furthermore, SMEs are a key point for growth and prosperity in economies of developing countries.
	It is important to note that almost every great corporation in the world started its business as an SME. Therefore, SMEs are regarded as the drivers of innovation. This is explained by the fact that entrepreneurs constantly invent unique ideas, which provides successful development of their enterprises and future expansion of their businesses. Innovation in SMEs is fundamentally important for the economies of all countries. According to Aulet (2013), market segmentation is the first step for entrepreneurs to start commercializing their innovations. Furthermore, other research has suggested that ‘in industrialized countries such as France, Germany, Italy and Spain, innovations are the key drivers of sustainable economic growth and the only way to achieve higher welfare and create better living conditions in the long run’ (Koch et al., 2015). Recent changes in innovation processes and patterns show increasing levels of internationalisation (Box, 2009). Even among women entrepreneurs in Nigeria, innovation plays a vital role in survival, and there is a positive relationship between organisational and marketing innovation and business performance (Ajayi & Morton, 2015). Among SMEs in Cambodia, studies have shown that marketing, innovation and learning capabilities are positively related to SME performance. In addition, these capabilities interact with one another to create great synergy in achieving SME performance (Sok et al, 2013).
	The role of SMEs in the 21st century should be intensively evaluated. Besides increasing the growth of economies and providing innovation, SMEs are a major force against unemployment. They provide hundreds of people with jobs and give them a chance to improve their skills and achieve their goals. According to the secondary sources, ‘SMEs account for between 55 per cent and 80 per cent of total employment in Western Europe, Japan and USA’ (Katua, 2014). Therefore, thanks to the existence of SMEs, almost the half the countries in the world do not suffer from high unemployment.
In Finnish and Spanish SMEs, the degrees of innovation capability, R&D investments and profitability are associated with the diversity of developed innovation types such as product, process, management and organisational innovation (Forsman & Annala, 2012; Hervas et al., 2014). Globally, product innovation is affected by three sets of factors: the extent of global engagement, information spillovers and market structure (Lederman, 2010). In GCC and BRIC countries, R&D expenditure does not determine the economy; instead, appropriate investments and innovation strategy define their innovation-based economies. High technical skills complement R&D collaboration and product or process innovation. Human capital is an enabling factor in profitable innovation, and policy implications suggest that investments in skills help expand the group of firms in the economy that have the potential to innovate successfully (Leiponen, 2005). According to Lasagni (2012), research conducted on European SMEs proved that innovation performance is higher in SMEs that are proactive in strengthening their relationships with innovative suppliers, users and customers. SMEs will have positive new product development results if they improve their relationships with laboratories and research institutes. 
 Women entrepreneurs in general and type of innovation in female owned SMEs
	Today, entrepreneurship is no longer solely a male occupation (Kirkwood, 2009; WEF, 2013). A majority of women around the world decide to connect their lives with entrepreneurship (Krueger et al., 2013). According to recent research, ‘in 2012, an estimated 126 million women were starting or running new businesses in 67 economies around the world. In addition, an estimated 98 million were running established businesses’ (GEM, 2013).
	Women’s activity in various fields over the past decades deserves substantial praise and respect. According to Minniti & Naudé (2010), women have made fundamental progress in medicine and education and have achieved major gains in the political and economic arenas. However, women entrepreneurs are often regarded as untrustworthy business partners compared to men (Robinson & Stubberud, 2009; Thornton, Ribeiro & Urbano, 2011). Consequently, they do not get enough trust from contributors, who are persuaded that men have better ability to lead businesses (Ahl, 2006). Despite this, professional researchers and economists all over the world have shown that women are reliable partners and ‘the source of economic hope’ (Robb et al., 2014). In addition, women entrepreneurs have been characterised as ‘the new engines for growth and the rising stars of the economies in developing countries to bring prosperity and welfare’ (Vossenberg, 2013). Therefore, women’s entrepreneurship is an important topic in the modern world because it provides new prospects for future successful development of national economies.
	Globally, women are as ambitious, intelligent and assertive than men (WEF, 2015). They set goals and attempt to achieve them using various methods. Therefore, they are considered great entrepreneurs who are able to create businesses and lead them to success (Robinson & Stubberud, 2009). According to Trad (2016), women in UAE and Lebanon face social, cultural and economical constraints in the region, and an improvement in gender balance is crucial. According to Santos et al. (2014), SMEs that achieve innovation tend to be owned by men. Men generally own manufacturing and service-sector businesses as well, but there have been improvements in women’s entrepreneurial participation. The research conducted by Fetsch et al., (2015) showed that women entrepreneurs in the United States ‘have a more nuanced view of risk, and display greater ambitions to become serial entrepreneurs than their male counterparts’.
	Women show better leadership skills when working with subordinates (Shmailan, 2013). They are active and creative leaders who attempt to mentor subordinates and provide collaborative work in businesses. In addition, ‘women leaders are likely to build more diverse management teams with more responsive reactions to issues because their teams encompass a wider basis of experience’ (Wrabetz, 2016). Comparatively women entrepreneurs in the European Union are more persistent and are usually not afraid to face failure (Robinson & Stubberud, 2009). In fact, they consider obstacles are great motivators to continue working hard and gaining the necessary experience to achieve their goals.
	Generally, the spectrum of women’s entrepreneurship varies in SMEs. However, there are many huge companies and factories that were founded by women (Minniti & Naudé, 2010; OECD, 2015). Primarily, women entrepreneurs direct their businesses towards ‘retail; professional services such as consulting, accounting or law; and fashion’ (Petrilla, 2016). Most women entrepreneurs always seek innovation and change to develop their businesses (Ajayi & Morton, 2015; Alshamaila & Papagiannidis, 2012). Therefore, according to research by the National Women’s History Museum, ‘by 2018, female-owned businesses will create over half of the new small business jobs and overall, one-third of the nation’s total new jobs’ (n.d.).
	When describing the status of women’s entrepreneurship in different countries, it is definitely necessary to emphasise the role of SMEs. The headcount of SMEs usually depends on the regulations of the company and varies from country to country. Katua (2014) noted that ‘in Canada the term SME refers to businesses with fewer than 500 employees; Germany has a limit of 250 employees for SMEs; while in New Zealand a small business has 19 employees or fewer’. The owners of SMEs attempt to achieve results by providing people with various opportunities and inspiring them. Their main purpose is the development of small manufacturing in various countries and the establishment of sustainable conditions for business prosperity (Mohnen & Bozic, 2016).
	Data and information about women innovators are rarely available. Collecting information from women innovators is difficult because nontechnical innovation happens in all stages, products and processes, both the marketing and organisational levels (EEC, 2008). However, the majority of SMEs usually face various challenges that prevent the future prosperity of enterprises. The most widespread problems are instability in the political and economic arenas, violation of laws, non payment of taxes, monetary crises and improper management. In most cases, these problems lead to bankruptcy and suspension of the business. However, in Singapore, women entrepreneurs are motivated to start businesses by intrinsic rewards such as autonomy/independence and extrinsic rewards; the barriers they face in starting businesses are lack of capital, lack of skills, compliant costs and lack of confidence (Choo & Wong, 2009). Nonetheless, many enterprises manage to solve their problems and survive in hard times, and they eventually achieve great results. According to Crowden (2003), women entrepreneurs in Canada are more involved in facilitating processes that enhance innovative outcomes and may make peripheral contributions to innovation clusters. 
Among Spanish women entrepreneurs, three factors affect innovation activities among the self-employed: the personal characteristics of the self-employed, such as their motivation, and their educational and professional background; firm size does not influence innovation. The determinants for innovation in small businesses also vary substantially across sectors and countries (Romero & Martínez-Román, 2012). Five innovation resources—education, finance, a skilled workforce, extension and support services and partnership—are necessary for both male and female entrepreneurs, but in Nigeria women are discriminated against in access to finance and skilled jobs in the workforce but not in access to education, extension and support services and partnership (Salome et al., 2013). In developing countries like Brazil, Jordon and Uganda, innovation is vision-led rather than market-led and women and men entrepreneurs are less comfortable with risk because there are fewer support systems. Lack of training and education, cultural constraints and lack of ICT and the Internet hinders innovation and their success. There are gender differences in developing countries such as women being more active in using ICT and obtaining educational training whereas men obtain more patents than women (UNCTAD, 2013). In UAE, there is a need to strengthen the entrepreneurial culture and promote the development of high value added innovative SMEs. (Schiliro, 2015).
In summary, the status of women’s entrepreneurship and SMEs in the context of different countries is important globally. It is evident that entrepreneurship is not solely male, because a 
significant number of women around the world lead large, medium and small enterprises. They attempt to use the necessary leadership qualities to bring success to their businesses. Therefore, women’s entrepreneurship is regarded as the future source of prosperity and growth for the world economy. Table 2 provides an overview of the literature on innovation and women entrepreneurs in the international context.
Table 5: International Research on Innovation and Women Entrepreneurs
	Author
	Research objectives
	Research outcomes
	Country of study

	Alshamaila & Papagiannidis (2012)
	Aimed to contribute to a growing body of research on cloud computing by studying the SME adoption process.
	Factors that were identified as playing a significant role in SME adoption of cloud services were relative advantage, uncertainty, geo restriction, compatibility, trialability, size, top management support, prior experience, innovativeness, industry, market scope, supplier efforts and external computing support. In contrast, this study did not find enough evidence that competitive pressure was a significant determinant of cloud computing adoption.
	England, United Kingdom

	Ajayi & Morton (2015)
	Focused on organisational and marketing innovation (OMI) and aimed to explore factors that promote capabilities of OMIs.
	This study presented findings from exploratory qualitative research conducted in south western Nigeria. Drawing upon information-rich evidence from 13 in-depth interviews with the owners and managers of SMEs, this study identified some enablers that can promote SMEs’ OMIs capabilities, effective innovations and organisational survival. A positive relationship was determined between OMI and business performance. OMI’s capabilities and its effect on SME survival were determined.
	Nigeria

	Aulet (2013)
	Explored the difficulties faced by a serial entrepreneur and focused on innovation. The author gave a 24-step guide to market-fit innovative products based on the process applied by the entrepreneur.
	This book was a systematic guide for entrepreneurship. Market segmentation is the first step for entrepreneurs to start commercializing their innovations. Other steps include: build an end user profile; calculate the total addressable market; describe the full lifecycle case; complete product specification; come up with a core idea that cannot be duplicated by the competitors; chart the competitive position; keep tracing your customers; determine their purchasing timeline, which will give a product purchase process; design a business model; set a pricing framework; calculate the lifeline of each customer; identify key and task assumptions; calculate the value derived by the customers of your product and finally prepare a product plan.
	Book

	Box (2009)
	Aimed to address every country’s needs for a more comprehensive, coherent and timely understanding of how to promote, measure and assess innovation. Shed light on government approaches to innovation as a driver of sustainable growth and addressed global challenges.
	Good policy practices on innovation for the past 10 years were summarised. Recent changes in innovation processes and patterns were highlighted, and the increasing levels of internationalisation were described. Measurement of innovation is one area that needs empirical and theoretical research work. A robust approach has been formed to help the government by understanding multi country challenges like climate change and reduction of water, which can be fruitful for all countries to gain the benefits of innovation.
	Global

	Bucolo et al. (2013)
	Challenged the notion that technology firms that form part of the innovation enterprise sector are not able to gain value from design-led innovation practices due to size and operational constraints.
	Individual firms’ economic outcomes highlight the significant impact design can have on a business’s top-line growth. The ability to integrate both design process and business thinking into a single concept at an early stage in the design process generally requires the firms to undertake some form of cultural transformation because design thinking and business thinking are seen as opposing forces within an organisation. One of the challenges in this approach is that when the technology is required to scale to beyond the regional pilot stage, the expanded value proposition and business model do not scale to match the global opportunity.
	Australia and New Zealand

	Choo & Wong (2009)
	Examined triggers and barriers affecting entrepreneurial intentions among entrepreneurs.
	This study identified key motivations and barriers to starting an entrepreneurial venture amongst midcareer individuals. The findings suggested would-be entrepreneurs are motivated to start businesses by intrinsic rewards, autonomy/independence and extrinsic rewards. The barriers to starting a business for nonstarters are lack of capital, lack of skills, compliant costs and lack of confidence.
	Singapore

	Crowden (2003)
	Explored gender bias in innovation studies. This work used the Innovation Systems Research Network (ISRN) and its interview guide as a case study. It examined the accuracy of innovation studies that present gender differences in the innovation process.
	Women perceive social processes as fundamental to innovation. The knowledge development aspect of innovation requires team effort rather than individual action. Women are more involved in facilitating processes that enhance innovative outcomes and may have peripheral contributions to innovation clusters. Socio-economic factors affect the level and type of influence women have on processes of innovation. Women are less likely to be employed in ‘almost top’ positions due to existing power structures in corporate culture, which are based on deeply ingrained hierarchies and patriarchal social practices.
	Canada

	Danilda & Thorslund (2011)
	Studied gender and innovation and the aim to increase growth by innovation.
	Ten generic methods for introducing a gender perspective in innovation milieus were identified in this book through analysis of developments in the Nordic region and state-of-the-art research. An analytical model for tracking the progress and outcomes of actions implemented in cluster programs, innovation milieus and companies was introduced. Professionals’ ideas for strategies to mobilise actors for gender diversity and tools for bridging the gap between policy aspirations and the implementation of new practices in innovation milieus were examined.
	Norway and Sweden

	Delgado-Verde (2011)
	Examined how human, organisational, technological, relational and social capitals influence incremental and radical innovations in different ways. 
	This research showed a greater positive influence of human capital on radical innovations than on incremental ones, with the opposite effect in the case of organisational, technological, relational and social capitals. The moderating effect of human capital on the relationship between relational capital and radical innovations shows the importance of human capital when a firm tries to achieve radical innovation by means of external relationships.
	Spain

	De Jong & Marsili (2006)
	Studied the taxonomy of innovative small firms based on their size distribution.
	A survey was conducted on 1,234 small and microfirms in the manufacturing and service sectors. They differed in their innovative activities, business practices, strategies, management attitude, planning and external orientation. Four categories of small innovative firms were identified: science-based, specialised suppliers, supplier-dominated and resource-intensive. 
	Netherlands

	EEC (2008)
	Evaluated policy for promoting women innovators and entrepreneurship.
	Data and information about women innovators are rarely available. Collecting information from the women innovators is difficult because nontechnical innovation happens in all stages, products and process, and marketing and organisational arenas. They face certain challenges on economic and contextual fronts. In Europe, policy intervention for innovation for women is at the early stage. 
	Europe

	Forsman & Annala (2012)
	Focused on innovation development in SMEs.
	The authors explored the different kinds of innovation and the diversity of innovation types. The paper examined the features characterizing the journey of non-innovators to diversified innovators. The results suggested the degree of innovation capabilities, R&D investments and profitability are associated with the diversity of developed innovation types. The findings displayed four alternative routes when a small enterprise moves from a non-innovator to a diversified innovator. 
	Finland

	Gackstatter et al. (2014)
	Analysed the attempts by GCC and BRIC countries to build an innovation-driven economy. 
	The findings prove that R&D expenditure does not determine the economy; instead, appropriate investments and innovation strategy define the innovation-based economy.
	GCC and Brazil, Russia, India and China (BRIC)

	Georgy (2012)
	Examined external knowledge inflow by open innovation.
	Social community network structures can promote innovation management in the sense of open innovation. Accessing knowledge from external channels and sources can enhance the innovation performance of a firm or organisation. The findings of this study supported research conducted by Grant Thornton International. Almost half of all respondents in the Asia Pacific region said customers were an important source of innovation, compared to 40% in Western Europe and 35% in the United States.
	Book

	Hervas et al. (2014)
	Aimed to understand the importance of process innovation as a growth strategy for SMEs. 
	The findings suggested the antecedents of process innovation and recommended acquisition of knowledge as the key to success. R&D is positively related to organisational and technological innovation.
	Spain

	Johansson & Lindberg (2011)
	Explored gender-inclusive innovation through the concept of creative imitation.
	Women entrepreneurs are neglected, as are innovations within women-dominated industries. The article highlighted the example of a businesswoman who pursued innovation in the area of wedding arrangements. Here, innovation is a mediation between creativity and imitation, challenges the assumptions regarding innovation and offers an original interpretation of innovation. 
	

	Krishnaswamy et al. (2010)
	Described the origin and process of technological innovations leading to the development and introduction of new products in the electronics industry of Bangalore, India. 
	This work explored the technological innovation drivers, dimensions, achievements and outcomes carried out by SMEs in the auto components, electronic and machine tool sectors in Bangalore. The cases led to a proposed three-stage theoretical construct of the process of SME innovation: starting up and stabilizing, building technological credibility and opening new markets. The stages involve fulfilling design standards, pursuing incremental innovations and ushering in radical innovations. A positive relationship was seen between innovation and the growth of SMEs.
	India

	Lasagni (2012)
	Investigated the role of external relationships as key drivers of small business innovation.
	The findings suggested that innovation performance is higher in SMEs that are proactive in strengthening their relationships with innovative suppliers, users and customers. SMEs will have better new product development results if they improve their relationships with laboratories and research institutes.
	Europe

	Lederman (2010)
	Analysed product innovation—an international outlook on manufacturing firms.
	Product innovation is affected by three sets of factors: the extent of global engagement, information spillovers and market structure. For global engagement, the evidence suggested that product innovation by incumbent firms is positively correlated with the act of investing in R&D and licensing of foreign technologies, and country-level average import tariffs reduce the probability of product innovation. Regarding information spillovers, the evidence also showed a country’s patent density is positively correlated with product innovation. In contrast, concerning the market structure hypotheses, country-level indicators of business density and policy-induced costs of entry were not robustly correlated with product innovation.
	68 countries

	Lee, Park, Yoon, & Park (2010)
	Placed the concept of open innovation in the context of SMEs to suggest the input of an intermediary in facilitating innovation and to report accounts of Korean SMEs’ success in working with an intermediary. 
	The research results supported the potential of open innovation for SMEs and indicated networking is one effective way to facilitate open innovation among SMEs.
	Korea

	Leiponen (2005)
	Examined the importance of employee skills and innovation activities—survey of manufacturing firms.
	High technical skills are complementary with R&D collaboration and product or process innovation. Human capital is an enabling factor in profitable innovation and policy implications suggest that investments in skills help expand the group of firms in the economy that have the potential to innovate successfully.
	

	Madrid-Guijarro, Garcia-Perez-de-Lema, & Van Auken (2013)
	Examined SME innovation during different economic conditions.
	The study focused on product, process and management innovation in manufacturing SMEs. Tobit analyses were used to determine that the level of these innovations has changed because of the economic downturn. This paper found innovation among Spanish manufacturing SMEs declined during the recent economic crisis, the type of innovation at Spanish manufacturing SMEs changed during different economic conditions and innovation was positively associated with firm performance during the economic expansion and recession years. These findings have proved a turning point to adopting innovation into SME strategy over the business cycle.
	Spain

	Mohnen & Bozic (2016)
	Compared innovation activities between manufacturing and service sectors and factors affecting innovation. 
	The findings determined there is no difference among these sectors when it comes to innovation activities. The manufacturing sector relies more on acquired knowledge than the service sector.
	Croatia (Europe)

	OECD (2011)
	Focused on key trends and policies used by governments to support innovation in the business sector. 
	A review and assessment of policies to stimulate demand for innovation and facilitate innovative ideas. The findings made observations on policy mix issues, and Canada is one of the countries whose policies were heavily emphasised and contributed to the study.
	Australia, Canada, Denmark, Finland, Netherlands, Norway and the United Kingdom

	OECD (2015)
	Determined the current status of innovation and established new sources of growth strategy for stronger and sustainable growth during the financial crisis.
	The priorities in the research paper were to strengthen investment in innovation and foster business dynamism, invest in and shape an efficient system of knowledge creation and diffusion, seize the benefits of the digital economy, foster talent and skills and optimise their use and improve the governance and implementation of policies for innovation.
	

	Parida, Westerberg, & Frishammar (2012)
	Investigated the effects of four inbound open innovation activities on the innovation performance of SMEs.
	The findings revealed that different open innovation activities are beneficial for different innovation outcomes. Technology sourcing was linked to radical innovation performance, whereas technology scouting was linked to incremental innovation performance.
	High-tech SMEs

	Parrilli & Elola (2011)
	Tested three approaches. The first stressed the importance of innovation based on science and technology (STI) drivers, such as R&D and human capital, whereas the second emphasised innovation based on learning by doing, by using and by interacting (DUI); the third, more recent, approach was conceived as a combination of the former two (STI + DUI).
	The study proved that SME innovation output is in fact more sensitive to STI drivers than to DUI drivers.
	Spain

	Ramadani & Gerguri (2011)
	Addressed the meaning of innovation: what innovation represents, types of innovation and the right ways to use innovation.
	In this paper, the findings recognised the types of innovation and that organisations can achieve innovation by focusing on their products and services, ways of selling, supply and so on. 
	Macedonia

	Romero & Martínez-Román (2012)
	Focused on the determinants of innovation in small businesses. Self-employed people running businesses with and without employees were included in the study and two types of innovation—product and process innovation—were differentiated.
	Three factors affect innovation activities among the self employed: the personal characteristics of the self employed, such as their motivations and their educational and professional backgrounds; the organisational characteristics, such as the sector, number of employees, dependence on suppliers or clients and management styles; and the characteristics of the external environment. In this study, education appeared as a key factor whose impact on innovation comes through two main sources: its effect on self-employed individuals’ motivation and its influence on the management style of small businesses. Previous experience as an employee has influence on innovation activities. Firm size does not influence innovation. The determinants for innovation in small businesses also vary substantially across sectors.
	Spain

	Rujirawanich, Addison, & Smallman (2011)
	Aimed to understand the innovation concept and process in Thailand and to investigate how the five factors associated with innovation interact with Hofstede’s five cultural dimensions to influence the innovation process.
	This study suggested that in Thailand, there may be cultural factors other than Hofstede’s that influence innovation and modify the effects of Hofstede’s model of innovation. Thai SMEs may tend to more effectively produce or adopt incremental innovations rather than radical ones. They are likely to experience difficulties with adopting completely novel innovations effectively. There are some cultural factors peculiar to Thailand not mentioned by Hofstede that impact the innovation process.
	Thailand

	Salome, Damilola, & Sunday (2013)
	Examined the influence of gender on access to innovation resources among men and women entrepreneurs.
	Five innovation resources, which include education, finance, skilled workforce, extension and support services and partnership, were examined in relation to gender. The results indicated that women are discriminated against in access to finance and a skilled workforce but not in access to education, extension and support services and partnership. Access to four of the innovation resources identified in the study and gender has significant impact on innovation performance, whereas access to extension and support service has no significant impact.
	Nigeria

	Saya, Pee & Kankanhalli (2010)
	Explored institutional influence in cloud computing—survey with 101 IT professionals.
	The findings indicated that institutional influences significantly affect perceptions related to the accessibility, scalability, cost effectiveness and lack of security of cloud computing. Perceptions about these technological characteristics influence the recognition of growth, abandonment and deferral options in the adoption of cloud computing.
	Asia

	Sok, O’Cass, & Sok (2013)
	This study examined marketing, innovation and learning capabilities in a unified model. It examined the complementary effects of these capabilities on SME performance. 
	This study drew on the resource-based view theory to examine manufacturing SMEs. The findings suggested that marketing, innovation and learning capabilities are positively related to SME performance. In addition, these capabilities interact with one another to create great synergy in achieving SME performance.
	Cambodia

	Subrahmanya et al. (2010)
	Probed the drivers, dimensions, achievements and outcomes of technological innovations carried out by SMEs in the auto components, electronics and machine tool sectors.
	The growth rates of innovative SMEs are defined by sales turnover, employment and investment. The relationship between innovation and growth of SMEs is established by (a) estimating a correlation between innovation sales and sales growth, (b) calculating innovation sales for high-, medium- and low-growth innovative SMEs and doing a one-way ANOVA and (c) ascertaining the influence of innovative sales, along with investment growth and employment growth on gross value-added growth by means of multiple regression analysis.
	India

	Tohidi & Jabbari (2012)
	Described innovation, and different types of innovation were explained. The nature of technological innovation, that is, radical or imitative, was reviewed.  
	Innovation was studied in three parts: product, process and organisation. They are proportional to its application and are categorised as decreasing or increasing, imitative or thoroughly new, progressive or revolutionary and technologic or organisational. Innovation contains all commercial, technical and industrial operations, hence nonlinear processes have to be used.
	

	UNCTAD (2013)
	Aimed to investigate the drivers of entrepreneurship and innovation according to gender, analyse impediments of entrepreneurship and innovation and provide recommendations to foster innovation among women’s entrepreneurship.
	The findings were grouped into three categories: motivations, drivers of innovation and barriers to innovation practices. In the study for women entrepreneurs, drivers of innovation can be categorised as desire to fulfil a dream, passion and independence, whereas for male entrepreneurs, they are the desire to bring a new product in the market or improve an existing product and attain fame. Women entrepreneurs innovate to address social needs in their societies. In developing countries like Brazil, Jordon and Uganda, innovation is more vision led than market led and women and men entrepreneurs are less comfortable with risk because they have less of a support system. Lack of training, ICT and Internet hinders innovation and their success. There are gender differences such as women being more active in using ICT and obtaining education training facilities. Men obtain more patents than women in developing countries. The obstacles are lack of capital, limited access to new markets, ICTs, cultural constraints and lack of training and education.
	Brazil, Jordan, Sweden, Switzerland, Uganda, United States

	Vyas (2009)
	Examined SMEs in the food industry to determine the innovation status and perceptions of new product development plans. 
	The findings established that SMEs use informal and cross functional innovation processes. A good balance is achieved by Scottish SMEs between the needs of the market and their own resources. Those not facing financial constraints are able to attract and retain human resources for new product development.
	Scotland

	Wilhelm (2003)
	This study aims to determine the effectiveness of present innovation policy followed by Switzerland.
	This research proved that the present innovation process is inefficient due to lack of transfer of scientific knowledge into commercialisation of products and process. Switzerland’s main technology policy is to follow an organised knowledge and technology transfer from university to industry; this study found this policy is not effective and the gap needs to be filled by science, technology and the government.
	Switzerland

	Ahl (2006)
	Researched women entrepreneurs.
	research results, a tendency to recreate the idea of
women as being secondary to men and of women’s businesses being of less significance
or, at best, as being a complement.
research results, a tendency to recreate the idea of
women as being secondary to men and of women’s businesses being of less significance
or, at best, as being a complement.
Previous research results revealed a tendency to recreate the idea of women as being secondary to men and of women’s businesses being of less significance or, at best, a complement. This study suggested new research directions that do not reproduce women’s subordination but capture more and richer aspects of women’s entrepreneurship.
	

	Areniu & Kovalainen (2006)
	Examined factors associated with women’s self-employment preference.
	Gender has become a key element in new firm formation activities. This research study contributed to entrepreneurial theories by demonstrating similarities and differences across countries and adding the importance of structural issues for explaining gender and entrepreneurial activities.
	Denmark, Finland, Iceland, Norway and Sweden

	Baum & Locke (2004)
	Looked at the relationship of entrepreneurial traits, skill and motivation in venture growth are analysed—meta-analysis from 229 entrepreneurs was acquired.
	Structural equation modelling revealed a web of relationships that impact venture growth. Goals, self-efficacy and communicated vision had direct effects on venture growth, and these factors mediated the effects of passion, tenacity and new resource skills on subsequent growth, whereas communicated vision and self-efficacy were related to goals and tenacity was related to new resource skills.
	

	Chang, Yen, Ng, & Chang (2012)
	Examined selecting IT/IS providers for SMEs.
	An evaluation model was developed based on the needs of the SME who should use it to obtain a better outsourcing provider resulting from improved information vital to maintain outsourcing efficiency. Use of this model should reduce costs and potential risks in adopting new IT/IS applications and promote an objective standard with which to evaluate IT/IS outsourcing providers.
	Taiwan

	De-Pillis & Reardon (2007)
	Investigated and compared factors influencing entrepreneurial intention in the United States and Ireland. Analysed influence of personality traits and persuasive messages on entrepreneurial intention.
	Culture plays an important role in entrepreneurial decision. US participants appeared to perceive entrepreneurship as a societal sanctioned and an appropriate outlet for their achievement-related motivation, whereas motivation and achievement were not correlated with Irish respondents. Recollections of positive interpersonal and mass media messages about entrepreneurship encourage entrepreneurial intention for US participants.
	United States and Ireland

	Fielden, Davidson, Dawe, & Makin (2003)
	Aimed to investigate factors inhibiting economic growth of woman-owned SMEs.
	In-depth interviews and focus groups of 99 established women entrepreneurs were conducted with 12 service providers. The main barriers blocking women’s ownership of SMEs were stereotypes of business owners as white, middle class and male; cultural differences; shortage of premises; and lack of appropriate childcare.
	North west England

	Donna et al. (2016)
	This GEM global report focused on social values of entrepreneurship, self perceptions, types of entrepreneurial activity, motivation for early-stage entrepreneurs, innovation and internationalisation.
	On average, 68% of working-age adults perceive high status for entrepreneurs in their societies, and 61% believe they receive positive media attention. Forty-two percent of working-age adults in the GEM economies see good opportunities around them for starting a business, but a little more than one third of them would be constrained from starting a business due to fear of failure. The highest levels can be seen in Chile and India, where over half the entrepreneurs state they have innovative products or services.
	60 countries

	GEM (2012)
	Reported on women’s entrepreneurial status.
	There were 126 million women starting or running new businesses in 67 economies around the world. Women also contribute as job creators. Forty-eight million female entrepreneurs and 64 million female business owners currently employ one or more people in their businesses. A predicted seven million female entrepreneurs and five million female established business owners plan to grow their businesses by at least six employees over the next 5 years. The MENA/Mid-Asia group shows the greatest gender disparity, where male entrepreneur’s rates are four times those of females.
	African, European, United States, Pakistan, China, Japan, Korea, GCC

	GEM (2015)
	Examined global understanding of women’s entrepreneurship, determined the gender gap in these countries and designed initiatives and programs to enhance the awareness and participation rate in women entrepreneurship. 
	Entrepreneurial activity has increased by 7% since 2012. Thirty-three percent of women entrepreneurs in the economies studied have a secondary degree or higher level of education. In innovation-driven Middle East economies, women are proportionately more likely to have opportunity motives, but the TEA gender gap suggests few start relative to men and rarely out of necessity. Economies with a higher percentage of women entrepreneurs starting in teams of three or more also have a greater proportion of those with job-creation ambitions, and entrepreneurs operating in teams were found in the innovation-driven Middle East (27%). In Chile and India, more than half of women entrepreneurs believe they offer innovative products or services. Women entrepreneurs in nearly half of the economies in the GEM sample reported equal or higher innovation levels than men entrepreneurs.
	83 countries

	Kirkwood (2009)
	Aimed to establish push and pull theory of entrepreneurship and using a gender-comparative approach to explore the nature of potential gender differences within entrepreneurial motivations.
	Both women and men appeared similarly motivated by a combination of push and pull factors. Women considered their children as motivators more than men; men were influenced more by job dissatisfaction than women. 
	New Zealand

	Krueger, Linan, & Nabi (2013)
	Examined the effect of cultural values on entrepreneurship.
	Cultural variables, together with the rate of entrepreneurial activity, clearly distinguish developing countries from developed ones. Firstly, Bolivia, Peru and Venezuela have higher rates of entrepreneurship. In contrast, another group of countries in the region—Argentina, Brazil, Chile, Costa Rica and Mexico—is characterised by the presence of opposing cultural values (autonomy and egalitarianism) more in line with those corresponding to developed countries.
	Latin America

	Markman & Baron (2003)
	Examined person–entrepreneurship fit.
	The findings suggested that the closer the match between individuals’ attitudes, values, knowledge, skills, abilities and personality, the better their job satisfaction and performance. Similarly, the closer the match between entrepreneurs’ personal characteristics and the requirements of being an entrepreneur, the more likely their success. If entrepreneurs’ qualities include self-efficacy, ability to recognise opportunities, personal perseverance, human and social capital and superior social skills, the person–entrepreneurship fit will be closer. 
	

	Minniti & Naudé (2010)
	Explored patterns and determinants of female entrepreneurship in different countries.
	Four papers were critically reviewed to determine the factors, motivators and constraints among women’s entrepreneurship in developing countries. Gender discrimination was identified in the poorer developing countries. Lack of systematic data has led to unidentified contribution by women entrepreneurs towards economic development. A post institutional approach based on insights from economics and organisation theory seems promising.
	Developing countries

	OECD (2004) 
	Examined promoting entrepreneurship and innovative SMEs in the global economy.
	Recommendations to increase women entrepreneurs’ participation: increase the ability of women to participate in the labour force by ensuring the availability of affordable child care and equal treatment in the workplace. Incorporate a women’s entrepreneurial dimension in the formulation of all SME-related policies. Promote the development of women entrepreneur networks.
Recommendations for innovative entrepreneurs: concentrate policies for promoting availability of risk capital to innovative SMEs mainly in early stages of the financing of the firm. Increase the managerial and technical expertise of intermediaries whose role is to evaluate and monitor companies. Facilitate international transfer of institutional infrastructure and expertise. SMEs must draw on external sources of information, knowledge and technology. Increase the participation of SMEs in research networks and technology markets. Support the emergence and maintenance of innovative clusters. Enhance SME awareness and knowledge of all elements of the intellectual property system. Facilitate access to the information SMEs need to operate internationally.
	Global

	Orhan (2001)
	Aimed to provide further information regarding financing for female entrepreneurs in France, but from the perspective of women entrepreneurs and financial institutions.
	There is a general reluctance by banks to negotiate for small loans. The findings established that the only discrimination faced by women entrepreneurs is that banks demand higher collateral from them than men. There is a lack of interpersonal communication between people in finance departments and women entrepreneurs. The main obstacles are intercultural bias because bankers are mostly men and tend not to consider women as people, and the second obstacle is lack of financial competencies in women entrepreneurs.
	France

	Perera & Wijeyaratnam (2013)
	Examined barriers affecting women’s entrepreneurship.
	Lack of government incentives, labour scarcity, difficulty in providing collateral, access to low interest credit facilities, low access to advanced technology, sexual harassment, involvement in traditional female-type businesses and the adoption of an ‘androgynous’ leadership style are barriers faced by women entrepreneurs.
	Sri Lanka

	Robinson & Stubberud (2009)
	Examined the effect of gender differences in social networks in SMEs.
	Results showed that women are more likely than men to name friends and family as a source of advice, whereas men are more likely than women to name professional acquaintances and professional consultants as sources of advice. This difference can have a great impact on business performance because the information acquired from informal sources (family and friends) is not likely to be as useful as that obtained from more formal sources such as professional acquaintances and consultants.
	European union

	Wasdani & Mathew (2014)
	Studied opportunity recognition (ORP) in different stages of entrepreneurship.
	In this study, entrepreneurs with high ORP were differentiated from those with low ORP by the factors that influence their ORP. It was also found that factors influencing ORP differed with the degree of potential to recognise opportunities. High-ORP entrepreneurs were influenced by bonding social capital, power and level of education attained, whereas low-ORP entrepreneurs were influenced by cognitive style. Some of the common factors that influenced the entrepreneurs were level of education attained, gender, work experience, entrepreneurship training and self-efficacy of entrepreneurs. 
	India

	WEF (2010, 2013)
	Reported on the world economic forum.
	This report established the key factors determining economic growth, explained why some countries are more successful than others in raising income levels and opportunities for their respective populations and offered policymakers and business leaders an important tool in the formulation of improved economic policies and institutional reforms.
	Global












Theoretical Framework
Resource-based View Theory
	With its roots in early strategy theory and economic theory, the resource-based view (RBV) theory focuses on the long-term competitiveness of an organisation or company depending on the resources the company owns. RBV theory argues that a company would be best distinguished from its competitors depending on the resources it owns or controls. To differentiate itself from its competitors, these resources must be durable as well as difficult to substitute and imitate. Empirical studies of SMEs in different industries have resulted in different frameworks to explain how these SMEs gain a competitive edge from the resource-based perspective. The studies found that a competitive edge is based on three capabilities:
· Production capability: Production capability is a company’s ability to produce and deliver products to its clients at the same time as ensuring competitive capabilities such as flexibility, quality, cost, lead time and dependability, amongst others.
· Innovation capability: This represents the ability of a company to create new products and processes as well as achieve better technological or management performance. Innovation capability includes elements such as the cost of development and the time it takes to market a product.
· Market management capability: This represents the ability of a company to market and sell its products efficiently and effectively. Through this model, SMEs can implicitly or explicitly, unconsciously or consciously, put a strategic focus on some of the above-defined basic capabilities.
	The RBV theory helps SMEs have a strategic intent that is monodimensional, meaning they strategically emphasise a single capability. For example, if a company views itself as a production system, working only as a subcontractor, such a company is not likely to pay much attention to market management or innovation. This is because the company is likely to concentrate its resources to ensure that its production facilities are streamlined as much as possible to achieve efficiency that sets it apart from its competitors (Triguero et al., 2013). Some SMEs may pay attention to all three of the above basic capabilities. For example, some SMEs may achieve competitiveness by focusing on marketing or production capabilities, but might sometimes consider innovation a critical component of success.
	However, it is important to note that the degree to which an SME possesses all three capabilities depends on specific strategic focus, which shapes its emergent or deliberate strategies. As a result, the basic capabilities of an SME are founded on the company’s endowment of important resources, such as those that allow it to maintain immutability, competitive superiority, substitutability and duration, as well as appropriability. To achieve this, an SME is required to have critical resources that include financial resources (such as internally generated capital), human resources, physical assets, organisational resources (such as external networks), competencies and know-how, skills, reputation and brand, amongst others. In order to make an effective link between critical resources and basic capabilities, it is important to recognise the key performance indicators of a company. 
	RBV is relevant to innovation research because innovation adoption is potentially an element of competitive success. Based on an RBV, innovation does not occur only by observing the external environment in search of market opportunities, but also from developing and building on core competencies from inside the firm. This indicates that the ability to innovate is related to the resources of the firm (Del Canto & Gonzalez, 1999). Thus, even if an innovation appears to be better than currently adopted ideas, a firm may not be able to adopt the innovation if it does not have the mix of assets or capabilities required for it. Therefore, there is an important relationship between a firm’s resources and capabilities and its ability to adopt an innovation.
Institutional Theory
	As per institutional theorists’ ideas, the institutional environment can significantly affect how formal structures develop in an organisation even more than market pressures. If a company has an innovative structure that leads to the improvement of technical efficiency, then the company is legitimised in its environment. After some time, the adoption of these technologies reaches a critical level where a company that does not use them is termed negligent or irrational. In addition, other companies continue to adopt these technologies despite the fact that they do not add any value by increasing efficiency. According to Lasagni (2012), most of these institutional myths are ceremoniously accepted because organisations accepting them want to maintain or gain some form of legitimacy within the institutional environment. For example, companies in the SME category might adopt some vocabularies of structure in the environment such as specific procedures, job titles and organisational roles to avoid losing legitimacy in their respective industries. This trend is notable within the technology industry. Such companies are likely to innovate or adopt a structural form that does not necessarily help increase efficiency.
Institutional theory states that firms are always under institutional pressure to remain competitive through constant innovation. According to Parida et al., (2012, p. 292), institutional pressure helps increase the diversity of organisational structures within an institutional environment. There are three types of pressures that force firms to adopt structures that are similar: mimetic pressures, coercive pressures and normative pressures. Through mimetic pressures, an SME may copy a structure that is successful elsewhere during times of high uncertainty. Coercive pressures come from legal obligations or the influence of organisations that a company depends upon in business. Finally, normative pressures arise from the approaches and attitudes of other professional organisations as well as networks brought into the company through hiring practices. These ideas were furthered by Parrilli & Elola (2011). The rate of institutional isomorphism increases when companies highly depend on the institutional environment, have ambiguous goals or extensively rely on professionals.

Rogers’s Model of Innovation
	Rogers’s (1962) model of the innovation–decision process is one of the dominant theories on innovation adoption. Rogers’s model of innovation adoption can be applied successfully to a variety of innovations and this model adopts as a staged process. The below Figure 2 illustrates the model.
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Figure 6: Roger's model of innovation decision process (Hussin and Mourad, 2014)
	During the knowledge stage, the decision-making unit is exposed to the innovation’s existence and starts to understand how it operates (Rogers, 2003). Factors that affect this stage include previous practice, needs and problems, innovativeness of the individual and norms of the social system. At the persuasion stage, the ‘individual becomes more psychologically involved with the innovation’ and thus starts to actively seek information about the new idea. Perceived characteristics of the innovation, relative advantage, compatibility, complexity, trialability and observability are important in helping the individual form a favourable or unfavourable attitude towards the innovation. All but complexity are positively related to the adoption of an innovation by an individual. The perceived attributes of an innovation provide an important explanation of the rate of adoption of the innovation (Hussin & Mourad, 2014). In addition to these five perceived attributes, other factors such as the type of innovation decision, nature of communication channels diffusing the innovation, nature of the social system in which the innovation exists and extent of change agents’ promotional efforts in diffusing the innovation also influence the rate of adoption of an innovation Hussin & Mourad, 2014).
Micro, Macro, and Meso Perspectives of Understanding Innovation in SMEs
	One of the greatest challenges SMEs face in any industry is how best to utilise available resources to extract the greatest value while at the same time remaining competitive. The extents to which these challenges affect companies vary significantly from one industry to another and seem to affect the manufacturing sector the most (Vázquez-Carrasco & López-Pérez, 2012). For example, acquiring the right technology to remain competitive, especially during the startup phase, is a challenge for almost any SME given the high cost of technology in the manufacturing sector. Because most startups tend to shy away from spending more money during the initial phase, they may be prone to settling for low-quality technologies in a bid to save capital, thereby compromising long-term innovativeness.
However, increasing innovation within the value chain is one of the best ways, according to scholars, to remedy this scenario. However, scholars such as Romero and Martínez-Román (2012) have advised companies and especially SMEs to recognise different factors that can affect innovation, terming them systemic and interconnected. Some of these factors include those on the macro level such as the lack of an overarching climate for innovativeness within the industry in the network of firm owners. Although entrepreneurs are individuals who are influential in any industry, new entrepreneurs may lack influential role models at the micro level. At the meso level, there are informal and limited interactions between companies with regards to learning processes and knowledge sharing. At the macro level, Sok et al., (2013) noted that SMEs are faced with different challenges, including role dominance between firms and individuals characterised by a lack of trust, purpose and direction. The scenario is common in conflicted regions and results in nonexistent access to global markets. Within these three levels, demand and knowledge management appear to be the key areas that can stimulate innovativeness, especially for SMEs, possibly without affecting the competitiveness of any individual firm.
	Knowledge and demand management are two important concepts with the possibility of stimulating and catalysing innovation. Formal knowledge, according to Wynarczyk (2013), helps SMEs innovate through the need to take advantage of available resources capable of powering their growth.
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Figure 7: Factors affecting innovation among Emirati women entrepreneurs (Lasagni, 2012; Wynarczyk, 2013).

Factors Influencing Technological and Non-technological Innovations
Innovative SMEs are a fundamental element of national growth and development. Women have been known to possess extraordinary entrepreneurial skills that enable them to succeed in different businesses (Perera & Wijeyaratnam, 2013; Fielden, 2003). Itani et al. (2011) found that women have been known to save more, and their level of financial misuse is low compared to that of men. In UAE, researchers have pointed out that women entrepreneurs have a lower rate of discontinuing their businesses than men: 1.8% of women compared to 2.2% of men (GEM, 2011). This is a substantial argument for empowering women in innovative entrepreneurial activities.
At present, improvements in women’s participation have been witnessed in UAE, with Emirati women currently representing 59% of the total workforce (GEM, 2013). According to the Booz study (UAE Yearbook, 2013), 42.6% and 36% of women work for the federal government and government organisations, respectively, whereas only 9% work for private organisations and only 32% are involved in entrepreneurial activity. The reason behind this drastic difference is number of hours, work stress, family issues and responsibilities, status symbols, lack of mentoring and less access to capital (Haan, 2004a; Naser et al., 2009; Sahoo, 2015). 
The subject of women in entrepreneurship should not to be confused with the number of women who have begun to take up leadership roles in various government institutions all over UAE (Cuervo et al., 2007). Even though the number of women in leadership positions in institutional roles has increased, the role of women as entrepreneurs needs further encouragement. It is believed that when women become entrepreneurs, they improve their position in society and enhance their family’s relations in a variety of ways (Sahoo, 2015). This has also been affirmed in previous research; for example, Syed (2011) found that women’s engagement in entrepreneurship has many benefits such as export development, service generation, supplies, productivity, job opportunities and talent growth in Saudi.
 	According to Ahmad and Xavier (2012), empowerment strategies for women have various challenges that hinder their growth and development in Malaysia. These challenges include obstacles in learning and operating their businesses, gender discrimination, political influence, economic instability, psychological effects, cultural influences, educational factors and competition. In addition, women’s family duties and responsibilities keep many from dedicating their time fully to entrepreneurial activities (Ahmad & Xavier, 2012). This hinders rapid growth, discouraging a number of women from participating in such activities. According to GEM (2011), only 2 out of 100 women are expected to start a business in the next 3 years; this can be directly attributed to the fear of failure, which is a common characteristic of a high-uncertainty-avoidance culture. Other problems include weak collateral position, lack of business training, unavailability of counsel and guidance, obtaining credit lines, lack of respect for women entrepreneurs and so on. To form a clear picture of the challenges faced by Emirati women entrepreneurs in developing innovative businesses, this study has categorised the internal and external factors that influence innovation. 

Internal Factors (Firm Level)
	Internal factors are a firm’s internal process that influences the innovation capacity of the SME. Innovation differs in different firms depending on their structure, age of business and internal factors. This notion has a strong intuitive appeal, and an impressive array of studies have explored and tried to vindicate it, making it by far the most pursued innovation research theme. The internal factors of innovation that emerge from this pursuit can be listed as follows.
	Culture. Cultural values were identified by Baum & Locke (2004) and Gutcher (2013) as quite influential in determining entrepreneurial success. Although the concept of culture still remains controversial, Thornton et al. (2011) considered culture a pattern of thinking, acting and feeling, which may not necessarily be equated to a nation, as indicated earlier by researchers like Arenius & Kovalainen (2006). In this regard, Thornton et al. (2011) identified social and societal values as key attributes of culture that have direct links to entrepreneurship. Social values are the value system adopted by people within a common social setting characterised by common norms and attitudes (Krueger et al., 2013). De-Pillis & Reardon (2007) identified family structure and power relations as one of the key social values that directly relate to innovative orientation. According to Rujirawanich et al. (2011), the national culture of Thailand has great influence on the innovation of SMEs. Previous research has revealed that in most Arab countries, women are considered inferior to their male counterparts (Arenius & Kovalainen, 2006); thus, very little family support is given to women for entrepreneurial ventures. In UAE, studies conducted by GEM (2013) revealed that 66.7% of Emirati women entrepreneurs discontinue their businesses due to familial commitment and societal cultural constraints. However, UAE-Interact (2015) observed that some women have already overcome this challenge and are involved in innovative business activities and adopting more innovative business approaches like acquiring capital from equity stakes, among others. 
Innovation in entrepreneurship is considered a function of personality and environmental enabling factors (Markman & Baron, 2003; Thornton et al., 2011). This is because innovation is a personality-based culture that is also influenced by the environmental factors that nurture or reduce entrepreneurial development. As such, with outstanding personality traits and enabling factors like social and societal values, Lim et al. (2010) argued that the availability of a firm’s innovation culture plays a central role in facilitating high performance of SMEs. This is because when individuals develop an innovation culture in their SMEs, they are able to develop more market-oriented, customer-focused and supplier-oriented products and processes (Rujirawanich et al., 2011), thus enhancing their performance. This clearly reflects the extent to which SMEs’ innovative culture has immense influence on their growth and performance.
	Motivation. Motivation plays a central role in promoting SME innovation. Among the key motivation factors that Naser et al. (2009) and Jabeen et al. (2015) identified as having a direct influence on Emirati women are family and friends’ support. A different study conducted by Itani et al. (2011) revealed that support from male family members (e.g., father, brother, uncle) has greater influence on Emirati women’s entrepreneurial and innovative advancements. This underlines the nature of UAE society and the impact of family on the decisions of women entrepreneurs. Several scholars have argued that motivational attitudes differ depending on gender (Itani et al., 2011). However, according to the latest research on innovative entrepreneurial intention, Majumdar & Varadarajan (2013) found that gender has no impact on motivational attitudes in UAE. Another source of motivation is the government, which can enhance women’s entrepreneurship through implementation of policies and elimination of trade barriers, making it easy to conduct business. Previous literature has failed to state the governmental stance towards women entrepreneurs. However, it seems that though the government generally supports women-owned SMEs, it lacks awareness of the difficulties faced by women entrepreneurs in UAE (Itani et al., 2011; Naser et al., 2009). These studies have indicated that a majority of women entrepreneurs in UAE get no or little support from their families and friends, and this inversely affects their SMEs’ innovation because of a lack of motivation (Mulnix et al., 2014). 
	Skilled human resources. Skilled human resources are another key factor promoting innovation in Emirati women-owned SMEs. Singh & De Noble (2003) found that technical skills, creativity and innovative skills are important because they imply the ability of the individual to come up with novel ideas and problem-solving tactics to inspire success. Previous studies have indicated that the majority of women engaging in entrepreneurial ventures are well educated and hold at least a bachelor’s degree in business and management courses (Haan, 2004b); most of them have the required leadership and management skills. Choo & Wong (2009) sampled 145 retired military officers from the Singapore Armed Forces to highlight the importance of business skills, which included technical and managerial skills, in the success of an entrepreneurial venture. The authors argued that the managerial skills of an individual do not differ by gender. Such skills are supported by attending seminars and training, as well as through professional experience. Randeree & Chaudhry (2012) determined that gender plays an extremely minor role in selecting a leadership style and pointed out that leadership and communication skills have a great influence on business objectives and strategies. Women entrepreneurs should sharpen their financial skills and acquire appropriate training for bookkeeping and risk management (Ahl, 2006). The availability of creative and innovative skills and risk management skills facilitates the identification of innovative business ideas and effective management of both startups and established ventures owned by women. With limited empirical evidence on skill development and SME innovation among Emirati women, my study seeks to empirically establish how skill development promotes SME innovation among Emirati women entrepreneurs. 
	Innovation strategy. Innovation is one of the key competitive advantages organisations must acquire in the 21st century. In SMEs, innovation is a path for growth, development and better firm performance (Barringer & Ireland, 2012; Bucolo et al., 2013). Entrepreneurs should be aware of new market trends and also track their competitors’ progress to stay a step ahead of them (OECD, 2015). SMEs need information from their customers and suppliers to enhance their innovation. It can be collected by conducting surveys or interviews with the customers, suppliers, employees, research organisations and universities. This method is called open innovation and is the combination of internal and external knowledge, which generates new ideas and opens doors to new opportunities and successful innovation (Georgy, 2012). Most Emirati women entrepreneurs are more active in conducting product surveys and feasibility studies to collect data and information to set up their businesses (Haan, 2004a). Kirkwood (2009) found that UAE women entrepreneurs in the fashion industry are aware of fashion trends and actively collect feedback from competitors through social networks, where they also track their competitors in their bid to create more innovative approaches to their product and marketing strategies. 
	Networks. Technological advancements in UAE are another key opportunity women are pursuing to enhance their business ventures (Fahed-Sreih, 2010). With advancing globalisation, the Internet is a platform for innovation that helps SMEs in marketing, creating opportunities and accessing market trends (OECD, 2015). UAE is experiencing increasing transformations in terms of technology as consumers embrace technology in their lives. For example, social media is becoming a key technological application that the majority of businesses owned by women are now embracing because most consumers are now using social media for social and business networking (Aulet, 2013; Haan, 2004a). 
Cloud computing is another form of technology that is very appealing to SMEs; it is cost effective, maximises return on investment and is competitive in the business environment (Saya et al., 2010). Alshamaila et al. (2012) conducted research on the adoption of cloud computing by SMEs in northeast England and the findings showed that SMEs that adopted cloud services (75%) are more competent and effective, whereas SMEs unaware of the benefits of cloud services (25%) have not adopted them. In UAE, there has been limited research on cloud computing and its benefit to SMEs. This process will make business among women entrepreneurs easier, at the nascent level, for business startups and for well-established ones. In fact, cloud computing will bring new opportunities for Emirati women entrepreneurs to connect with international partner groups. 
	Social networks have brought new opportunities for SME operators in both developed and developing regions (Barringer & Ireland, 2012; UNCTAD, 2013). Social networking facilitates the exchange of information between entrepreneurs, customers and suppliers (Haan, 2004a). Robinson & Stubbernd (2009) revealed there is a gender difference in network composition in countries like Italy and Japan, whereas there is no such difference in the United States. In UAE, Emirati men entrepreneurs are actively engaged in networking compared to women entrepreneurs because of cultural issues (Haan, 2004a). The popularity of social networks in UAE has presented new opportunities through which women entrepreneurs can collaborate with customers and suppliers in their bid to drive innovation in their business (Naser et al., 2009; Sahoo, 2015). Emirati women engaging in innovative SMEs are establishing personal networks with customers, suppliers and other business partners globally to revamp their business performance (Erogul & McCrohan, 2008) and to match their competitors from across the world.
	Investments in R&D. R&D activities prove to be an advantage in technological innovation and help cope with increasing competitive pressure from globalisation. Although R&D is usually associated with large-scale companies, more emphasis needs to be placed on these activities in SMEs to outprogress their competitors (Forsman & Annala, 2012). In Europe, SMEs from the manufacturing and service sectors are in the list of top R&D investors in the country. In UAE, 2015 was declared the ‘Year of Innovation’ and its vision is to become one of the most innovative nations in the world within 7 years (Sahoo, 2015). A knowledge-based economy is characterised by fast innovation, so UAE can join the innovation-driven economy (Schilirò, 2015). According to Garriga et al., (2013), in innovation apart from R&D, the right leadership, culture, organisational structure and other resources are necessary. 

External Factors (Market Level)
	Competition. Schumpeter’s side of the argument did not reiterate the ease of innovation caused by a lack of competition but rather highlighted the difficulties of innovation under stiff competition. Too much competition may dampen tendencies to innovate and seriously restrict a firm’s innovative action (Krueger et al., 2013); it would inhibit rather than promote product innovation (Kirkwood, 2009; Shmailan, 2013) and may encourage firms to try to gain competitive advantage through routes other than product innovation (Fritz, 1989).
	Government policies. Government should provide a policy framework that is supportive of SME creation, growth and innovation. Policies should be developed that are favourable to women-owned SMEs; in developing countries, the main issue faced by women entrepreneurs is lack of access to capital. Even in developed countries like those in Europe, women entrepreneurs face economic obstacles for innovation (Orban, 2001). Hence, countries like Germany and the United Kingdom have introduced venture capital, angel investments and non profit organisations to provide funds and mentoring for women-owned startups and innovation (EEC, 2008), whereas countries like Sweden and Austria have favourable interest rates and repayment plans for women entrepreneurs (UNCTAD, 2013). However, a recent study conducted by Shmailan (2013) indicated that the UAE government is becoming more committed, as revealed by the development of policies that promote women’s entrepreneurship through funding schemes, institutional collaboration, venture consultation and assistance services. This plays a central role in promoting SME innovation among the ventures owned by women in the country. Even though women’s business councils provide assistance to women entrepreneurs in terms of funds, collaboration training institutes with women entrepreneurs, counselling and mentoring for the betterment of women-owned SMEs, one fourth of women entrepreneurs are still unaware of the facilities provided to them (Gutcher, 2013; Haan, 2004a; Sahoo, 2015). 
	Economic stability. SMEs play an important role in economic stability and vice versa; if the economy and financial status are unstable, they affect SME stability and sustainability (OECD, 2009). There is evidence from many countries that during economic crises, there is a downturn in demand for goods and services. This economic instability affects SMEs in different ways such as increases in payment delays, bankruptcy, difficulty in receiving short-term financing and corporate insolvencies (OECD, 2015). According to Stamatovića & Zakićb (2010), southeast Europe was greatly affected by the 2009–2010 economic crises; entrepreneurs’ lack of knowledge, financial skills and continuous learning affected SME survival during the crisis. In the United Kingdom, off-the-job training to employees played an important role in employment growth and reducing turnover among SMEs post recession (Bryson & Forth, 2016). 
	Market opportunities. According to Autlet (2013), continued focus on push and pull policy fosters both optimal conditions and concrete opportunities to engage in innovation. Market opportunity is one of the criteria of the external environment that motivate SMEs to innovate (Vyas, 2009). 
	Financial institutions. Barringer & Ireland (2012) consider availability of finance an important factor and one of the biggest challenges for innovation among SMEs. Orban’s (2001) research findings determined that the initial capital utilised by women entrepreneurs is low compared to their male counterparts. Entrepreneurs in innovative startups in the United States and other innovative nations use their personal savings, and family and friends are often the most important source of finance (OECD, 2004). Much previous research (Al-Ansari et al., 2013; Gutcher, 2013; Minniti & Naudé, 2010; Perera & Wijeyaratnam, 2013) has concluded that there is gender discrimination in accessing capital, but, contradicting the above studies, Orban (2001) indicated there is no direct sex discrimination; instead, it depends on the lender’s assessment of both the project and the entrepreneurs. GEM (2013) determined only 9.2% of Emiratis are involved in an entrepreneurial activity, and out of them, 7.4% discontinue their business because of a lack of financing. Sahoo (2015) established that even women entrepreneurs face similar challenges and unavailability of finances for their business growth. However, they mostly discontinue their businesses because of the limited support they get from families and friends and because of cultural issues (Baron, 2007). This has largely affected their market influence because they compete with well-established SMEs that are well capitalised. Because business innovation is largely dependent on the availability of finances, it has become quite difficult for women-owned SMEs in UAE to achieve outstanding innovations and subsequently exert significant market influence. 
	Opportunity recognition. Opportunity recognition is an important concept in entrepreneurship research and a key step in the innovation process (Bucolo et al., 2013). Wasdani et al. (2014) described opportunity recognition as one’s capability to identify opportunities. Opportunity in SMEs is mainly recognised by observing the trends in the market and competitors, and experimenting and exploiting similar patterns of innovation. These are actually interconnected; observing and experimenting with new resources in hand and finally applying them in the right segments creates an innovative product (Baron, 2007). Opportunity recognition has been another key issue affecting the ability of innovative SMEs owned by Emirati women in UAE to internationalise their products (Sahoo, 2015). Among the increasingly educated women in UAE (GEM, 2013), the majority of these women have been able to observe and acquire strategic networks globally, which has enabled them to successfully venture into entrepreneurial activities. With the required skills and knowledge in conducting business, the majority of the women have engaged in experimentation with different business models and ideas by starting their own ventures (Barringer & Ireland, 2012). 
	Link with knowledge centres. In several countries, there is government-funded R&D with certain universities; a better systematic and professional management of knowledge can help SMEs link with the universities to be innovative (OECD, 2015). Usually, universities and higher education institutions link with larger companies for funding and prestige, whereas linking with SMEs can be beneficial for both parties. Such initiatives can be beneficial to SMEs by enabling knowledge transfer from universities, and it is an added advantage for universities in terms of further research within local communities and student employability through internships (Piterou & Birch, 2016).











Chapter 3: Research methodology
For small and medium enterprises (SMEs), innovation and creativity play huge roles because nowadays innovation is a critical factor in achieving productivity and can be a strong strategy for customer-oriented organizations to make profits. The trend toward market globalization and increased international competition challenge SMEs to look for new, imaginative, innovative, and flexible ways to grow. The innovation factor is important for all organizations, whether they are large-scale or not; it is a crucial strategy for all firms that are willing to reform or update (Mbizi et al., 2013). The main difference between small and large companies is that for bigger firms, innovation can appear in the form of strategic changes, whereas for smaller companies, such reforms can be huge breakthroughs (Crossan & Apaydin, 2010). Therefore, innovation strategy can help large companies meet many challenges and risks that small or medium firms might not be able to handle so easily (Terziovski, 2010). This means that the innovation strategy for organizational growth can be an effective driving force; it is able to bring SMEs failure or success, depending on their ability to deal with challenges and factors (Bilton & Cummings, 2010). Such possible factors and challenges are studied and researched in this research paper.
	During any research study constituting a research approach plays is an important task to be completed.  Many factors are to be considered while selecting an appropriate research methodology. According to Remenyi et al. (1998), the topic to be researched and the specific research question are the main drivers of research methodology. The researchers argue that literature review should reveal not only a suitable problem to be researched but also a suitable research methodology. This research aims to investigate critical influencing external and internal factors affecting innovation in the context of female-owned start-ups in the United Arab Emirates, including both nascent, startup and established SMEs, which leads our research team to use the exploratory approach as a first step, as the researcher lacks sufficient knowledge on the research area and need to identify the research issues to be addressed. The main aim of this paper is to identify innovative female entrepreneurs in the UAE, understand the nature of their businesses, and identify the types of innovation they use, the obstacles they face when initiating their innovative business ideas, the factors that influence their innovation, and their ways of prioritising these factors according to their current business phase. In this study, we focused on term “innovation” in an attempt to understand its definition and characteristics as portrayed by different prominent authors. This research was prompted by motives extending beyond our intellectual curiosity; we aim not merely to build a theory regarding a less-understood phenomenon but also to explore its potential for a larger social good. To provide quality research, it is critical that we understand research methods and their work principles so the results can serve as highly effective models for other SMEs. This research is an exploratory study, which grants to try out patterns and emerging trends in the gathered data rather than testing previously defined hypothesis (Hussey & Hussey, 1997). Lack of given literature on descriptive or explanatory research method would not be as appropriate to fulfil the mentioned research aims. The approach that we used in this study is in line with that provided by Collis & Hussey (2003), Hussey & Hussey (1997), and Saunders et al. (2000). Our intention is to use exploratory, qualitative, and quantitative research methods to gain insight into and increase familiarity with the subject area so that it might be better understood, thereby providing a basis for more detailed explanation.	
Research Design
A triangulation approach will be used in which quantitative and qualitative data will be collected and considered so that we can effectively address the different levels of the study and answer the “what” and “how” questions. We will also rely on case methodology, interviews, and discussions with a focus group. This research study is divided into three stages: (a) identifying innovative female Emirati entrepreneurs, (b) completing case studies of these selected entrepreneurs, and (c) using an AHP (Analytical Hierarchal Process) method to prioritise those factors identified by women entrepreneurs as being helpful in facilitating business innovation.
Stage 1: Identifying innovative Emirati women entrepreneurs
	Dictionary definitions of “innovation” refer to anything novel or new that enters the marketplace and results in growth of the cost–benefit ratio for a product or service (Fahrer, 2012). Among different scholars, there is noticeable disagreement on the definition of the word (Laforet & Tann, 2006), which is partly responsible for the conflicting outcomes achieved by previous researchers of innovation (Venuvinod, 2011). The earliest definitions are credited to Joseph Schumpeter (1934), who is arguably the most influential early writer on entrepreneurship and innovation and their pivotal roles in the process of economic change. He defines five manifestations of innovation:
· the creation of new products or qualitative improvements in existing products
· the use of a new industrial processes 
· new market openings 
· the development of new raw-material sources or other new inputs
· new forms of industrial organisations
	According to the OECD (1999, 2009 & 2015), innovation is the creative use of various forms of knowledge that emerges as a response to market-articulated demands and other special needs. For measurement purposes, it is defined by the Oslo Manual as “the implementation of a new or significantly improved product (good or service), or process, a new marketing method, or a new organisational method in business practices, workplace organisation or external relations” (OECD & European Communities, 2005, p. 46). The actual and perceived importance of the concept of innovation differs among researchers and across countries in accordance with factors such as resource endowments, industrial structure, and culture (Gutcher, 2013; White & Bruton, 2011). Innovation is also referred to as the embodiment, synthesis, and combination of knowledge in original or new forms, new products, processes, and/or services that generate and deliver new and unique value to customers. It may indicate a completely new innovation or development or an adaptation of an existing technology (Luecke & Katz, 2003). For example, Amazon created an online marketplace using technology that already existed—namely, the Internet (Venuvinod, 2011). Innovation also refers to processes by which new and/or improved products, services, materials, and processes are developed and subsequently transferred to an appropriate market (White & Bruton, 2011). It also alludes to a process in which ideas are turned into realities—the actualization and production of services, products, processes, or a combination thereof. Innovation is a process, and according to Bessant & Tidd (2011), it consists of four phases. The first phase is the search for opportunities for innovation. For there to be innovation, there must be opportunities that present themselves. The second phase of innovation is the selection of an opportunity by the entrepreneur; this opportunity must promise to deliver the greatest possible value for the company. The third phase in the process of innovation involves the implementation and actualization of the opportunity. Finally, in the fourth step, value is captured from the innovation (Bessant & Tidd, 2011). 
Innovation does not necessarily equal invention, and it is an economic term rather than a purely technological term. Innovation can lead to reduced commodity prices, the production of a new and better product, the creation of a new convenience, or the development of a new demand. Innovation may also entail finding new uses for technologies or products that are old; for instance, developing a flying car would involve creating hybrid of an automobile and an airplane, which are established products built with established technologies (Drucker, 2011). The UAE Ministry of Cabinet Affairs offers what is probably the broadest and most comprehensive definition of innovation, describing it as “the aspiration of individuals, private institutions and governments to achieve development by generating creative ideas and introducing new products, services and operations that improve the overall quality of life” (UAE National Innovation Strategy, 2015 pg 5). There are no hard and fast rules or a fixed set of characteristics that define what is innovative and what is not innovative among SMEs (Birkinshaw et al., 2010), but researchers are trying to explain the increasing concentration of internal and external factors that lead to innovation and higher performance. A SME is usually seen as innovative if it is involved in scientific, technological, organizational, financial, and commercial steps that actually lead, or are intended to lead, to the implementation of progress, quality of life or profits (OSLO Manual, 2005). Some recent studies have claimed that innovation must include the proffering of relative advantage; in other words, an innovative product, service, or idea has to be better, or be perceived as such by consumers, than the preceding product, service, or idea. Of course, the meaning of “advantage” is relative depending on a company’s status and context, but it generally refers to the extent to which the innovative product, service, or idea is more efficient, more productive, or less expensive than its predecessor (McAdam et al., 2014).
Innovation must be both complex and simple; an innovative product has to be perceived by consumers as difficult to use and understand, which means it should be complex in a simplistic way (Lafforet & Tann, 2006). The results of innovation must be observable in that they can be seen or experienced by people. This gives a new product, service, or idea a greater chance of adoption (Rujirawanich et al., 2011). Another important characteristic of innovation is its compatibility with the marketplace and consumers. Innovation is valid only when it can be adopted seamlessly into people’s lifestyles (Rese & Baier, 2011). In the workplace, to emulate this consumer-based culture, firms should provide an innovative culture by motivating and training employees, being flexible with rules, and inspiring interest in product development (Laforet & Tann, 2006). Krueger et al. (2013) found that successful SMEs were led by committed leaders who had vision and enthusiasm and provided future-oriented external opportunities for inward investment and information gathering. Leaders who have strong educational backgrounds in entrepreneurship and management can have great impact on the success of innovative firms (Fernandez et al., 2009). Recent studies recorded and studied the performances of innovative firms by tracking their networking and benchmarking skills (Laforet & Tann, 2006). Rujirawanich et al. (2011) emphasised that a company can compare its practices and performances with fellow SMEs to acquire tactical knowledge that may lead to improvements and innovations.
An idea or product is said to be innovative if it has the characteristic of trialability (i.e., how easily it can be tried and explored by possible adopters). It must be possible for users to do a test run or trial run of the innovation before they can assimilate it into their lives. This allows them to test whether it adds value (Rogers, 2013). Innovation must add value to the customer as well as to the company. There must be a perception by the customer that the innovation adds value to his or her life, although firms usually overlook this aspect because they look at innovation from their perspective rather than that of the customer. Furthermore, the company making the innovation must benefit from it, for example, by means of increased revenues, market share growth, or gains in competitive advantage (Damanpour & Aravind, 2011). For SMEs, innovation happens when the environment is enabling and fosters trust among stakeholders; innovation is associated with a lot of risk, so there must be an environment of trust for it to thrive. There should be no fear of failure among the employees. This finding on the nature of innovation and risk-taking was confirmed by a study conducted on American SMEs (Blumentritt, 2004) that showed that the most innovative firms were very competitive and willing to take on greater degrees of risk. Furthermore, upholding the principle of autonomy is important for innovation. Teams and individuals who work at a firm must have clear goals and the freedom to determine how they will achieve those goals. This helps create a fertile environment for even greater innovation (Bigliardi et al., 2011). SMEs that are innovative also have a tendency to accept that failure may occur when innovation is implemented; these firms tend to see failure as an opportunity from which they can learn and make further refinements. SMEs that are innovative do not fear failure. Rather, failure is embraced, and these SMEs’ defining characteristic is a willingness to implement ideas instead of just conceptualizing them (Huizingh, 2011).
Research Approach and Targeted Sample:
The research approach started by identifying innovative Emirati women entrepreneurs in UAE, to gather the data contact information's of Emirati women entrepreneurs registered under Business women council's were relied. One of the challenges faced during this stage was incomplete and non-updated details registered in Business women council directory. To confirm the SMEs presently in working condition, each and every contact in the directory was telephoned and from this research process, nearly 75 Emirati women entrepreneurs were identified. The data available from women’s business councils in Dubai and Abu Dhabi do not have clear parameters for what distinguishes an innovative SME from an ordinary SME. As was the case in the research of Naser et al. (2009) and Al Hallami et al. (2013), there is no frame for recognising innovative SMEs in the UAE. R&D can be used as a proxy to assess innovation performance in SMEs, but it cannot serve as the actual tool for measuring innovation because not all firms have research and development departments (Kleinknecht et al., 2002). Clearly, every country and region has its own frame through which the innovativeness of SMEs is measured. Because there is no clear or generally accepted frame for identifying innovative SMEs, this paper explores the characteristics of innovative SMEs in the UAE to provide a clearer understanding of the differences between innovative SMEs and ordinary SMEs. Table 1 summarizes the characteristics of innovative SMEs. Hence a questionnaire was prepared to identify innovative Emirati women entrepreneurs with basic demographic questions like entrepreneurs profile and business profile and the respondents were asked to rate each of the 15 statements related to the characteristics of innovation present in their business on a scale of 1 to 5 with the following specification (Strongly agree-5, Agree-4, Neither agree or disagree-3, Disagree-2 and Strongly disagree-1). These questionnaires are sent to the selected 75 Emirati women business women Email id and a follow up telephonic call was made to fill them accordingly. The findings of this stage will explain in detail in the next chapter 4 Empirical studies.
Table 6: Characteristics of Innovative SMEs
	Characteristics
	Author

	Is observable and compatible
	Rujirawanich et al. (2011); Rese & Baier (2011)

	Invests in training for employees
	Laforet & Tann (2006)

	Has leader with future-oriented, innovative vision
	Krueger et al. (2013)

	Exhibits networking skills
	Laforet & Tann (2006); Rujirawanich et al. (2011)

	Adds value to customers and firm
	Damanpour & Aravind (2011)

	Takes risks
	Blumentritt (2004)

	Offers open, innovative environment
	Bigliardi et al., (2011)

	Invests in R&D activities
	Al Hallami et al. (2013)

	Invests in new technology
	OSLO Manual (2005)

	Has leader with a strong education
	Fernandez et al. (2009)





Stage 2: Case Study Approach
Researchers should select a research method that serves the nature of the research problem (Noor, 2008). To answer our research question, we needed to study several available cases of innovative female entrepreneurship in the UAE. We therefore chose the case study methodology for this research. Creswell (2013) describes case study methodology as “a qualitative approach in which the investigator explores a bounded system (a case) or multiple bounded systems (cases) over time, through detailed, in-depth data collection involving multiple sources of information” (Creswell, 2013, p. 73).
The case study method helped us understand and explore the complex issues faced by women entrepreneurs. When complex, in-depth investigation is required, this research method is very useful. Hence, the case study method helps us explore a specific context through close data examination. The case study method investigates a phenomenon from real life through the detailed analysis of a limited number of conditions or events and their relationships (Yin, 2013). This method has the ability to provide complex or simple research that considers environmental factors. Moreover, organizational theory and management studies rely heavily on case study research as a way to collect and analyse data. The case study research method helps researchers answer the “why” and “how” questions in cases where the researchers have a little control over the researched events. This method is very important in researching topics that have not gained a lot of attention in previous research (Vissak, 2010). The case study method can be applied effectively to organizations that are testable, valid, new, practical, theoretical insight development and new reality layers captured. Moreover, such studies can be very helpful in relationship definition, discovery, mapping, and description development as well as in refining, refuting, and testing theories. The method includes hypothesis, illustration, classification development, and identification of the potential for further research (Vissak, 2010). Researchers choose the case study method when they find that it is difficult to establish boundaries between the problem that is being investigated and the context in which the researcher will explore the problem (Merriam, 2009). Case studies will not eliminate the significant characteristics of real-life events, which help researchers acquire a better understanding of complicated social phenomena (Kohlbacher, 2006). The question that researchers often face under this framework is how many cases are needed for adequate qualitative studies. Patton (1990) answered this question, claiming that “there are no rules for sample size in qualitative inquiry” (p. 184). Sample size depends on what you want to know, the purpose of the inquiry, what is at stake, what will be useful, what will have credibility, and what can be done with available time and resources. In addition, Eisnhardt (1989) confirmed that there is no ideal number of cases and that the target is to choose cases that will likely enhance the naturalistic generalizability of the findings. Qualitative studies focus on the in-depth analysis of information-rich cases until researchers reach saturation level by collecting required information's. Cases should be selected purposefully so that they will answer the research questions (Patton, 1990).
Another advantage of this method is its ability to be applied to deep investigation of the experimental, complex, and dynamic areas and processes with consideration of the fluid and fast-changing environment. In addition, all of the required data can be collected over a long period of time and from multiple sources, perspectives, and levels. This can be very helpful in cases where the interviewer is not sure about some facts. This saves the interviewee time because general information has already been provided (Starman, 2013). Another advantage of the case study method is that such detailed research can help not only in describing or exploring the data in the conditions of the real-life environment but also in explaining the real-life situation’s complexities so that they can be avoided in the survey or experimental research (Yin, 2013). Because of all these advantages, the case study method is used in many research papers that focus on innovation among SMEs. This method is highly effective in managerial and organizational studies, and particularly for researching innovation in SMEs. For example, one such research paper is Tange’s, which focused on emerging market-development effects on SMEs and their relationship with innovation. He used Japanese SMEs as the case study to research how innovation in emerging markets affects SME operations. He studied what kind of innovation was being accomplished in their home countries and what innovation was being accomplished locally through the development of the emerging market (Tange, 2014). Another example is Zhu et al.’s (2011) research paper titled “Institution-Based Barriers to Innovation in SMEs in China” and the paper focused on the institution-based barriers that Chinese SMEs face when trying to innovate. Based on the case of China, the authors identified five common barriers and explained how exactly these barriers influence innovation (Zhu et al., 2011). Another example is Kim and Park’s (2010) work focusing on open innovation activity’s effect on SME performance in Korea. This paper analysed the impact of open innovation activities on innovation output and compared the results to those of large organizations (Kim & Park, 2010).
Despite all of the advantages of the case study method, it does present some drawbacks and limitations. One of them is the lack of accuracy. Because this method relies on a large amount of evidence, the case study researchers can allow biased views or equivocal evidence to inform their conclusions (Yin, 2013). Another disadvantage is that the case study method provides a basis that often is not sufficient for scientific generalization. This tends to be because of the small number of subjects; in some cases, this methodology is performed with only one subject. Another limitation is that case studies can be so long and difficult that it becomes impossible for researches to come to a confident conclusion that accurately represents such a large amount of documentation. Because there is the potential for researchers to acquire too much data over a long period of time, there is also the risk that this data will not be organized systematically in a proper way (Yin, 2013). However, it is more common that the failure of this methodology stems from reliance on a single case, which makes it difficult for researchers to produce a generalizing conclusion.
Research Approach and Targeted Sample:
Understandably, a single case study is not enough for adequate research in this study, but there are different industries in which these parameters could be different. According to Creswell (2007), a collective case study (multiple cases) shows different perspectives on an issue and helps generalize the findings. In this research, we will choose at least 10 female-owned Emirati SMEs from different sectors that we deemed to be highly innovative in nature. These SMEs will be chosen as per their business stage—nascent, start-up, or established—and also based on how they met the innovation criteria. They were selected from all over the UAE. To analyse the unstructured interviews, we will use NVIVO 10, a qualitative data analysis software package that is used to analyse and organise textual sources, interviews, field notes, and other qualitative data types that include image, video, and audio files (SSDS, 2011-2012). The first step to using this software is to import data, which means that the user has to bring in the needed documents—for example, the interview files. Then the user has to open and explore these files. For the third step, the user has to code, and the coding process means that material is organized by case, topic, or theme. For example, the user can select an abstract that focuses on education quality and code it on the node as “education quality.” In this step, it is critical to make a node to collect all of the references. The nodes are the coding containers that let the user gather all related materials in a single place so that the ideas and patterns are arranged in categories. The next step for the user is to query, which means that if other people were also interested in the same data for a future study, it would be easy to find it using a text 
	


search. Then the user has to reflect, which means query gathering in its own mode and all material review in a single place. The next step is visualization, where the user has to display the word tree to understand how other people talk about the topic. For the last step, the user has to create a memo, which means writing his or her own insights (QSR International, n.d.).
Because of the multiple cases in this study, the analytical techniques that we will use are the cross-case and within-case analyses suggested by Creswell (2007). The analysis of case study stage will be explained in detail in chapter 5. We will use these methods to analyse the similarities and differences among the Emirati-owned SMEs and compare which factors influence them to be innovative and which do not. Each case will be treated as a separate study by defining each entrepreneurs profile, business profile, innovation characteristics and challenges faced by them during innovation. Finally this will be explained by putting back the findings together in a meaningful manner by establishing patterns that are supported by the summary table. The theoretical analysis will be presented for each factor based on previous literature, and then a qualitative analysis of the interview results will be discussed. After analyzing the data, naturalistic generalizations will be developed as a conclusion. Finally, an in-depth analysis and comparison of the cases will be performed to explore the critical factors that are important for SMEs to be innovative. In the below table, latest research on female entrepreneurship are listed were case study approach has been applied. 







Table 7: Meta table for case study approach
	Authors
	Case study approach

	Datta and Gailey, 2012
	A persuasive case study approach was used to interview 7 women entrepreneurs to determine both institutional structures and business models that support women’s empowerment and the self perception of empowerment by women owners of the institution.

	Humbert and Brindley, 2015
	10 Irish women were selected for a case study approach to understand the myth of risk averseness among women entrepreneurs and analyse risk in the context of gender and socio economics.

	Naguib and Jamali, 2015
	15 cases of female entrepreneurs from UAE were considered to propose a multi level integrative research framework that can capture the multitude of factors affecting the expression female entrepreneurs in UAE.

	Akinbami and Aransiola, 2015
	8 case studies were selected from Southeast and southwest of Nigeria aiming to highlight the cultural practices, there effects on rural women entrepreneurship, effects of government interventions and practices to be harnessed to improve rural women entrepreneurship in Nigeria. 

	Tange, 2014
	Japanese SMEs was taken as case study to focus on the emerging market development effects on the SMEs and the relationship with the innovation

	Zhu et al., 2011
	Chinese SMEs were taken as case study and focused on the innovation institution-based barriers, their definition and way of their impact.

	Kim and Park, 2010
	This paper analysis the open innovation activities` impact on the innovation output and compares the results with the large organizations in Korea



Stage 3: AHP Approach
Rogers and Bouey (1996) pointed out that “without a doubt, the most utilized data collection method in qualitative research studies is the interview” (p. 52). Qualitative interviews are classified into three types: structured, unstructured, and semi-structured. An interview in which the interviewer prepares a set of questions in advance that he or she will follow closely is called structured interview. In an unstructured interview, the interviewer has a general area of interest and concern but will let the conversation develop naturally around this interest (Robson, 2002). In a semi-structured interview, the interviewer is free to add or edit the set of questions already prepared about a list of themes and areas that need to be covered depending on the situation and the flow of the conversation.
	Interviews are used in the case of both quantitative and qualitative research but there are key differences between these situations. Qualitative interviews are more flexible and open-ended and are often used to develop ideas and research hypotheses rather than to gather facts and statistics. This method has some disadvantages, including a low level of reliability and comparability. This is because unstructured interviews are not standardised and cost both time and money. Nevertheless, it is vital for this study to use this method of data collection because it will ensure enormous flexibility during the data collection process. The interviews will range from structured to semi-structured. To analyse the structured questions, we will rely on the analytic hierarchy process (AHP).
	Overview of the AHP: The analytical hierarchy process is a methodology developed by Saaty (1980) to comprehensively analyse rational and irrational values according to their levels of importance to the decision-making process. The AHP facilitates, formulates, and simulates the human decision-making mechanism in multi criteria evaluation procedures. This methodology is used to analyse the strategic concepts of a company through the transformation of a complex problem into a disintegrated hierarchical problem. This fragmented illustration of multiple-level hierarchies helps decision makers identify a problem and deal with it in a clear manner. The complexity of the problem determines the number of levels of hierarchy. The following reasons make the AHP the best methodology for this study: (a) it provides a model that is easy and flexible for a wide range of unstructured problems, (b) it integrates a deductive approach for solving complex problems, (c) it can deal with the interdependence of the elements in a system, (d) it reflects a natural tendency of the mind to sort elements of a system into different levels and to sort group-like elements in each level, and (e) it provides a scale for measuring intangibles and measuring priorities. The AHP provides a simple multi criterion methodology for the evaluation of alternatives (Hussain et al., 2015). It uses a multilevel hierarchical structure that is composed of objectives, criteria, and alternatives. Then pertinent data are derived from the pair-wise comparison to weigh the importance of the decision criteria relative to the required performance. It is a proven mechanism for improving consistency and performance of an organization (Malik et al., 2015). This method has many advantages such as its flexibility, its ability to check inconsistencies, and its intuitive appeal to decision makers (Ishizaka & Labib, 2011). Overall, researchers referred below in table 3 tend to consider this method convenient and its ability to break down the decision problem into its constituent part and provide the criteria hierarchies’ build (Xue et al, 2014; Karaveg et al, 2015). Another advantage of the AHP research method is that it helps researchers focus on both objective and subjective evaluation measures (Erdil & Erbiyik, 2015). This method also helps with group decision making through the use of consensus.
The AHP method structures the decision-making process as a hierarchy, and the decision-making component involves choosing an option from different alternatives. Through a set of pair-wise comparisons at each level of the hierarchy, a matrix can be developed in which the entities indicate the strength with which one element dominates another with respect to a given criterion. The AHP is a standard of measurement that uses pair-wise comparisons and relies on the judgement of experts to derive the priority scales. These scales measure the intangibles in relative terms. The comparisons are made using a scale of absolute judgement that represents how much more one element dominates another with respect to a given attribute. The main concern of the AHP is to deal with inconsistencies that tend to arise from a judgement and thereby improve this judgement (Vinodh et al., 2012). The AHP judges and selects the elements and concepts that have a greater influence on predetermined objectives. It has been used to accurately evaluate the influence of criteria in terms of goals. Figure 8 presents the outline of the AHP method employed in this research.
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Figure 8: Summary of AHP steps

Recently, there has been a renewed interest in the AHP as an emerging solution to complex, real-world, and multi criteria decision-making problems (Ishizaka et al., 2012; Lee & Drake, 2010). The AHP has been successfully implemented in various fields. For example, Ghodsypour & O’Brien (1998), Korpela et al. (2001), and Lee & Hsu (2004) all implemented the AHP in the field of logistics management; Braglia et al. (2001) and Çebi & Bayraktar (2003) applied the AHP in the manufacturing sector; Lee & Kwak (1999) and Kwak & Lee (2002) did so in health care management; Kurttila et al. (2000) and Masozera et al. (2006) applied it in environmental management; Kwak et al. (2005) did so in marketing disciplines; and Ngai & Chan (2005), Xiao-qing & Fang-fang (2010), and Grimaldi & Rippa (2011) used the method to study knowledge management. The AHP has been used in various contexts—for example, to select between alternatives (decision making) and to rank prioritization (Badurdeen et al., 2011). The AHP has been widely used in many industrial applications as well. For example, Sadeghi et al. (2012) developed a model to evaluate factors that affected the success of high-tech Iranian SMEs. Tsai & Kuo (2011) considered the co-dependent relationship among complex policy evaluation criteria and their alternatives, and addressed the constraints of itemized annual budgets. Evaluation results showed three alternatives (i.e., incubator canters, financial assistance, and knowledge-sharing platforms) that can be selected under budget constraints. The model provided an effective solution to help policy makers evaluate and select feasible entrepreneurship policies. Saremi et al. (2009) applied a systematic decision-making process to select external consultants for Total Quality Management (TQM) in SMEs. Chang et al. (2012) developed an AHP model based on the needs of an SME that might use it to obtain a better outsourcing provider, which could result in improved acquisition of information that is vital to maintaining efficient outsourcing. Tsai & Chou (2009) proposed an original mixture model for selecting optimal management systems under resource constraints and illustrated its practical application. 
Research Approach and Targeted Sample:
	In light of the key discussions made in this section, represents the conceptual framework of this study. The ultimate aim of this study is to explore the inhibitors and factors associated with women-owned Emirati SMEs and to prioritise the factors that promote SME innovation at three stages: “nascent” (in the process of starting), “start-up” (existing less than 3 1/2 years), and “established” (existing more than 3 1/2 years) SMEs (GEM, 2013).  For this purpose, we designed a survey based on qualitative and quantitative methods. The survey was designed by composing multi criteria decision-making tools for sustainable practices and further breaking them down into sub criteria. To deal with the complexity of the multi criteria decision-making process, we applied the AHP. The interview questionnaire was prepared with reference to innovation characteristics determined in Stage 1 and factors affecting Emirati women entrepreneurs in Stage 2. It will be developed in English and Arabic and on a 9-point ratio scale (Saaty, 1980). This research will target various female-led Emirati companies that operate within the seven states (Abu Dhabi, Dubai, Sharjah, Ajman, Umm al-Quwain, Ras al-Khaimah, and Fujairah) in the UAE. A focus group interview will be conducted to prioritise the factors affecting their innovation and challenges that these SMEs experience. The focus group will be categorised on the basis of the business stages (nascent, start-up and established). The respondents will be selected with the assistance from the Emirates Businesswomen Council, the Abu Dhabi Businesswomen Council, and the Dubai Business Women Council. 
This study is the first to analyse the inhibitors and facilitators associated with women-owned SMEs and innovation in the UAE context using the AHP model and the case study model, both of which are critical. Because of the advantages offered by the first method, it is possible for us to provide deep and detailed research on the nature of business and factors that affect innovation among female Emirati entrepreneurs. The second method can help us prioritise the factors that affect innovation among nascent, start-up, and established businesses. With both of these methods as our tools, it is possible to prevent risks and meet challenges. Thus, it is crucial to understand their work mechanism to achieve effective and successful results. As there is very limited research conducted in female entrepreneurship with AHP methodology, the table below lists the latest research conducted in entrepreneurial field.
Table 8: Meta table for AHP method
	Author
	AHP approach

	Xue et al, 2014
	Difference of effects from different types of customer related marketing (CRM) programs are determined by AHP approach for improving the customer profitability in SMEs.  

	Darabi et al. 2015
	This study focuses on the factors affecting the willingness of employees to entrepreneurship and the authors have used AHP approach to prioritise the factors in India. 

	Akalin et al, 2013
	AHP approach is used to determine the relative importance of criteria in the decision problem of location selection and secondly to identify the location with highest potential among other alternatives for retailers of clothing store.

	Karaveg et al, 2015
	AHP approach is used to determine the criteria’s for R&D commercialization and prioritizing those according entrepreneurs and researchers evaluation role. The cases were selected from government research institutions.



Research Framework 
From the literature review, we determined nine criteria that we will use to determine the innovation level of an SME: culture, motivation, innovation strategy, opportunity recognition, finances, technology, skill development, government policies, and R&D. Under each criterion are sub criteria, as shown in the figure below. This model will be used to develop a survey for female Emirati entrepreneurs. After that, a consistency test will be applied and the factors will be prioritised. Data will be collected from women entrepreneurs in three different business stages; stage 1 focuses on 
women entrepreneurs in the nascent stage of business, stage 2 focuses on women entrepreneurs in the start-up stage, and stage 3 focuses on women entrepreneurs in the established stage. We have opted to study all three stages to determine the extent of innovation and the critical factors for further development at every stage of entrepreneurship. 
	[image: ]
Figure 9: Research framework


Chapter 4: Empirical Study

In my discussion on research methodology in chapter 3, I determined that several innovation characteristics were used in different countries to identify innovative SMEs. The previous literature on innovation and its characteristics shows that there are no hard-and-fast rules or a specific framework that differentiate innovative from non-innovative SMEs. In the previous chapter, I also discussed the triangulation approach and its benefits for this research study. As already mentioned, research design is divided into three stages: identification of innovative Emirati female entrepreneurs, examination of a case study of the select Emirati entrepreneurs, and prioritisation of factors by using the AHP method. In this chapter, empirical study focuses more on the first stage—that is, identification of innovative Emirati female entrepreneurs. In this chapter, I emphasise data collection and mainly study the characteristics of innovation in SMEs and uses them to differentiate between innovative and non-innovative Emirati female entrepreneurs.
Because this research study focuses on innovation by Emirati women who own SMEs, hence the researcher has given importance to innovation characteristics among Emirati entrepreneurs. The management literature on SMEs in Dubai is limited but growing (Al-Ansari et al., 2013). According to El-Sokari et al. (2013) and Al-Ansari et al. (2013), research findings have revealed that Emirati SMEs are characterised by a low level of innovation, and they specialise in products with low technological levels instead of high-tech products. Some of the common characteristics determined by the previous researchers are observable and compatible: investing in training for employees; having a future-oriented innovative vision among leaders; networking skills; adding value to customers and the firm; taking risks; having an open, innovative environment; investing in R&D activities; creating new technology; and having entrepreneurs with strong educational backgrounds (Al Hallami et al., 2013; Bigliardi et al., 2011; Damanpour & Aravind, 2011; Krueger et al., 2013; Laforet & Tann, 2006; Rese & Baier, 2011; Rujirawanich et al., 2011). 
In recent research conducted by Dubai SME (2015), certain innovation characteristics were selected to identify innovative SMEs in the UAE (i.e. prevalence of innovation, level of IT adoption, human capital development, degree of corporate governance, and level of access to finance). A compilation of all the innovation characteristics determined from previous literatures in different regions, such as owner’s innovative vision, owner’s educational background, new or improved IT adoption, new or improved product/process, new or improved marketing strategy/organisational process, R&D activities, networking, allocation of R&D funds, and risk taking, is presented and used in this research. Therefore, this paper explores these characteristics of innovative SMEs in the UAE to understand and differentiate between Emirati women who own innovative SMEs and those who own non-innovative SMEs. 
To identify the innovation characteristics among Emirati women entrepreneurs, 75 women entrepreneurs who registered with the Business Women Council in Abu Dhabi and Dubai were selected randomly. The first part of the structured questionnaire includes questions related to demographics, such as the entrepreneurs’ personal and business profiles. In the second part, the respondents were asked to rate each of the 15 statements related to the characteristics of innovation present in their business on a scale of 1 (strongly disagree) to 5 (strongly agree). Out of the 75 questionnaires sent, 50 completed questionnaires were received, resulting in a response rate of 67%. The demographic characteristics of Emirati women entrepreneurs are discussed below.




Table 9: Demographics of 50 Emirati Women Entrepreneurs
	Level of education (%)
	No formal education
	High school
	Secondary school
	Graduate
	Master’s
	PhD
	Professional certificates

	
	0
	6
	38
	34
	16
	4
	2

	 
	 
	 
	 
	 
	 
	 
	 

	Age (years) 
	Less than 25 
	25–30 
	30–35
	35–40
	40–45
	45–50
	50–above

	
	10%
	16%
	40%
	26%
	6%
	2%
	0%

	 
	 
	 
	 
	 
	 
	 
	 

	Location of business (%) 
	Abu Dhabi
	Dubai
	Sharjah
	Ajman
	Um al Quwain
	Ras al Khaimah
	Fujairah

	
	28
	32
	24
	10
	0
	0
	6



The demographics in the table above show that all the Emirati women entrepreneurs are educated: nearly 34% of the respondents have completed their graduation, and 4% of the respondents have a doctoral degree. These statistics support the findings by Sahoo (2015) that women are more educated than men in the UAE and that 95% of girls, compared to 80% of boys, complete their secondary education and enroll in a higher education institution, either in the UAE or abroad. Nearly 80% of the respondents are between 25–40 years old, and most of the women entrepreneurs are employed in other government, semi-government, and private entities. They spent an average of 4 to 5 hours a day in their business because they have family responsibilities, and creating a balance between their official duties, business, and family responsibilities is one of the main challenges faced by them. Thirty-two percent of the respondents are from Dubai, 28% are from Abu Dhabi, and 24% are from Sharjah, whereas women from other Emirates are not as active. Even though the questionnaire was translated into Arabic to avoid a language barrier, a number of Emirati women entrepreneurs did not respond, even after continuous follow-ups by the researcher.

Figure 10. Sectors targeted for identifying innovative Emirati women entrepreneurs.
In this study, a variety of business sectors was considered; as shown in Figure 10, it is evident that most of the Emirati women entrepreneurs (42%) are in the service sector, with retail (28%) and wholesale (16%) further behind. Within the service industry, most Emirati women own salons, tailoring and embroidery boutiques, training institutes, special needs institutes, and consultancy services. These findings demonstrate to policy-makers and other women entrepreneurs the hidden opportunities in other sectors. The agriculture sector has the least number of Emirati women entrepreneurs, which is a surprise considering the open market for organic farming and new innovative methods that can be utilised for exploring new opportunities. In the below figure 11, shows the percentage of radical innovators and incremental innovators, among the 50 Emirati entrepreneurs 20%of the respondents are radical innovators and the remaining 80% are incremental innovators.

Figure 11. Percentage of type of innovation among Emirati women entrepreneurs

Figure 12. Percentage of nascent, start-up, and established businesses.
Among the 50 entrepreneurs represented, 52% of the respondents were established, 42% were in the start-up phase, and only 6% were in the nascent business phase. To identify innovation among Emirati women, 50 female entrepreneurs were asked to fill out the second part of the questionnaire. The innovation characteristics summarised from previous international literatures were owner’s innovative vision, owner’s educational background, new or improved IT adoption, new or improved product/process, new or improved marketing strategy/organisational process, R&D activities, networking, allocation of R&D funds, invest in training employees and risk taking. The table below shows the innovative characteristics implemented by 50 Emirati women entrepreneurs.



Table 10. Innovation Characteristics of Emirati Women Entrepreneurs
	Entre-preneur
	Type of business
	Years in business 
	Owner/
manager innovative vision & education background
	New or improved IT adoption
	New or improved product or process
	New or improved marketing strategy or organisational process
	R&D
	Networking
	Allocation of R&D funds
	Invest in training employees
	Risk taking

	 1
	Retail
	3
	
	
	
	
	
	
	
	
	

	2
	Wholesaling
	7
	
	
	
	
	
	
	
	
	

	3
	Flower Boutique Retail
	4
	
	
	
	
	
	
	
	
	

	4
	Salon service
	3
	
	
	
	
	
	
	
	
	

	5
	Service
	2
	
	
	
	
	
	
	
	
	

	6
	Flower Boutique Retail
	3
	
	
	
	
	
	
	
	
	

	7
	Salon service
	5
	
	
	
	
	
	
	
	
	

	8
	Tailoring service
	3
	
	
	
	
	
	
	
	
	

	9
	Wholesaling
	3
	
	
	
	
	
	
	
	
	

	10
	Manufacturing
	11
	
	
	
	
	
	
	
	
	

	11
	Retail
	5
	
	
	
	
	
	
	
	
	

	12
	Service
	2
	
	
	
	
	
	
	
	
	

	13
	Wholesaling
	4
	
	
	
	
	
	
	
	
	

	14
	Manufacturing
	5
	
	
	
	
	
	
	
	
	

	15
	Special needs therapy
	5
	
	
	
	
	
	
	
	
	

	16
	Service
	3
	
	
	
	
	
	
	
	
	

	17
	Retail
	5
	
	
	
	
	
	
	
	
	

	18
	Salon service
	6
	
	
	
	
	
	
	
	
	

	19
	Tailoring service
	3
	
	
	
	
	
	
	
	
	

	20
	F&B
	3
	
	
	
	
	
	
	
	
	

	21
	Wholesaling
	2
	
	
	
	
	
	
	
	
	

	22
	Salon service
	3
	
	
	
	
	
	
	
	
	

	23
	Retail
	5
	
	
	
	
	
	
	
	
	

	24
	Service
	3
	
	
	
	
	
	
	
	
	

	25
	Interior design
	4
	
	
	
	
	
	
	
	
	

	26
	Salon service
	3
	
	
	
	
	
	
	
	
	

	Entre-preneur
	Type of business
	Years in business 
	Owner/
manager innovative vision & education background
	New or improved IT adoption
	New or improved product or process
	New or improved marketing strategy or organisational process
	R&D
	Networking
	Allocation of R&D funds
	Invest in training employees
	Risk taking

	27
	Event management
	2
	
	
	
	
	
	
	
	
	

	28
	Retail
	5
	
	
	
	
	
	
	
	
	

	29
	Service
	5
	
	
	
	
	
	
	
	
	

	30
	Technology
	6
	
	
	
	
	
	
	
	
	

	31
	Wholesaling
	7
	
	
	
	
	
	
	
	
	

	 32
	Tailoring service
	2
	
	
	
	
	
	
	
	
	

	33
	Retail
	5
	
	
	
	
	
	
	
	
	

	34
	Service
	3
	
	
	
	
	
	
	
	
	

	35
	Fitness in health care
	8
	
	
	
	
	
	
	
	
	

	36
	Wholesaling
	8
	
	
	
	
	
	
	
	
	

	37
	Service
	2
	
	
	
	
	
	
	
	
	

	38
	Retail
	5
	
	
	
	
	
	
	
	
	

	39
	Tailoring service
	1
	
	
	
	
	
	
	
	
	

	40
	Graphic designing
	12
	
	
	
	
	
	
	
	
	

	41
	Flower Boutique Retail
	1
	
	
	
	
	
	
	
	
	

	42
	Salon service
	3
	
	
	
	
	
	
	
	
	

	43
	Retail
	5
	
	
	
	
	
	
	
	
	

	 44
	Wholesaling
	3
	
	
	
	
	
	
	
	
	

	45
	F&B
	1
	
	
	
	
	
	
	
	
	

	46
	Flower Retail
	5
	
	
	
	
	
	
	
	
	

	 47
	Retail
	5
	
	
	
	
	
	
	
	
	

	 48
	Tailoring service
	4
	
	
	
	
	
	
	
	
	

	 49
	Wholesaling
	6
	
	
	
	
	
	
	
	
	

	50
	Artisan soap Retail
	3
	
	
	
	
	
	
	
	
	






Out of the 50 respondents, only 10 Emirati women entrepreneurs have fulfilled and accomplished these selected innovation characteristics in their businesses. Hence, the researcher considers these 10 Emirati women entrepreneurs to be innovative, and a detailed case study of each innovative entrepreneur is included in chapter 5.  The figure below portrays the percentage of innovation characteristics exhibited by Emirati women who own businesses. 

Figure 13. Percentage of innovation characteristics exhibited by Emirati women entrepreneurs.
As shown in Figure 3, 82% of Emirati women entrepreneurs have an innovative vision, and 10 entrepreneurs selected have completed their master’s and doctoral degrees, which play a major role in initiating innovative activity in their businesses. The findings also support the research conducted by Spanish entrepreneurs Romero and Martínez-Román (2012); this study showed that only 20% of Emirati entrepreneurs have used new or improved technology, whereas 60% of Emirati entrepreneurs have used product or process innovation, and 68% of Emirati women entrepreneurs have used marketing or organisational innovation in their businesses. Thirty-four percent of Emirati women entrepreneurs have used their networking skills for their stability, whereas the remaining 66% of Emirati women entrepreneurs are unaware of networking through social websites and are not registered under any Business Women Councils in order to collaborate with other Emirati entrepreneurs. Upon interviewing 50 Emirati women entrepreneurs, only 10 of them have agreed to allocate a certain amount of money for annual research and development. Even though they do not have any specific amounts assigned, they do allocate some amount for experimenting with new products or services and in training their employees.
The above figure demonstrates that both owners’ visions and entrepreneurs’ risk-taking characteristics are above 75%, which indicates that the majority of the women entrepreneurs have a very strong innovative vision and consider themselves risk takers. Nearly 60% of the women entrepreneurs have developed new or improved innovations in product, process, marketing, or organisation in the UAE, and a majority of women entrepreneurs have implemented process and marketing innovations in their businesses. But the major criteria characteristics for innovations such as new or improved IT adoption, R&D, allocating funds for research, investing in training employees and networking are still on the lower end, below 40%. Thus, 60% of the selected Emirati women entrepreneurs are not following these innovation characteristics in their businesses because of a variety of challenges, including lack of funds for investing in R&D, little usage of IT adoption, and poor networking skills. From the 50 Emirati women entrepreneurs selected, only 10 Emirati business women practise all eight of the innovation characteristics. Chapter 5 profiles these innovative business women and includes detailed interviews. The next chapter focuses on these 10 entrepreneurs, their business profile, the nature of the business, innovation characteristics fulfilled by them, challenges faced by these selected Emirati women, how they have initiated and implemented innovation in their businesses, and factors affecting their innovation.
Conclusion
In this chapter, the researcher has used the innovation characteristics like owner’s innovative vision, owner’s educational background, new or improved IT adoption, new or improved product/process, new or improved marketing strategy/organisational process, R&D activities, networking, allocation of R&D funds, and risk taking from previous researches conducted in different countries and analysed if the Emirati women entrepreneurs possess the similar innovation characteristics. Some of the findings observed in this chapter after collecting the answered questionnaire from the Emirati women entrepreneurs are as follows:
· Sixty eight percent of Emirati women entrepreneurs are graduates and 80% of the respondents are between 25 to 40 years of age.
· Government, semi government and private entities employ nearly 80% of Emirati women respondents.
· Among the 50 entrepreneurs 42% of them are from service industry, agriculture sector has the least number of Emirati women entrepreneurs.
· Among the 50 entrepreneurs only 10 respondents are radical innovators and 40 respondents are incremental innovators.
· Even though above 75% of the respondents have satisfied innovative vision and risk taking characteristics, nearly below 40% of the respondents have not fulfilled characteristics for innovations such as new or improved IT adoption, R&D, allocating funds for research, and networking.
· Hence, out of 50 Emirati women entrepreneurs, only 10 of them follows the selected innovation characteristics and are recognized as innovative. 
Chapter 5: Case Study Method


In this chapter, I interviewed 10 innovative Emirati entrepreneurs, focusing on their personal and business profiles, the nature of their businesses, the innovation characteristics they demonstrate, the challenges they face as female entrepreneurs in the UAE in initiating and implementing innovation in their businesses and the factors affecting their innovation. Following the detailed description of all cases is a summary of NVIVO analysis comparing the views of all respondents on innovation characteristics, perceptions on innovation, and factors influencing innovation in their businesses.
Following are the summaries of the interviews conducted on innovative businesses owned by Emirati women. The researcher interviewed each respondent separately at her business venture or at a place convenient to the respondent. The researcher conducted face-to-face interviews over a period of 2 months, making appointments in advance to prevent conflicts with the respondents’ other engagements. Interviews averaged 30 minutes and were recorded using a voice recorder with the interviewees’ consent.
Table 11. Entrepreneur's and business profile
	Business Name
	Entrepreneur Name
	Establishment year
	Type of business
	Place

	Taleem Centre
	Shereen Al Nuwais
	2014
	Service 
	Abu Dhabi

	ARJMST
	Azza Al Qubaisi
	2005
	Manufacturing 
	Abu Dhabi

	Kalimati
	Bedour Al Raqbani
	2010
	Special needs therapy
	Dubai

	Gossip Desserts
	Shayma Nawaf Fawwaz
	2013
	F&B
	Sharjah 

	Design Talk Studio
	Maryam Al Suwaidi
	2012
	Interior design
	Abu Dhabi

	Seventh Dimension E-Global Company
	Najila Ahmed Abdulla Al Mutawa
	2010
	Technology
	Abu Dhabi

	The hundred pilates studio
	Asma Hilal Lootah
	2014
	Fitness in health care
	Dubai

	Connect 4 
	Maryam Al Mulla
	2004
	Graphic designing
	Dubai

	Meylas -Emirati food truck
	Shaikha Al Kabi
	2012
	F&B
	Abu Dhabi

	202, Gardenia Rd
	Hend Al Hashemi
	2012
	Artisan soap retail
	Dubai



Case (A) - Ta'leem Centre
(i) Entrepreneur’s profile
I conducted the first interview with Ms Shereen Jassim Al Nowais, the founder and CEO of an institute of training and skills development centre for learning disabilities. Ms Al Nowais established this institute based on her personal experience, as her son was diagnosed with dyslexia; and the venture’s main aim is to promote a better understanding of learning disabilities within the UAE’s education system. Ms Al Nowais graduated with a degree in business administration from Regis University, Denver, Colorado, USA, and in communication tourism and culture from Zayed University, and she is a public-sector employee. She spends nearly 4 to 6 hours daily in the institute after her official duties in the organization. Some entrepreneurs draw salary from their businesses; Ms Al Nowais does not. She has also set up a branch of the institute in Dubai. Her 15-year growth plan includes short-term plans to open branches in Al Ain and Ajman and a long-term plan to set up a research centre for reading and writing disabilities, with the ultimate goal of establishing a school for learning-disabled students in the UAE.
(ii) Business profile
Established in Abu Dhabi in 2014, this venture is the first training centre in the UAE for one-stop multilingual diagnostic, learning support, and intervention programs for learning disabilities management. Currently, the institute has 13 full-time employees, which fulfils the criterion for a small or medium enterprise in Abu Dhabi (SME 100, 2015). Ta’leem Centre is achieving its aims by providing remedial initiatives, a set of education tools and information methods to the community with learning disabilities. As Ta’leem is part of the service sector in Abu Dhabi, the initiatives it offers include effective assessment with diagnosis, formal teacher training, parental support, clinical reviews, intellectual events, social functions, fundraising support groups and a knowledge bank on learning disabilities for members of the public. This institute is the first of its kind in the UAE. Having started with 16 Emirati students with poor reading capabilities, it has achieved tremendous progress: after 2 years of operation, the number of students with reading and writing disabilities has reached 800 and 90% of whom have demonstrated improvement. 
(iii) Innovation characteristics
According to Ms Shereen, innovation is the production of new technology, new knowledge and new resources; a continuous improvement in the organization and differentiation from competitors or ‘thinking out of the box.’ She has initiated all four types of innovation (i.e. product, process, marketing and organizational innovation). The entrepreneur considers herself innovative because of her innovative ideas, strategy and customized programs. Ta’leem Centre has a specialized teaching approach based on the student’s strengths and weakness; the Centre uses its initial assessment of the student to prepare an education plan tailored to his or her capabilities. The programs and their duration (from 3 months to 1 year) differ depending on the nature of the student’s dyslexia and age. Ta’leem Training Centre (TTC) has its own training unit of well-qualified and well-equipped personnel who support the needs of individuals with learning challenges. TTC also conducts and publishes research studies focusing on developing awareness of and preventing disability and methods of early detection. The programs they provide include educational development, parent/teachers workshops, summer camp, interventions, improvement of social and study skills, management and teacher training. Ta’leem’s annual research and development expenditures include sponsoring research studies to come up with new methods for overcoming dyslexia and new teaching methods for trainers; much of this research has been published in well-regarded publications. 
In the last three years, Ta’leem has applied for five patents, and its innovative new products and initiatives have resulted in a 7% revenue increase. Ms Shereen started her business with AED 675,000; her annual revenue in Year 2 was Dhs 850,000. Ta’leem allocates a budget for skill building and employee training, and Ms Al Nowais is well-satisfied with her business’s growth, development and performance. 
(iv) Challenges
During the initial stages of her innovative initiative, Ms Al Nowais faced several difficulties. In Abu Dhabi, all the businesses are classified into certain categories; as Ta’leem’s innovation is based on learning difficulties, it is not classified in any of the established categories, which required the institute to adopt the concept of a training and skills development centre. Ms Al Nowais struggled in the Abu Dhabi licensing department to get the officials to understand this initiative because it is a new concept. 
The second challenge Ms Al Nowais faced was the lack of awareness of dyslexia among parents, teachers and school officials. Some parents are not prepared to understand their children’s disabilities or work toward their betterment. Overcoming this problem involves spreading awareness about disabilities in schools by conducting workshops, fundraisers and conferences. 
The third challenge Ms Al Nowais faced was finding balance between her full-time job in the public sector and her business. She cannot focus all her time on the business.
The fourth challenge, and the primary one Ms Al Nowais faced, was the financial aspect. She used her own savings to realize this innovative idea which, because it is a niche concept, many banks and the Khalifa Fund rejected. Although bank officials liked her idea and appreciated her efforts, they were not confident about either her skills or the concept’s practicability. However, after her 2-year sojourn in the entrepreneurial field, the Khalifa Fund finally approved funding for her future initiatives after she showed its directors 2 years of financial statements and her clients list and after she applied a different business approach to make them understand her business idea. Presently, the Ajman government has agreed to fund her institute in Ajman. Ms Al Nowais believes that the most effective marketing strategy is word of mouth; most of her clients are the resource on which this kind of marketing depends. She also believes in giving back to society; thus, she has conducted free assessments and physiological counselling for children from orphanages and single-parent households. 
According to Ms Al Nowais, culture plays an important role among female entrepreneurs in the UAE, and motivation from the family, such as emotional support, plays a major role in the confidence level of Emirati women entrepreneurs. Ms Al Nowais has not received any formal training (e.g. entrepreneurial, management or financial); thus, she believes that training is not important for women entrepreneurs but that on-the-job experience matters the most and that a strong innovative vision and the confidence to take risks plays a crucial role for women entrepreneurs.
Case (B) – ARJMST (The Arabian Workshop for Jewellery and Gemstones)
(i) Entrepreneur’s profile
I conducted the second interview with one of the first famous, leading UAE national designers and makers, Azza Al Qubaisi. Born an Emirati in Abu Dhabi, Ms Al Qubaisi is a founder of ARJMST (The Arabian Workshop for Jewellery and Gemstones), located in Abu Dhabi; ARJMST represents the first letters of all her sisters’ and brothers’ names. Educated in London, she studied at Chelsea College of Art and Design (Diploma of Foundation Studies), obtained her BA in London Guildhall University (Silver smithing, Jewellery Design and Allied Crafts) and completed her MA in cultural and creative industries in HCT-CERT Abu Dhabi and is a certified HRD diamond grader. Ms Al Qubaisi spends nearly 4 to 15 hours per day and draws a salary from the business as she is not working in either the public or private sector; thus, she is able to commit all her time to the business and its development. After her graduation, Ms Al Qubaisi paved the way as the first jewellery artist and corporate gift and awards designer in the UAE. She founded two governmental projects to support and develop handicrafts and established the first platform to showcase local crafts and design in Abu Dhabi (‘Made in the UAE’). 
Ms Al Qubaisi has shown her artwork in solo and group exhibitions, public shows and festivals around the UAE. She was the first artist to exhibit in the DIFC in 2005. Ms Al Qubaisi has represented the UAE in two solo exhibitions: ‘A 1001 steps Festival’ in Helsinki, Finland (2004) and ‘Language of the Desert’ in Abu Dhabi. Her jewellery was included in ‘500 Earrings: New Directions in Contemporary Jewelry: 2007’ by Lark Books, and republished in ‘Lark Studio Series: Earrings: 2011’. Ms Al Qubaisi has won several awards, including the British Council 2011 YCE Award (Young Creative Entrepreneur Award). Having lectured at Zayed University in 2012, Ms Al Qubaisi has also been invited to speak at events such as Dunyana during the World Energy Forum Dubai 2012, ADVETI (Abu Dhabi Vocational Education and Training Institute) Al Ain & Al Gharbia, Riwaq Al Fiqr during the Abu Dhabi Festival and the Akoun Program by ADCED (Abu Dhabi Council for Economic Development).

	
(ii) Business profile
Established in the year 2005 in Abu Dhabi, ARJMST is a one-line jewellery shop that sells rings, necklaces, rosaries, souvenirs, corporate gifts and trophies customized for each client. ARJMST captures the elements of nature and reflects the spirit of UAE culture in its products. The pieces range from delicate to bold collections, but they are consistent with the theme of nature. The products represent creativity, spirituality, patience, cultural pride and vision, which also reflect Ms Al Qubaisi’s nature. Currently, 12 full-time employees work at ARJMST, which fulfils the small and medium enterprise criterion in Abu Dhabi (SME 100, 2015). She started her business with capital of AED 250,000 and received financing from her family. Ms Al Qubaisi’s interest in jewels and precious stones developed at a very young age, and she followed in the footsteps of her father, who was a gemstone enthusiast. She made her debut with her first collection in 2004 and says her style was heavily influenced not only by a love of nature but by the traditions and landscape of the UAE. 
Ms Al Qubaisi’s mission is to care for and focus on product quality, rather than quantity. ARJMST now has eight collections of designer pendants, earrings, cufflinks, rings and key chains, all of which are inspired by the local environment, nature and deeply-rooted traditions. The Eternity and Emirates collection was inspired by the UAE desert — its generosity, dignity and traditions. These products in this collection show the entrepreneur’s contemporary perception of expression toward UAE. The Desert Springs and Life collection was inspired by combining the element of earth and water, whereas the Bareq Al Oud collection is made with oud wood in different shapes. In the Middle East, oud is considered a gem in many ways. The Marine Symphony collections are inspired by the sea, whose textures and patterns the jewellery captures. The Angel Tears collection is dedicated to the memory of divers who risked their lives to harvest oyster beds for rare natural pearls. Each piece tells the story of the struggle with the elements in nature that the divers faced every second of their life in the quest to find rare gems. Each collection has its own message, and through her creations she attempts to direct people’s attention towards critical environmental issues and raise awareness of them. Her main aim is to encourage creativity and innovation through local inspiration and promote careers in the industry. In 2013, Reed Exhibitions, collaborating with Ms Al Qubaisi, launched an initiative, the Ebda’a Award, to motivate young Emirati jewel designers. As her ultimate goal is to be recognized as a unique artist, her products are also unique and one of a kind. Customers select products based on specific measurements and weight in gold, with requests for specific gemstones, which requirements Ms Al Qubaisi then uses to make and design the pieces. 
(iii) Innovation characteristics
According to Ms Al Qubaisi, innovation means creating new pieces that use available materials in new ways. For this study, we considered entrepreneurs who have been innovative for at least the last 3 years; Ms Al Qubaisi has fulfilled the criteria by being innovative, and her vision is to diversify the economy and promote the art sector among younger Emirati generations. In the last decade, her innovative products have represented the UAE in UK and Finland. One of her innovations was to reproduce jewellery items from 200 BCE, and some of the pieces created are a little too abstract to understand, but her customers just enjoy discovering another facet of traditional jewellery. A single piece can take Ms Al Qubaisi about two months to complete, from conceptualizing a design to producing a test piece before the final product is ready for sale. Any design starts from a drawing or a sketch, which she then develops into a set of shapes and ideas. She has initiated innovation from the beginning of her business; product innovation is her forte, and her products are unique. She has provided innovative solutions such as going outside of the country to find alternate production methods. The jewellery pieces are developed according to customer needs, and an amount is allocated to improve existing products and research and development on an annual basis. Here, customers are given more importance, and their feedback provides the entrepreneur’s development path, which has helped her to build and grow a novel business idea. Though ARJMST does not allocate a fixed amount for R&D in its annual budget, it does allocate a certain amount for employee training. Ms Al Qubaisi leads new product innovations and R&D efforts; her business revenue has increased from 21% to 50% through sales of new and innovative jewellery pieces, and they have started gaining returns on her investments. Presently, she has two stores in Abu Dhabi, one of them at the Abu Dhabi Cultural Foundation and the other at the Hilton. Her future plans are to open more stores in Abu Dhabi and franchise all over the UAE. Her main intention is to buy all the materials from Emirati women working from home and sell them through her shops with the brand ‘Made in the UAE’, which will empower impoverished Emirati women. As she is registered under Abu Dhabi Business Women Council, her networking skills are strong, so she should be able to accomplish this goal.
(iv) Challenges
	During the initial stages of her innovative initiative, Ms Al Qubaisi had to overcome several problems. Her interest in art was not taken seriously by her family members. Even society first criticized her initiative to start a workshop; according to her friends and family, it was a waste of time and not a guaranteed source of income. She faced social ostracism because her ideas were not accepted; everybody assumed she would fail as a jewellery artist. She also faced bureaucratic difficulties and formalities in starting an innovative venture. She struggled to get the correct license to suit her profession. She wanted a license for a craftsperson and silversmith, which was not available. Other constraints included financing, affordable space to set up and expand the workshop and the unavailability of trained Emirati jewellery designer employees: Because her creations are influenced by the culture and environment of the UAE, only a UAE national would be able to design and make them. The lack of qualified employees caused difficulties in handling support services such as accounting and financial management. As the first national jewellery designer, she had to pave the way for upcoming designers. For that, she established the EBDA’A awards for aspiring jewellery designers, in which winners had the opportunity to participate in the exhibition, see what people think of their designs, get a sponsor to produce their pieces and engage with big brands. They also got the opportunity to be in the show the following year and focus on marketing and selling their pieces. This empowers these aspiring young artists to meet people and make their businesses a success. 
Case (C) - Kalimati Communication & Rehabilitation Center
(i) Entrepreneur’s profile
	I conducted the third interview at Kalimati Communication & Rehabilitation Centre, an institute that provides speech therapy services in the UAE, where I had the chance to interview its director and founder, Ms Bedour Al Raqbani. Love for people with special needs was instilled in her during her childhood days. Growing up with a sister with autism, Ms Al Raqbani never missed a chance to volunteer in her sister’s school to help pupils with special needs. Because of her active role in raising awareness of special needs, the school’s administration connected her with the hearing-impairment class. At the university level, most of her projects focused on special needs. Nine months after her second child was born, the baby girl was diagnosed with profound hearing loss. After failing to find a day care with appropriate facilities for her daughter, she founded Kalimati. Kalimati, whose name means ‘my words’ in Arabic is a speech-and-communication centre that provides numerous services such as speech, language and occupational therapies. Ms Al Raqbani established Kalimati, a non profit organization, to fulfil a growing demand for speech therapy services in the UAE. The organization was founded on love and hope and created by family to reach out to other families. Kalimati’s website states its purpose thus ‘We believe that each child is special and our aim is to help him / her reach his / her full potential.’ Ms Al Raqbani has spared no effort in attempting to build a community for children with special needs and raise awareness of early intervention. She graduated from the American University of Sharjah in visual communication and has received several awards for her work, including The Arab Knight Award for Supporting Special Needs 2012, The Arab Woman Award UAE 2013 in Education and the Sheikha Wafa Hasher Al Maktoum & HMH Excellence Award 2014. Ms Al Raqbani is promoting Emirati sign language, encouraging everyone to learn it, and has engaged international support for this initiative. In 2014, her campaign pulled in Emirati singer Hussain Al Jassmi, the UN Ambassador at Large for the Arab and Gulf region, and embarked on a road show through four emirates to promote Emirati sign language.
(ii) Business profile
Established in October 2010 in Dubai, Kalimati is a social enterprise that offers support and therapy services such as speech therapy, occupational therapy, behaviour therapy, learning support, art therapy and support services for families. Currently, Kalimati employs eight therapy specialists. Ms Al Raqbani started this venture with AED 500,000 with the help of her family and friends (who designed the organization’s logo and donated books, material and financial resources). Kalimati is a one-of-a-kind speech and communication centre with an annual intake of 35 children, providing children as young as the age of 2 with specialized speech therapy sessions. Each case varies: the centre treats profound hearing loss, slight hearing problems, language delay and mild cases of Down syndrome and autism. Initially, parents bring in a child to be assessed by one of the centre’s specialists, who then creates a development plan. Some cases require special attention and different kinds of treatment and are transferred to external doctors or clinics while the cases that can be improved within the centre are monitored by one of the specialists in coordination with the child’s parents, audiologist and school. When a development plan is set for the child, he or she comes in for a 1-hour session twice a week on average. Taking care of a child with special needs requires skill, education and dedication; thus, the centre also requires parents to attend therapy sessions to gauge their children’s development and apply the learning to the child’s daily activities outside the classroom. In addition to speech therapy classes, the centre works hard to raise the country’s awareness of the issue of hearing loss. One recent initiative, the ‘Hear My Voice’ conference, was a huge success, attended by more than 300 people of different nationalities to share knowledge and experiences within the field. Kalimati also offers a sign language course and has future plans to expand into other parts of UAE to simultaneously spread awareness about special needs children and their difficulties. Ms Al Raqbani’s vision is to integrate and empower the deaf and hard of hearing into the community through education, employment, social inclusion and recognition of sign language. 


(iii) Innovation characteristics
	Ms Al Raqbani perceives her innovation as that of providing services above customer expectations and outdoing competitors’ services. She has implemented services and organizational innovation in her business, applying different sales and marketing methods such as providing offers and using Internet sales. She implements organizational innovation by partnering with other educational firms and collaborating and partnering with Dubai Healthcare City and Community Development Authority to spread awareness. Ms Al Raqbani has been innovative, as determined by her innovative ideas, strategies and customized programs. Services such as speech and language therapy, occupational therapy, behaviour therapy, learning and education support and individual therapy are customized depending on the child’s medical status. Kalimati has its own therapist unit, which consists of well-qualified and well-equipped personnel to support special needs children who have learning, speech and behavioural challenges. This institute participates in conducting research studies and conferences on different types of deafness, innovation and education and spreads awareness about deafness and special needs children’s challenges by embarking on road shows. 
Kalimati spends money on research and development every year by sponsoring expert research on new methods to diagnosis and treat a variety of paediatric speech, communication, and language disorders. Ms Al Raqbani has contributed a lot in developing new Emirati sign language and therapy teaching methods for trainers. Her innovations over the past 3 years have included the ‘Hear my voice’ conference, ‘Hear Us sign’ campaign and, her top priority, to be innovative in spreading awareness about special needs kids. Every year she allocates funds for these innovative outreach and R&D efforts, which she and her team lead. She also allocates funds for training her employees for the betterment of the venture. She is a very cooperative boss, seeking advice from her coworkers and believing in practicing participative leadership, which she considers the secret of Kalimati’s success. According to Ms Al Raqbani, even though R&D does not receive a fixed allocation, profit has increased 17% as a result of initiating innovative services and conducting conferences. With reference to her venture’s performance, she is satisfied with it and has attained a competitive advantage in terms of products and service quality. Ms Al Raqbani believes that she has acquired nearly 60% of her customers through social media and word of mouth from parents who have used Kalimati’s services.
(iv) Challenges
	During the initial days of the venture, Ms Al Raqbani faced challenges. In her personal life, when her daughter was diagnosed with deafness, finding an appropriate school was a big challenge; thus she filled the gap by establishing Kalimati as a UAE social enterprise. As in Case (1A), just with Ms Al Nowais, Ms Al Raqbani faced problems from the licensing department in Dubai: obtaining the right license is the biggest challenge for an entrepreneur, and she believes that fees charged for the licensing are very high. Female entrepreneurs without a strong financial background find starting a business very difficult. According to Ms Al Raqbani, the laws are not very clear for SMEs in the UAE, and more support is required for Emirati women entrepreneurs in terms of policies favouring them and providing financial assistance. Ms Al Raqbani also faced difficulties in obtaining financing for Kalimati; this is one of the common issues that Emirati women entrepreneurs face. She received her financing of AED 500,000 from her family and friends; she also accepted help through books, study materials and interior design. Currently, for further innovation, she received help from the Khalifa Fund. 
	Second, she still faces difficulties in recruiting therapists who know Arabic and English sign language because qualified and experienced therapists are available in UAE in limited numbers. Her next challenge was her lack of entrepreneurial training, as she received no formal training in managing the business or bookkeeping. She also has not registered with any council of businesswomen because she is not aware of the benefits they provide. 
The main challenge she face is the lack of awareness about the difficulties that hard of hearing, deaf, or other special needs children face. Such difficulties include parental ignorance, which she addresses by offering training to help parents' better care for their children and be supportive.
	Ms Al Raqbani believes that entrepreneurs should practice an innovative culture, because social and societal culture has no effect on innovation. Motivation from family is one of the strong pillars for Emirati women entrepreneurs to sustain the business. Before innovating or adding a new service to the venture, she takes feedback from her customers and peers, keeps track of her competitors (i.e. other special needs centres) and follows up on trends in the market.
Case (D) – Gossip Desserts
(i) Entrepreneur’s profile
	I conducted the fourth interview at one of the most famous cafés in the UAE with Dr Shayma Nawaf Fawwaz, the Emirati woman behind the brand name, Gossip Desserts. She is the founder and CEO of this venture and launched it nearly three years ago in Sharjah. She has always wanted to set up a business and has had a business plan for a café since she was 21; she came up with this concept as an answer to the cookie-cutter cafes mushrooming everywhere. Dr Fawwaz single-handedly set up Gossip Desserts and has since been involved with every step of the process; she has neither consultants nor partners. Even the recipes used in the café are all her creations. She used her entrepreneurial skills to start a gourmet café serving Euro-American cuisine with Emirati-inspired dishes. Dr Fawwaz’s vision is for Gossip Café and Desserts to be recognized as a premier choice that offers contemporary Emirati gourmet food, fashion merchandising, and designer event experiences. Gossip Desserts is not even a full-time career for Dr Fawwaz, who also has a high-profile job in the health care industry: she is the vice president of health care at Mubadala Development in Abu Dhabi and works to support her government by managing international health care facilities. Dr Fawwaz also held the post of chief operating officer (COO) of SAIS Schools and has previously worked as the director of international investments at the Dubai International Financial Centre (DIFC). While residing in the USA she worked at the Children’s National Medical Centre in Washington, DC, rated as one of the top 10 paediatric hospitals in the USA. She served 3 1/2 years as a post-graduate PhD candidate, where she researched neurodegenerative disorders, and she presently holds a PhD in genetics from George Washington University (GWU) in Washington, DC, an EMBA from London Business School (LBS), London, UK, and a BS in biology with a minor in business administration from the GWU. Dr Fawwaz currently serves as a board member of Art Dubai Fair LLC, Medgate LLC and SAIS LLC. She is a member of the Emirates Business Women Council, the Mohammed Bin Rashid Al Maktoum Foundation and the Golden Key National Honor Society in Washington, DC. After interacting with Dr Fawwaz, I can characterize her as a successful entrepreneur and strategic planner.

(ii) Business profile
	Dr Fawwaz launched this venture in January 2013; it is one-of-a-kind stylish retail outlet that has also quickly been recognized as a one-of-a-kind gourmet café. The Gossip brand is a multi concept food joint; it offers Euro-American cuisine with contemporary Emirati taste. Dr Fawwaz intended the business to fill a gap for the hip and stylish retail F&B brand with modern Emirati roots. Its main objective is to combine art, fashion and food to provide its high-profile customers with couture catering and designer event experiences. The company employs nearly 100 staff, including chefs, project managers and culinary assistants. Presently, she has three branches in Sharjah, Dubai and Abu Dhabi; she is planning to open a few more branches in other countries. Her main aim is to internationalize the Gossip brand, mainly in New York and other fashion-oriented cities like Paris. The café specializes in sweet dishes made from the highest quality fresh, natural and organic ingredients, and it has three different services in F&B industry: Gossip Event Styling, Gossip Couture Catering and Gossip Designer gifting.
Gossip Event Styling: It is an event management consultancy service provided by Gossip. Its main aim is to deliver stylish décor, well-organized event programs and couture catering. Because Dr Fawwaz understands luxury and fashion buying behaviours and trends amongst the ‘it’ crowd in the UAE, she will select and present the best avenues and services. Dr Fawwaz personally supervises each event’s décor, and many Dubai VIPs recommend the Gossip event management service. The head office is set up in Sharjah, but the events take place mainly in Abu Dhabi, Dubai and Sharjah. 
Gossip Couture Catering: Dr Fawwaz prioritizes her client’s choices; she prefers to create her own trends rather than follow others’. Along with catering, Gossip provides marketing, hospitality and a creative setting for an event; the company’s mission is that each client should experience customized, designer food cooked and crafted specifically to his or her taste. As her chefs have international experience, they plate each product with exquisite taste design and quality. Famous brands such as Abu Dhabi Art, the Dubai International Boat Show, Dior, Rolls Royce and Chanel (in Dubai) have availed themselves of her services. 
Gossip Designer Gifting: According to Emirati culture, gifting is an essential element; they offer customized designer cakes and glamorous gifting options. Gossip Gift boxes comprises of capsule collection of sweet treats, which include truffles, designer dates, cake pops, truffles, jar cakes and so much more, beautifully packed in GOSSIP’s designer packaging.

(iii) Innovation characteristics
According to Dr Fawwaz, creativity involves thinking of a new idea, whereas innovation involves implementing a new concept. In this venture, Dr Fawwaz has implemented product, process and marketing innovations. For product innovation, she created all the recipes, which fuse American, European and Emirati ingredients. She also selected the finest and most natural ingredients for the cafe. She implemented process innovation via attractive gifting boxes and ready-made capsule collections of sweets, including truffles, designer dates, cake pops, truffles, and jar cakes. These gifts can be picked from any boutique and delivered to any location in the UAE. The marketing and branding done for GOSSIP Desserts is remarkable: social media like Instagram and Facebook play a major role in the business, and customers use apps such as Zomoto for online delivery; the Gossip website has its own online purchase portal. Because Gossip Desserts hosts many fashionable expensive and VIP events, Dr Fawwaz’s networking is easily accommodated. Dr Fawwaz is very much into R&D by profession and by passion; she is constantly researching new ingredients, dishes, and catering options for making dreams into realities during the many fundraisers and events she plans to execute throughout her new initiative, ‘MAJLIS by GOSSIP’. She also focuses on training for her employees in areas such as food hygiene and keeps them up to date on new culinary methods. She invests nearly 15% of her profits into R&D and training. 
Dr Fawwaz developed ‘Majlis by Gossip’ to engage society, spread awareness, and be a place to educate and support social causes while customers enjoy sweets and delicacies. Her goal is to establish this initiative not only to educate the local community on socially important matters but also encourage them to take action to help make a difference. High-profile members of UAE society and the media attend these events. The first Majlis was held on July 26, 2013, benefitting ‘The Big Heart Campaign for Syrian Refugee Children’. The second annual charitable MAJLIS took place on July 17, 2014, in collaboration with the UAE Red Crescent and raised funds to support Palestinian families in the Gaza Strip. On July 3, 2015, GOSSIP hosted its 3rd annual CSR event, Majlis by GOSSIP, in partnership with HH Sheikh Mohammed Bin Rashid Al Maktoum’s charity Dubai Cares and supported the charity’s ‘Adopt a School’ initiative to build a school in Gaza.
(iv) Challenges 
In a very short period, Dr Fawwaz has achieved much as an entrepreneur. She has, however, faced certain challenges; she developed this business plan at age 21 and set up the business from scratch, which involved financial difficulties. Her family then came to her rescue and helped her financially. 
Because Gossip Dessert is a very classy and high-profile cafe restaurant, decorating the interior and finding an appropriate place was an expensive hassle. Dr Fawaaz invested more than two million dirham into her innovative venture. At first, sustaining the business and impressing the brand Gossip on everybody’s mind was difficult and involved significant marketing and media advertising; however, once people started enjoying the taste, ambience and innovative initiatives Dr Fawwaz had undertaken, customers were appreciative and came back for more. In the beginning, word of mouth was an active means for acquiring customers. The paperwork for registration as an SME and acquiring a license was a bit time consuming. While comparing with the former respondents obtaining trade license was must easier as F&B sector is well understood by the bureaucrats. 
According to Dr Fawwaz, an innovative culture and strategy is a must for sustaining the market; family support, skills and finance all play an important role in the venture’s initiation and development. According to Dr Fawwaz, the government plays a major role in the development of SMEs. 
Case (E) – Design Talk Studio
(i) Entrepreneur’s profile
	The fifth Emirati entrepreneur I interviewed was Ms Maryam Al Suwaidi, cofounder of Design Talk Studio, an interior design studio that produces new, interesting designs combining love for art with innovation. Ms Al Suwaidi founded the studio with her husband, Sulaiman Al Thehli; because this research focuses on innovative Emirati women entrepreneurs, I interviewed only Ms Al Suwaidi, but she described Mr Al Thehli’s responsibilities and roles in detail. 
	Since her childhood, Ms Al Suwaidi had always wanted to draw, and one of her summer jobs was in an interior design department, which gave her the chance to explore this field. In 2008, she won the Pave Interior design competition. She completed a master’s degree at Utah State University in Logan, Utah, USA, and received a Bachelor's degree in interior design from the American University of Sharjah. She and Mr Al Thehli were classmates at Utah State, where they decided to start an interior design business. Once they had returned from the United States after graduation, they worked as freelance interior designers. Their portfolio began with small boutiques. Ms Al Suwaidi and her partner noticed a shortage of interior designers in Abu Dhabi, where most people were unaware of interior design as a field, so they planned to set up an office there. In the company, Ms Suwaidi is the lead designer and creative director, whereas Mr Al Thehli manages the business by visiting sites and following up with work. Ms Al Suwaidi is not employed in any public sector; her sole focus is on Design Talk and family responsibilities. She and Mr Al Thehli established Design Talk in 2012, working on residential, commercial, corporate, event and exhibition projects. Ms Al Suwaidi has volunteered for the ‘Back to School festival in Dubai’ as art/craft supervisor and lectured to interior design students at Higher Colleges of Technology (HCT). She has participated in Abu Dhabi Art, part of ADMAF 2014, Ramadan Art Bazaar 2013 and the Graduate Research Symposium 2010. 
(ii) Business profile
	Ms Al Suwaidi and Mr Al Thehli, both born and brought up in Abu Dhabi, founded Design Talk in 2012 and now create spaces and translate brand identities to life through their interior design projects. Before undertaking this firm, they both worked as freelancers to test the market and gauge the demand for their services; only then did they think of this startup. Both the partners obtained their startup investment of 1 million Dirham from their families. Currently, they employ seven team members (i.e. Mr Al Thehli, the managing director; Ms Suwaidi, the creative director; a team of four technical designers; one project coordinator; and one office assistant. All their employees are from different backgrounds and countries; Ms Suwaidi says that it is good to have a diverse team with different cultural backgrounds from which team members can draw on for ideas and designs. 
	Design Talk specializes in commercial design, which includes F&B outlets, hospitality, boutiques, corporate offices and exhibitions and provides creative solutions for special projects. Presently, the company is not working on residential projects because they are more passionate about commercial designs and find commercial projects to be more profitable. They stand out among their competitors because they can recognize the tastes of local clients and understand their needs; they are also able to find creative interior solutions that embrace Emirati culture and at the same time fit current global trends. These entrepreneurs do not consider international companies to be competitors because Design Talk gives attention to details on a personal level, which sets them apart from international companies. They have conducted projects only in the UAE and Oman, but their next 5-year plan involves expanding their operations, handling bigger projects, taking on more international projects and managing government projects that, for example, would need a great cultural design created by Emiratis. 
(iii) Innovation characteristics
	Ms Al Suwaidi sees innovation as the creativity to stand out from one’s competitors. Design Talk has been innovative from its establishment, and innovation is necessary to sustain the business. In this venture, the entrepreneurs have initiated product and process innovation, where product innovation refers to new designs executed by the design team and process innovation refers to the procedures implemented to complete the project within time and cost limits. Design Talk’s creativity sets them apart from other current regional competitors. They are known for their modern design with a touch of Islamic style, which Ms Al Suwaidi likes to add to her projects, depending on the client’s requirements. She also uses geometric and calligraphic designs to give uniqueness to modern designs, which makes them innovative in nature. 
	The entrepreneurs always maintain positive and strong relationships with their clients; in the initial stages, they depended on word of mouth, whereas at present, social media such as Instagram, Facebook are the main source of their client list; they also use it as a portal for communication. Other than that, they have attended exhibitions and events, such as those of the Association of Professional Interior Designers (APID), to network with other interior design professionals. They allocate funds for R&D and training for their designers to keep them up to date with current trends. Ms Al Suwaidi keeps track of new methods and designs entering the market that they can incorporate into their designs, and Mr Al Thehli keeps track of new business processes and market trends that they can utilize. After initiating their innovative, modern designs, the company has seen an increase of 20% in profits. They also engage in initiatives such as offering summer jobs and internships for students living in the UAE to give them the chance to explore the sector. In doing so, the team is working towards creating a platform for students to experience interior design, which helps to bridge the gap between local and new design.


(iv) Challenges
	The challenges facing Ms Al Suwaidi have been different from those other entrepreneurs encounter: lack of knowledge of materials, which people usually gain with practice and experience, and finding appropriate suppliers and contractors. She and Mr Al Thehli had no major financial problems, but they did face problems in finding qualified employees with interior designing as a qualification and networking successfully in the UAE. Ms Suwaidi believes that strong vision, education, skilled training and experience are important factors for successful entrepreneurship. She also sees motivation from family, innovative culture, strategy and appropriate use of technology as important factors for successful SME innovation.
	Ms Al Suwaidi is satisfied with government support for SMEs; she believes there is currently a trend of supporting primarily F&B projects but recommends that government should prioritize their support to interior designers in the country by giving tenders to SMEs than large companies. According to Ms Suwaidi, most young Emiratis hesitate to become entrepreneurs because they do not know how to start a business; job security is another reason for reluctance, because entrepreneurship includes a lot of risk; and finally, the high cost of starting a business, including high rents and high permit fees, plays a big role.


Case (F) – Seventh Dimension eGlobal - Sedge
(i) Entrepreneur’s profile
I conducted the sixth interview with the founder of Seventh Dimension eGlobal - Sedge (SDG), Ms Najlaa Ahmed Abdulla Al Mutawa. She has focused on establishing herself in the UAE technology sector. SDG offers complete end-to-end information technology solutions for supporting government and corporate activities covering IT consultancy, software, hardware, mobile applications, digital marketing, creative content, installation, HR outsourcing, training and support. Ms Al Mutawa has nearly 10 years’ entrepreneurial experience in the UAE and 20 years’ experience at the professional front. For almost 17 years, she worked with Etisalat Group as its business development manager and is presently working with Tata Consultancy Service as manager of its Business Development and Strategic Relationships Department.
Ms Al Mutawa completed her master of science in strategic leadership at Cranfield University, UK. Before starting SDG, she conducted a feasibility study to determine the profitability of different business categories. From 2005 to 2006, the UAE experienced significant investment and development; thus, she and her team came up with the idea to provide IT and business solutions. She is a visionary who always keeps her 5-year plan up to date and believes education plays a major role in a person’s life. She is a board member of the Emirates Business Women Council and of the UAE Federal Chamber of Commerce. She has won several awards, including the 2015 Innovate for Society Award from the Al Bayt Mitwahid Association and Ibtikari (version 2) from the Khalifa Fund and Abu Dhabi Economic Development Department in 2014.


(ii) Business profile
	Ms Al Mutawa founded SDG in 2010 primarily to represent herself in the IT sector, in which few Emirati women choose to start a business. SDG focuses on helping set up other small businesses and corporate and government institutions by offering them e-commerce, IT, e-business and technological solutions to enhance their wealth e-globally and boost their presence online. SDG’s vision is to lead IT in the Middle East and GCC by providing excellent services to businesses, strengthening their competitive advantages by opening channels to market and e-globalization. SDG’s mission is to provide solutions that meet best quality standards, promote the best technologies to their clients and achieve the UAE’s vision.
	Presently, SDG has eight full-time employees and recruits part-time employees based on closed-project requirements. Because Ms Al Mutawa works at a private company, she is able to dedicate only 1 hour per day to the venture, but she makes all the important decisions, whereas the SDG business development managers manage the rest of the daily operations. To start her business, Ms Al Mutawa invested 500,000 dirhams from her family and her own personal savings. She did not take any loans or financial support from any financial institutions. To gain an edge on her competitors, she keeps track of their prices and the services they provide to their clients. Because she is already working in an IT-based firm, maintaining a database of suppliers and keeping track of them is not a difficult task. SDG’s main competitors are large IT companies that deal with UAE government and corporate sectors. 
	SDG has four business lines: (a) automated business processes, for which SDG uses Enterprise Resource Planning (ERP) solutions, process consultations, and business packages; (b) e-services that are part of an innovative service SDG provides for Internet-based organizations that provide eBusiness, eCommerce and ePortals to their clients; (c) a design studio, in which SDG team members well-versed in web design, ePortals and branding of organizations create brochures, business cards, logos and websites for businesses; and (d) intelligent technologies, such as high-quality security products and services such as CCTV and observation systems, surveillance cameras and motion detectors. SDG’s client lists include high-profile customers and SMEs such as RAK Insurance, RTA, RAK Education Zone, the Sharjah Education Council, the Sheikh Zayed Book Award and the Dubai Culture and Arts Authority.
(iii) Innovation characteristics
	Ms Al Mutawa sees innovation as turning new ideas into products and services that add value to clients’ requirements and perspective. At SDG, she has initiated product innovations that enable team members to understand their clients’ requirements and business processes and tailor the products for them accordingly. Ms Al Mutawa has recruited a talented and efficient sales team that helps the company achieve its sales target every month. This Emirati entrepreneur is a visionary with long-term plans to develop an e-services software program for which she is planning to add more technically qualified staff to concentrate on this project. SDG is also planning to partner with different IT solution companies outside the region to improve and offer better solutions to their clients and enter the international market. SDG gets its new clients through references and sponsors some of the IT conferences held in the UAE. Ms Al Mutawa’s business has been innovative; she designates an annual amount from her profits for R&D and employee training. The team members are sent for training on new products and services so they are always up to date, and she conducts focus groups or weekly knowledge-sharing meetings or as a portal for her employees to share innovative ideas. Ms Al Mutawa takes feedback from customers to improve the company’s existing products and services. Because of heavy competition from large businesses, SDG’s annual revenue for the year 2015 was a million dirham, an increase of only 5% from the previous year, and Ms Al Mutawa is not very satisfied with the performance. She is coming up with strategic plans to increase and sustain the company's growth. 
(iv) Challenges
	Like every other Emirati business woman, Ms Al Mutawa faced personal and financial challenges. The main obstacles she faced during her initiation of SDG were lack of funds, inability to access funds from financial institutions, lack of venture consultation, difficulty in accessing the latest marketing trends because of high cost and difficulty in tracking demands at appropriate times. She approached several banks and venture capitalists for investment funds, but they were not confident that a local woman would be able to carry on the business. She also experienced opposition from her family, who does not support her venture; in particular, a male family member has been a major obstacle. These are the primary factors affecting her innovation and growth. 
	According to Ms Al Mutawa, the government has not provided sufficient support to female entrepreneurs. She has made some suggestions, such as exempting Emirati woman-owned businesses from bid bonds, having certain purchase quotas given to local SMEs, making social network groups for women commensurate with those for men, reducing the cost of accessing latest marketing trends and providing a central trading point for tracking demand. Although she is registered under all the business women’s councils and was a board member of the Emirates Business Women Council in 2008, from an entrepreneur's point of view, she points out that these councils lack crucial facilities, and she suggests recommendations to help other Emirati women entrepreneurs develop their businesses and innovate. She suggests using shared marketing tools, networking with mentors and business consultants, encouraging competition and innovation, offering venture capital and finance opportunities and facilitating partnerships with foreign companies. 
Case (G) – Hundred Pilates Studio
(i) Entrepreneur’s profile
	I conducted the seventh interview with the founder and owner of The Hundred Wellness Centre, Ms Asma Hilal Lootah, an adventurous Emirati entrepreneur. She is energetic and cheerful by nature; her aim and passion is to help others keep fit and spread happiness through healthy eating. As the founder and owner of an award-winning Pilates studio, Ms Lootah has turned her love of fitness into personal success. In the past decade, it has increased, so the average BMI in the UAE is 25.6, which is considered overweight (WHO, 2015); Ms Lootah believes that physical activity is not a big part of Emirati culture. Thus, she established her Pilates studio in the UAE to decrease the average BMI and introduce fitness into Emirati culture. 
	Ms Al Lootah is a graduate of George Washington University with a BA in business administration and a minor degree in fine arts. She worked as a marketing executive with Etisalat for five years, during which time she underwent tremendous stress at the professional end. She came across a Pilates class held in Dubai, and after her first experience, she really enjoyed the technique and how it helped relieve stress. Because she was considering starting a business, she chose Pilates and decided to take the leap and open her own Pilates studio, becoming the first Emirati woman to own a Pilates studio in the UAE.
	Ms Lootah is a keen sportswoman and has tried everything from scuba diving to wall climbing. In 2009, she decided to climb Japan’s highest mountain, Mount Fuji. In 2012, she was named Emirates Woman of the Year and the Crown Prince of Dubai presented her with the Sheikh Mohammed Bin Rashid Award for Young Business Leaders for the best health care business. In Dubai’s top 100 small and medium enterprises in the year 2011, the Hundred Pilates studio was ranked number 45. The Sports Industry Awards also selected this venture as the best health and fitness facility in the UAE, and more recently, it was named the Best Small Project in the GCC states during the 32nd session of the Council of Ministries of Labor hosted in Qatar in 2015. One of her greatest achievements was being invited by Jill Biden, the wife of the U.S. vice President, to give a special speech on her experiences as a successful female Emirati entrepreneur at a prestigious International Women’s Day event in UAE. 
(ii) Business profile
	During the interview, Ms Lootah gave a brief introduction on Pilates, because I was not aware of the term and its benefits. According to Ms Lootah, ‘Pilates is a series of controlled exercises, which engage the mind and transform the entire body. Posture is corrected, muscles are lengthened, stress melts away and it brings a positive change in the mind and body. It is not only used for fitness but also cures injuries’. 
	Ms Al Lootah founded her Pilate's studio in 2008; because she was not satisfied with the premises and lack of space in the studio, she had to shut down the place in 2013. With the help of her father, she took a family villa and converted it into the Hundred Wellness Centre, which reopened in 2014 with additional facilities. The centre currently offers personalized wellness services, functional training, physiotherapy and homeopathic specialists, as well as a cold-press juice and coffee bar. The centre also arranges a weekly organic market and collects fresh fruits and vegetables from local sources around Abu Dhabi and Dubai. The main strategy for her successful venture is that she follows the golden principle: it is something that she loves, it is something about which she is passionate, and it is something that she feels gives back to the community. Her vision is to assist others in achieving a healthier lifestyle. Her mission is to help customers achieve their best, strongest selves in a beautiful, peaceful surrounding. Her main customers are expats; only 10% are Emiratis, who are generally unaware of Pilates. Her future plan is to start yoga, meditation and breathing exercise classes, collaborating with ‘Art of Living’ from India. At present, 12 employees work at the Hundred Pilates studio. All the teachers and instructors are licensed by Dubai Healthcare City and certified by the Pilates Method Alliance. Presently, Ms Al Lootah is in the process of completing her teacher training course so that she can accompany her colleagues in teaching Pilates classes, which is purely out of passion and not for monetary benefit.
(iii) Innovation characteristics
	Ms Lootah sees innovation as the creation of something new that improves the way we live. In her case, she wanted to focus on living in a healthy manner and thus came up with using Pilates to help people in the UAE struggling with weight loss and stress. In this venture, she implemented process, marketing and organizational innovation. Pilates includes set exercises, stretches and breathing exercises; hence, the trainers in the studio tailor the workout plans for customers in combination with diet and supplements. The studio has introduced a new process in which each customer’s DNA is tested to help them better understand their genetic makeup. The results reveal many things about customers’ bodies and provide information about potential risks they may face and the various actions they can take to avoid these risks. Trainers will incorporate DNA testing into their recommendations for customers along with workout plans and supplements. 
	Like other Emirati women entrepreneurs, Ms Lootah also uses social media, such as Facebook, Twitter, Instagram and Whatsapp to market her venture and advertise new services. She is also very active in the media, giving interviews and hosting talks on health and adventure, which also serve to promote her business. She is completely dedicated to her business; to deepen its roots in the SME sector, she has come up with a new logo. The studio website includes a blog that is very informative and with which customers can interact. Ms Lootah mentions that most of her customers speak highly of The Hundred Wellness Centre, and through word of mouth it has gathered clients young and old, Emirati and expat. 
	As an entrepreneur, Ms Al Lootah is very interactive, consulting with her team before introducing any new services; the secret of the studio’s success is teamwork. She keeps track of any new Pilates methods and invests in research and development by investing in new machines and providing training for her employees. Her team undertakes rigorous training courses every year and is updated regularly through workshops. Nearly 10% of Ms Al Lootah’s profits go into R&D, and profits have increased by nearly 17% to 20% after the studio introduced a new service called Gyrotonic, which consists of constant motion and heavy breathing techniques. The Hundred Wellness Centre is the only Pilates centre in UAE offering this service. One other innovative initiative is organising an organic farmer’s market every week, which helps the centre’s customers to eat more healthily. The Hundred Wellness Centre thus supports organic UAE farmers.
(iv) Challenges
	Like all other Emirati women entrepreneurs, Ms Al Lootah faced several challenges before initiating this concept in the UAE. In the beginning stages of the Pilates studio, she started small because she had to invest half a million dirham's from her own savings; she received no help from her family or any other nongovernmental organizations. Once she proved a successful business woman, her father helped her by providing a villa, which served as a stepping stone for her venture. Getting an appropriate and spacious site for the fitness centre was a big challenge; her father’s gift became a boon for her business. Her next step was to acquire the licensing and complete the other formalities; with the help of her public relations officer, she faced few difficulties in this area. Because her intention was to help others keep fit and lead healthy lives, it was hard to get the locals to understand her business. Hence, most of her clients are expats and only 10% are Emiratis. 
	Ms Al Lootah wants to introduce exercise into Emirati culture, recommending that schools educate children on the benefits of being fit and healthy and advising parents to include healthy living activities like adventure sports in their family calendars. She appears on talk shows and presents at conferences for students and professionals to spread the message of keeping fit and extol the benefits of Pilates. She believes that mentorship and venture consultation for Emirati women entrepreneurs is lacking. Because Ms Lootah is the sole owner of the business, she must take care of everything, including handling the suppliers and contractors, and the conflicting work ethics cause stress; thus, she advises other women entrepreneurs to be patient and not to stress about the process; instead, enjoy the entrepreneurial journey.
Case (H) – Connect 4
(i) Entrepreneur’s profile
	I conducted the eighth interview with Ms Maryam Al Mulla, an Emirati entrepreneur who founded Connect 4, which focuses on digital printing and is a leading document service provider in Dubai and works 24/7 to deliver the best and most satisfying results to its clients. This SME was established with the backing of Sheikh Mohammed’s establishment for young leaders. Ms Al Mulla graduated from UAE University with a degree in business management and is working in the government sector. She contributes only 2 hours each day to the business, but her staffs is very supportive and dedicated. In 2004, Ms Al Mulla found a gap in the digital printing sector, which she established Connect 4 to bridge. 
(ii) Business profile
Ms Al Mulla founded this venture in 2004 and is its CEO. The company claims to lead the market through the delivery of high-quality, print-based products and services that offer genuine business solutions. Her vision is to establish Connect 4 as the documentation service provider of choice by leveraging perfect and affordable solutions produced with the latest technological advances in this field. The venture’s mission is to value its customers highly and focus on serving them better each time they seek to use Connect 4’s services, which include digital printing (A3 and A4 colour printing, brochures, manuals, newsletters, flyers, business cards, letterheads, stationeries, invitations), AutoCAD plotting (AutoCAD plotting, colour and B/W copying, scanning, presentations, etc.), large format printing (posters for trade shows, display stands, indoor / outdoor banners, store and window displays, wall decorations, rollups and pop-up's, metal and plastic signs, etc.), mounting lamination binding (mounting, lamination, book making, comb binding, wire binding, tape binding, strip binding, stationeries, booklet making), graphic design (logo design, brochures, leaflets, print advertisements, packaging, corporate identity, flyers), gift items (cameras, promotional gifts, bottle openers, key rings, torches, stationery, etc.). 
From 2008 to 201l, Connect 4 received the Dubai Print Award. The company was also ranked 93rd in the 2013 Dubai SME 100 and 58th in the first-ever Dubai SME 100 in 2011. 
(iii) Innovation characteristics
	Ms Al Mulla sees innovation as a commercialized invention. In this venture, she has initiated product and process innovation. Here, product innovation is based on new technological upgrades for the printers and new creative designs by the graphic designers. Connect 4 implements process innovation by finding new ways to deliver the service on time and according to the customers’ needs. In the venture’s early days, Ms Al Mulla and her team used word of mouth as its marketing strategy; she had a strong sales and marketing team and also used print media for advertising to bring in orders. Now that the company is more established, it is the leading printing and graphic designer company in Dubai. Every year it invests some percentage of its profits in research and training for its employees. When new machines and technology become available, employees are sent to workshops and conferences to acquire the knowledge for Connect 4. Ms Al Mulla believes that ‘visionary’ need not be included as a characteristic because, she argues, it is almost self evident, and entrepreneurs are taught ways to come up with realistic visions, mission and objectives. According Ms Al Mulla, education builds a person’s personality, character and skills; hence, she believes that education is a stepping stone for any entrepreneur.
(iv) Challenges
			In past decades, SMEs were only beginning to emerge; hence, entrepreneurs, especially women, used to face a lot of challenges. During that time, women were just beginning to choose entrepreneurship as a career choice. Ms Al Mulla faced pressure from her family to focus only on her career path. When the Young Leaders campaign began in Dubai, she approached them, and they backed her venture financially and provided business consultation. According to Ms Al Mulla, her employees are the backbone of Connect 4 and are very dedicated; however, in the beginning, finding efficient and qualified graphic designers was a great challenge. Connect 4 does not use social media; networking through business women’s councils and presenting a strong and clean reputation brings in the customers. Currently, Connect 4 still has customers from its earliest days; obtaining customer feedback is one means for the company to improve and grow. Ms Al Mulla believes that entrepreneurs’ innovation strategies are the main factor that will help sustain their businesses. 

Case (I) – Meylas Emirati Food Truck
(i) Entrepreneur’s profile
		I conducted the ninth interview with Ms Shaikha Al Kaabi, a young Emirati entrepreneur who is passionate about Emirati cuisine, culture and traditions. She is the founder of Meylas, the capital’s and the UAE’s first Emirati food truck and an authentic Emirati restaurant that uses traditional Emirati ingredients. ‘Meylas’ is a local expression that means ‘majlis’ or a place in which people gather. The name reflects the idea of gathering family and friends in a warm and welcoming setting. Her vision is to take Emirati food to the next level by serving authentic Emirati cuisine with a modern twist and introducing Emirati food globally. Her mission is to educate other nationalities about Emirati culture and traditional food. Ms Al Kaabi discovered an opportunity and came up with her idea by finding a gap, over the past four decades, regarding Emirati restaurants in the UAE. The reason behind her initial research was that Emiratis tended to go out and eat the same thing that was available to them at home. According to Ms Al Kaabi, the times are now changing along with people’s attitudes towards spending on Emirati food. 
Ms Al Kaabi was born and brought up in Abu Dhabi. After graduating from UAE University, she worked for a government organization until leaving her job to fulfil her passion and dreams. She is the first Emirati woman in the UAE to come up with a food truck as a way to expose more people to the flavours of the country. Meylas’s menu is filled with traditional recipes from Emirati mothers and grandmothers. The ingredients used in those recipes are freshly picked from local sources in the UAE. Forbes Middle East ranked Ms Al Kaabi 36th among all business entrepreneurs in terms of innovativeness. 
(ii) Business profile
	Meylas was founded in 2012; Ms Al Kaabi started off by selling Emirati snacks and took her first catering gig at the UAE’s 40th National Day celebration at the Sheikh Zayed Stadium in Abu Dhabi. She launched the business with only a simple logo and menu and slowly introduced the food truck to cater for public events upon request, which was when she realized the huge demand for Emirati food. The truck has also served as a preview of Ms Al Kaabi’s forthcoming Emirati restaurant. In 2015, she found an appropriate place and is now working with her team to design and conceptualize a full-fledged restaurant, also called Meylas. 
	The food truck’s interior decor is unique and nostalgic; everything seen here is derived from something from past Emirati culture and traditions. The rustic iron doors, the school chairs on which people sit, the classroom tiles on the floor, and even the condiments and fizzy drink art installations on the walls were crafted by local designers. Meylas has an extensive menu that reflects the Emirati soul, with recipes passed down through the generations. The prices are affordable, and the recipe ingredients are fresh from local sources in the UAE. To create a contemporary setting, Ms Al Kaabi gathered various Emirati elements and modernized them. Flavours of the authentic Emirati food kept her curious about the different recipes and ingredients used to prepare them. She has continued to embrace her childhood memories, which is why, in 2011, she had the idea to open the first Emirati restaurant as a way to expose more people to the unique flavours and culture of the UAE. 
	This Emirati entrepreneur has several future plans: to start off with short-term plans, she will offer gluten-free Emirati dishes as well as dishes that work with the popular ‘caveman’ diet. She wants her diners to share authentic Emirati homemade recipes that the chefs will test, and if they are successful they will be included on the Meylas menu. The long-term goal is to set up Meylas outside the region; Ms Al Kaabi wants the world to taste and love Emirati food. She expects the Meylas food truck to be a regular feature at cultural, social, and national events around the country. It has participated in Abu Dhabi Art and National Day celebrations at Adnoc, twofour54 Abu Dhabi, Mushrif Park and Masdar City
(iii) Innovation characteristics
	 Ms Al Kaabi sees innovation as converting ideas into numbers and introducing something new or different in one’s region. In her case, the food truck is a concept that first emerged in the USA and in different parts of the West. Initiating this successful concept in the UAE with an Emirati touch is an innovative idea; hence, it has been successful in this region. In this venture, this Emirati entrepreneur has implemented product, marketing and organizational innovation. 
	Because an Emirati food truck is a niche concept, its competition is very limited, and Ms Al Kaabi prepares the Emirati cuisine from her mother’s and grandmother’s recipe book. She uses locally sourced ingredients, which indirectly promotes small businesses in the UAE. Ms Al Kaabi’s main aim is to promote Emirati food and let expats taste it. One way to achieve this aim is to use food trucks; she participates in many food festivals in Dubai and Abu Dhabi. Her innovative ideas have stood out during such food festivals as ‘The Emirati Kitchen’ and the ‘Dubai Food Festival’, which also has provided her with a marketing strategy to showcase a preview of her restaurant in Abu Dhabi. Meylas is very active on social media such as Instagram, Facebook, Whatsapp and Zomoto. Customers can use these apps to place orders and receive quick delivery of Emirati food on their doorsteps. Ms Al Kaabi’s frequent interaction with media through her articles, her success stories and Pinterest with famous international personalities has kept Meylas under constant review among Emirati social groups. Ms Al Kaabi encourages her diners constantly to give feedback on the menu and rate the food items accordingly because she believes feedback from her customers is the only way to grow and improve on the cuisine. She interacts with her customers, motivating them to participate in developing new menu items and allowing them to submit home-based recipes to include in Meylas’s menu, which also serves as a marketing technique. An interest to grow and improve is one of the main innovation characteristics of a visionary leader. 
	Before starting this initiative, Ms Al Kaabi conducted much research and consulted with other entrepreneurs who were already in the hospitality business. She received much support from a knowledgeable and trustworthy team to get Meylas to where it is today. She invests in staff training and in R&D by trial-and-error recipes. She mentioned that she invests almost 40% of her profits in R&D and another 40% in training for her staff. If a food item is not profitable on the menu, she does not hesitate to remove it and include one that is more profitable. Because Meylas is only a year old, Ms Al Kaabi does not want to disclose the financial details. She keeps track of food safety and hygiene for Meylas. She innovates by merging traditional recipes with modern ingredients. Most of her clients are Emiratis, and she considers this a testament to the authenticity of the food she serves.
(iv) Challenges
The Meylas restaurant is still in its first year of setup; hence, challenges are still emerging. During the initial stages, Ms Al Kaabi found it difficult to find the right location for the restaurant because of high rents in Abu Dhabi; hence, she had to recruit the right team to design and conceptualize a full-fledged restaurant according to her vision. However, the Meylas food truck has also faced several challenges: getting approval to open in selected locations, finding an appropriate place to park the truck, obtaining a corporate license for the food truck (a challenge because food trucks are a new concept in the UAE), and navigating the bureaucracy surrounding serving food on the go in the Emirates, which makes prohibitive the process of starting a mobile restaurant. People underestimate food trucks; it is easier and more sustainable to open a restaurant because when one has one’s own space, electricity and air conditioning, one feels safe. Ms Al Kaabi mentions 'the thrill is on the street'. Some officials and customers perception about food truck is that it is unhygienic and unhealthy; this needs to change through awareness.
Case (J) – 202, Gardenia Rd
(i) Entrepreneur’s profile
	I conducted the last interview with an Emirati handmade soap artisan, Ms Hend Al Hashemi. She is the founder of 202 Gardenia Rd; her business is named after her home address, where it all began. Ms Al Hashemi is a graduate from Bond University in Australia and holds a master’s degree in film and cinematography. She has several years’ working experience in the field of media and marketing but has never pursued her career because of her passion for making beauty products. The founder’s vision is to create a cleaner, healthier and more beautiful world in which all of us can live. Her mission is to be an ambassador for the UAE by advertising to the world the rich nature the country has to offer in herbal medicines. She would also like to assist all the people who suffer from various skin conditions and help relieve some of the problems they experience by providing herbal solutions. 
	This innovative entrepreneur would like to spread the word about the healing capabilities of nature’s products and advises that herbal medicine is healthier than prescription medicine. Ms Al Hashemi quit her rewarding marketing job at a UAE firm to pursue her passion of healing the world through nature’s ingredients. She admires her grandfather, Sheikh Abdullah, who was a well-known herbalist and traditional healer from Deira. To build this business, she has taken inspiration from different divine sources, such as the teachings of the Prophet Mohammed on sickness, treatment and hygiene; her beloved grandfather; Ayurveda, a traditional Hindu medicine system that focuses on herbal treatments, healthy diets, and yoga therapy; the phenomenal places, art and music she has experienced during her travels; and, last, the UAE’s rich environment. 
(ii) Business profile
		Ms Al Hashemi founded 202 Gardenia Rd in 2012. It deals primarily with luxury soaps, bath soaks, scrubs, lotions, and other natural, medicinal beauty products. The main reason she started her business was that she could not find a lasting solution for her eczema and wanted to help other people with similar skin conditions. Her products treat numerous conditions, such as acne, eczema, flakiness, athlete’s foot, psoriasis and spots. As already mentioned, the business is named after the founder’s home address where she grows some of the ingredients for making the products in her garden. This Emirati entrepreneur identified a niche market requiring organic and natural body products in the UAE before starting 202 Gardenia Rd. Initially, she sold only beauty soaps handmade from natural ingredients, but later she diversified to other products such as bath soaks, lotions and oils. The products are made solely from natural ingredients grown in Ms Al Hashemi’s home garden, and some contain olive oil, fresh milk (goat, camel, coconut, almond), honey, neem oil, natural clays, sea salt, date fruit or coffee. The business’s physical premise is in the UAE, and, in addition, it operates an online shop where customers from all over the world can place orders. The company delivers both within the UAE and overseas. The online shop has a blog where Ms Al Hashemi communicates with her customers on a daily basis. Through this platform, she provides her insights on treating various skin conditions and discusses some of her products. The majority of her client bases are women seeking natural alternative solutions for their skin conditions. The shop also uses various social media platforms such as Instagram and Facebook as avenues for promoting its brand. Ms Al Hashemi uses customer feedback from product reviews in her online store or from separate websites related to skin care and cosmetics such as beauty blogs. Through such platforms, many women attest to the healing nature of her products.
(iii) Innovation characteristics
		For Ms Al Hashemi, innovation means identifying a niche opportunity in one’s society, exploring it with individual ideas and coming up with innovative products and marketing strategies to commercialize and take over the market. In this venture, she has initiated product, process and marketing innovations. Because she has inherited this passion from her grandfather’s natural herbal healing, she has combined both traditional and modern natural ingredients for her products, which is itself innovative in nature, and she is one of the first Emirati women entrepreneurs to commercialize herbal healing through soaps and skin products. She always uses customer reviews to improve her new products. Because she herself has been a marketer, her use of innovative marketing strategies to promote her products has been comprehensive. She uses social media, such as Facebook, Instagram, and Whatsapp, to advertise new promotions. A majority of her esteemed clientele of 202 Gardenia Rd are women between the ages of 21 and 35, a customer base that is highly informed and up to date with current trends in the beauty sector. The business has 12.6k followers on Instagram from different parts of the world. The packaging used for her products is very colourful, eye-catching and innovative. The customers can place orders through social media and by sending emails. The online shop has a blog where she communicates with her customers on a daily basis. Through this platform, she provides her insights on treating various skin conditions and discusses some of her products. She also offers professional advice through interactions on social media, her blog and other online platforms. 
	As Ms Al Hashemi has been innovative for the past 4 years and has ranked innovation as her business’s top priority. She invests in R&D every year for new products; although she has not allocated a fixed amount of funding for R&D, she conducts trial-and-error testing for new products. Ms Al Hashemi compiled her knowledge by reading textbooks, watching online tutorials and making use of her grandfather’s bank of knowledge. She makes, by hand and in small batches, a variety of soaps, scrubs, oils, body butters and bath salts. She has four employees who handle administration and sales. She makes the products according to the orders customers place via online and direct sales. Employees discuss new marketing and sales strategies before the business implement them; however, product innovation decisions are solely Ms Al Hashemi’s domain. The company’s revenue rose by 7% after the introduction of new soaps and creams with new ingredients. 
	One of Ms Al Hashemi’s achievements is her rank of 29th in the new Forbes 100 list for successful and innovative entrepreneurs in the UAE. Her YouTube videos are popular and informative for other women with special skin conditions. Her blog motivates entrepreneurs, especially women entrepreneurs in the UAE, to believe in their dreams and work towards them.
(iv) 	Challenges
		Ms Al Hashemi faces a lot of challenges. Her main competitors were large cosmetics and toiletries companies. Her main challenge was to leave a well settled marketing career and follow her passion to be an entrepreneur and enter into business which is less known to people. She has found difficulties in recruiting qualified employees due to visa restrictions. Obtaining license for the business was difficult task as convincing the products and its benefits to the officials. 	
      

	The following table compares each respondent’s views on innovation characteristics, perceptions on innovations and the factors influencing innovation in their businesses. The qualitative software NVIVO 10 facilitated this analysis.
Table 12: Analysis of 10 case studies using NVIVO 10 
	Innovation Characteristics
	NVIVO Analysis

	Innovative vision
	· All 10 respondents agree that an entrepreneur should be a visionary. Leaders first need to envision venturing into new areas and developing them. Then, they should inspire and guide their staff in that direction. 
· According to respondents 1 and 3, an entrepreneur’s innovation and visionary characteristics are inseparable. Respondent 1, 4, 5 and 9 believe that a visionary entrepreneur should always have her 5-year, short-term and long-term plans.
· Respondent 8 believes that there is no need to include ‘visionary’ as a characteristic because she believes it is almost obvious and argues that entrepreneurs are taught ways to come up with realistic visions, missions and objectives. However, according to respondents 2, 4, 5 and 7, a visionary without the passion to innovate will not be a successful entrepreneur. 
· Respondent 2 believes innovation and proactive behaviour follow vision. For example, ‘When an entrepreneur has vision for his venture, innovative ideas are born and an entrepreneur’s proactive character brings innovative ideas into reality by recognizing the opportunity in the market’. 
· According to respondents 10, 9 and 6, innovative entrepreneurs practice patience and revive their business from failure through positive attitude and visionary characteristics. 

	Education background
	· Among respondents, opinions regarding educational requirements as characteristics of innovation were mixed. All the entrepreneurs agree that education is important for an entrepreneur, but where innovation is concerned, educational background is secondary.
· All respondents agree that entrepreneurial education is a lifelong process that one may gain through experience, learning from mistakes, and so on. They also believe that education qualification or training in financial accounting and bookkeeping is a must for women entrepreneurs.
· According to respondents 2, 3, 4 and 5, education qualifications play a major role in entrepreneurship, especially if it is related to one’s venture or industry. This will help the women entrepreneurs to take more responsibility in the business, reduce overhead expenses and make them less dependent on their employees.
· Respondent 1 has a different view on the ideal education background for women entrepreneurs: ‘Basic education is good enough to be a successful entrepreneur, whereas to be a successful innovator, knowledge about trending markets, understanding clients requirements, and providing them with appropriate services is necessary’.
· Respondent 8 says, ‘Education qualification helps an entrepreneur to gain skills, builds character to succeed in your entrepreneurial venture’.

	New or improved technology adoption
	· All respondents have initiated new technology either for producing new products or in the process of making the new products successful.

	New or improved product or process innovation
	· All 10 respondents have implemented product and process innovation in their businesses with respect to their fields.
· Respondents 1 and 3 are in the service industry, providing educational training for special needs students with dyslexia and deafness, respectively. They possess specialized teaching approaches according to the student’s strengths and weaknesses; depending on their initial assessment, an education plan is prepared according to students’ capabilities and medical statuses.
· Respondents 4 and 9 are from the F&B industry, but their products occupy different genres. Respondent 4 creates recipes that fuse American, European and Emirati ingredients. Respondent 9 has introduced an Emirati food truck, a niche concept, and she prepares Emirati cuisine from her mother’s and grandmother’s recipe book.
· Respondents 6 and 8 are from the technological sector, specializing in IT solutions and digital printing, respectively. Here, respondent 6 says, ‘We tailor make our products according to the requirements of our clients’. Respondent 8 says, ‘We upgrade the services and technology depending on the new market needs and trends at an affordable price’.
· Respondent 2 is from the jewellery-making industry. Innovation is her forte, and her products are unique. She has come up with innovative solutions such as going outside the country to find alternate production methods.
· Respondent 5 is from the interior design sector. Innovation refers to new modern designs with an Arabic touch that she and her design team execute, and the design team and the process innovation refer to the procedures implemented to complete the project in a limited time with limited cost.
· Respondent 7 is from the health service industry; here she has introduced a new concept, ‘Pilates training’. Pilates already includes set exercises, stretches and breathing exercises; hence, the trainers in the studio tailor customize workout plans and combine them with diet and supplements for customers.
· Respondent 10 is a handmade soap artisan who combines both traditional and modern natural ingredients for her products, which are innovative in nature. She is one of the first Emirati woman entrepreneurs to commercialize herbal healing through soaps and skin products.

	New or improved marketing or organizational innovation
	· All respondents agree that marketing and organizational innovation are very important characteristics of innovation. Most respondents have implemented marketing innovations, which are a necessity to sustain the business. 
· All the respondents agree that ‘word of mouth’ and ‘social media’ are strong and active marketing strategies. 
· Respondents 1 and 3 get their customers only through word of mouth, from students’ parents, whereas respondent 2 gets new customers through her satisfied customers, and her designs speaks for her uniqueness.
· The marketing and branding done for respondents 4, 9 and 10 is explicable; social media services such as Instagram and Facebook play a major role in their businesses, and they also have online purchase portals from their own website. Customers use apps like Zomato for online delivery from respondents 4 and 9.
· Respondents 5 and 7 use social media such as Facebook, Twitter, Instagram and Whatsapp to market their ventures and advertise new services.
· Respondents 6 and 8 use word of mouth and print media and have strong sales and marketing teams. When there are offers, this team will personally inform the client through face-to-face interactions or through email. Usage of social media is lower than that of other respondents.

	R&D
	· All the respondents agree that R&D plays a crucial role in the innovation characteristics. All 10 respondents agree that they initiate R&D in their business to develop new or improve existing products or services. 

	Networking
	· All respondents agree that networking is one of the main means to increase client lists, to get to know one’s competitors in the same field and to understand the market trends.
· Most of the respondents are registered under the Abu Dhabi business women council, Emirates business women council and Sharjah business women council to network with other women entrepreneurs and understand the facilities these organizations provide.
· Respondent 9 has frequent interaction with media through her articles, her success stories and Pinterest interaction with famous international personalities have kept her venture under constant review among the Emirati social groups.
· Respondent 10 interacts with her customers and other viewers through videos in YouTube and her blog, which are informative for other women with special skin conditions.
· Respondent 7 actively participates in the media by giving interviews and hosting talks on health and adventure, which also serve to promote her business.
· Majlis was developed by respondent 4 not only to educate the local community on socially important matters but also to encourage them to take action to help make a difference. This process can be a combination of networking and giving back to society. 

	Allocation of R&D and training Fund
	· All the respondents mentioned that they allocate some funds every year for research and development from their profits. No set amount was mentioned by any of the entrepreneurs. R&D funds also include training for the employees in their respective fields, which is an added advantage for the respondent’s businesses.
· Respondents 1 and 3 spend on R&D every year by sponsoring research to come up with new methods to overcome dyslexia and paediatric speech, communication and language disorders; new teaching methods for trainers and many studies have been published in several well-regarded publications.

	Risk-taking
	· Risk-taking is one of the primary characteristics an entrepreneur should possess. Until and unless an entrepreneur takes risks, she cannot be innovative; she must believe in her passion and abilities. All the respondents interviewed for the case study are risk takers and innovators. 
· Respondents 2, 4, 6, 7 and 9 believe that introducing a new concept in the market is a major risk as insurability of its acceptance among the people.
· Respondents 1, 3 and 5 state that ‘risk-taking behaviour is dependent on the motivation level received from the family and government’.
· Respondents 8 and 10 believe that when there is less credit financial pressure from the financial institutions, women entrepreneurs will accept change and take risks to develop their venture. 

	Perception on innovation
	· There are different perceptions of innovation; all the respondents have defined innovation from their experience and ventures point of view. 
· Respondent 1: ‘Innovation is production of new technology, new knowledge and new resources; a continuous improvement in the organization and being different from the competitors or thinking out of the box’.
· Respondent 2: ‘Innovation means creating new pieces that use available materials in a never-created way’.
· Respondent 3: ‘Innovation is providing services above customer’s expectations and outdoing the services provided by competitors’.
· Respondent 4: ‘Creativity is thinking of a new idea, whereas innovation is implementation of something new’.
· Respondent 5: ‘Innovation is creativity to stand out from one’s competitors’.
· Respondent 6: ‘To turn new ideas into products, services which add value to the client’s requirements and perspective’.
· Respondent 7: ‘Innovation is creation of something new that improves the way we live’.
· Respondent 8: ‘Innovation is a commercialized invention’
· Respondent 9: ‘Innovation converts ideas into numbers, introducing something new or different in your region'.
· Respondent 10: ‘Innovation means identifying the niche opportunity in the society, exploring them with individual ideas and coming up with innovative products, marketing strategies to commercialize and take over the market’.

	Influencing factors
	· Respondents have selected some factors that influence innovation among Emirati women entrepreneurs. All the respondents have selected family support as the main influential factor. Women are more sensitive to family issues, and lack of support from the family affects their creativity and confidence.
· Respondents 1 and 9 mentioned that social and societal culture affects innovation among women.
· Respondents 3, 4 and 5 believe that practicing innovative culture influences innovation in the venture.
· Respondents 4, 5, 8 and 10 believe that innovation strategies such as feasibility studies, feedback from customers and tracking competitor moves help entrepreneurs to be more innovative.
· Respondents 10, 3 and 7 mention that ‘recognizing opportunity is the primary solution for innovation’.
· Respondents 2, 4, 7 and 10 agree that financial assistance from banks and venture capitalists will be a great help for development.
· Respondents 2, 5, 6 and 8 believe that participating in social networks will help Emirati women entrepreneurs to connect with other entrepreneurs and competitors.
· Respondents 4, 5 and 9 agree that entrepreneurial training and financial management training help entrepreneurs to succeed, whereas respondent 1 believes that training is not very important; rather, on-the-job experience, strong vision and confidence to take risks help women entrepreneurs to be innovative.
· Respondents 2, 6 and 9 believe that lack of government support affects innovation. 
· According to respondent 6, networking with mentors and business consultants and encouraging competition in business women’s councils will motivate Emirati women entrepreneurs to be innovative. 
· All the respondents have asked to include R&D as one of the criteria and allocate funds for R&D activities and to train their employees as sub criteria.










Conclusion
In this chapter, I have applied a case study method to determine the entrepreneur's profile, analyse the term 'innovation' from the entrepreneurs point of view, understand the nature of their business, to establish the innovation characteristics applied by them in the business, different types of innovation applied by them, challenges faced by them while implementing their innovative business idea and finally the factors influencing innovation in their business according to their perspective and experience. To analyse and compare all the 10 respondents view NVIVO 10 was used derive the overall objective. According to the respondents, an innovative entrepreneur should be a visionary, believe in that vision and business idea. For an entrepreneur to be successful, the vision needs to be communicated to her employees, so that even they can work towards in achieving the vision. All the respondents believe education is a primary qualification to be an entrepreneur, but obtaining entrepreneurial education and training proves to be an added advantage to be successful. According to them, innovation of a new product or process into the market brings in more exposure to the international market and innovation in marketing strategy brings in more customers and will be able to have a competitive edge over their competitors. Whereas an organizational innovation affects the environment in the business that will encourage employees to perform better leading to positive changes in the business and society. Investing in R&D activities play a crucial role in innovation and allocating some amount for training the employees directly boost the level of innovation in the business by employees bringing in new ideas and experiences. According to them every entrepreneur is a risk taker.



Chapter 6: AHP Method
In this chapter, I describe the final stage of analysis using the AHP approach to prioritise the factors that influence innovative female Emirati entrepreneurs.  To achieve this objective, I collected data from experts using an AHP questionnaire with items rated on a scale of 1–9.  The focus group comprised six innovative female Emirati entrepreneurs selected for the case study, two innovation policy makers and two academics teaching entrepreneurship and innovation courses at UAE higher education institutions.  The six entrepreneurs were categorised into the nascent, start-up and established business stages, the two innovation policy makers were from the Ministry of Economy and the Abu Dhabi Chamber of Commerce and the two academicians are from UAE University. 
AHP Model
From the literature review, I determined eight criteria that influenced innovation: culture, motivation, innovation strategy, opportunity recognition, finances, technology, skill development and government policies.  After the case study analysis, I measured the content validity, and the 10 women suggested adding R&D as one of the criteria that influence innovation in their business; thus, following their suggestion, I included R&D as the ninth criterion for this research.  Figure 6.1 shows my proposed AHP model, and I categorised my analysis as Case 1 (innovative female Emirati entrepreneurs in the nascent stage); Case 2 (innovative female Emirati entrepreneurs in the start-up stage); Case 3 (innovative female Emirati entrepreneurs in the established stage) and Case 4 (innovation policy makers).  The participants from each case answered the structured questionnaire, and I cleaned the collected data to avoid any errors such as incomplete or inappropriate responses.  I developed the questions using a 9-point ratio scale for each and used AHP to rank the factors that promoted innovation among Emirati female entrepreneurs. 
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Figure 14:  The proposed AHP model.
In this section, I benchmark my AHP analysis of female Emirati entrepreneurs’ views on the relative priorities of each criterion and sub-criterion.  Tables 6.1 and 6.2 show the results for the different influences on innovation among the respondents in the nascent business stage. 










Pairwise comparison of criteria and subcriteria from Nascent Business Phase
Table 13 Geometric Means of Pairwise Comparisons of All Criteria from Nascent Business Phase
	Criteria
	Culture
	Motivation
	Innovation Strategy
	Opportunity Recognition
	Finance
	Technology
	Skills Development
	Govt. Policies
	R&D
	Priority vector

	Culture
	1.00
	0.14
	2.00
	0.14
	0.11
	0.13
	0.14
	0.13
	0.25
	0.02

	Motivation
	7.14
	1.00
	5.00
	5.00
	5.00
	5.00
	0.14
	0.33
	8.00
	0.15

	Innovation Strategy
	0.50
	0.20
	1.00
	0.11
	0.14
	0.20
	0.11
	0.11
	0.20
	0.02

	Opportunity Recognition
	7.14
	0.20
	9.09
	1.00
	5.00
	0.50
	0.17
	0.13
	0.25
	0.08

	Finance
	9.09
	0.20
	7.14
	0.20
	1.00
	7.00
	0.20
	0.20
	0.50
	0.08

	Technology
	7.69
	0.20
	5.00
	2.00
	0.14
	1.00
	0.14
	0.20
	0.25
	0.06

	Skills Development
	7.14
	7.14
	9.09
	5.88
	5.00
	7.14
	1.00
	0.50
	8.00
	0.26

	Govt. Policies
	7.69
	3.03
	9.09
	7.69
	5.00
	5.00
	2.00
	1.00
	9.00
	0.27

	R&D
	4.00
	0.13
	5.00
	4.00
	2.00
	4.00
	0.13
	0.11
	1.00
	0.07


													CR=0.10= 0.10 (acceptable)



Table 14 Geometric Means of Pairwise Comparisons of All Sub-criteria from Nascent Business Phase 
	Sub-Criterion
	Priority
	Sub-criterion ranking
	CR value ≤ 0.10
	Global Priority
	Global sub-criterion ranking

	Innovative
	0.77
	1
	0.05
	0.09
	2

	Social
	0.14
	2
	
	0.02
	6

	Societal
	0.09
	3
	
	0.01
	7

	Family
	0.88
	1
	0.00
	0.10
	1

	Friends
	0.13
	2
	
	0.01
	7

	Awareness of Trends
	0.61
	1
	0.09
	0.07
	3

	Feedback from Customers
	0.25
	2
	
	0.03
	5

	Knowledge Sharing
	0.09
	3
	
	0.01
	7

	Track Competitors’ Moves
	0.05
	4
	
	0.01
	7

	Observation
	0.29
	2
	0.09
	0.03
	5

	Experiment 
	0.08
	3
	
	0.01
	7

	Networking
	0.63
	1
	
	0.07
	3

	Internal
	0.89
	1
	0.00
	0.10
	1

	External
	0.11
	2
	
	0.01
	7

	Social Media
	0.36
	2
	0.03
	0.04
	4

	Cloud Computing
	0.06
	3
	
	0.01
	7

	Social Networks
	0.58
	1
	
	0.07
	3

	Leadership
	0.30
	2
	0.09
	0.03
	5

	Creative & Innovative
	0.64
	1
	
	0.07
	3

	Risk Management
	0.06
	3
	
	0.01
	7

	Funding Schemes
	0.29
	2
	0.09
	0.03
	5

	Institutional Collaboration
	0.08
	3
	
	0.01
	7

	Venture Consultation & Assistance
	0.63
	1
	
	0.07
	3

	Allocate Funds for R&D Activities
	0.12
	2
	0.00
	0.01
	7

	Investing in Training Employees
	0.63
	1
	
	0.07
	3



Nascent Business Stage
The tables above show that the respondents in the nascent business phase considered government policies the most significant influence on innovation in their businesses by giving it a 27% priority weight.  According to both the respondents, favourable government policies during the business initiation process such as licensing and funding are advantageous.  Because these women were at the beginning of their entrepreneurial careers, skills development and motivation from their families played influential roles in their businesses and thus ranked skills development second with 26% and motivation from family and friends third with 15% priority weight; they ranked opportunity recognition and finance fourth with 8% weight.  The women had prioritised these factors based on their
experiences during the initiation and innovation of their initiatives, and both respondents agreed that culture had played a very minor role in influencing the innovation in their businesses.  Additionally, compared with other criteria, R&D and innovation strategy played nor roles during the first year of business because both their main motives were to make places for themselves in the market.
For this research, I used 25 sub-criteria derived from the nine main criteria, and the geometric means from the pairwise comparisons of the sub-criteria were ranked as follows.  Innovative culture was the foremost priority among the culture sub-criteria at 77%.  Of the motivation sub-criteria, family was ranked as the first priority at 88%; in the UAE, motivation from family played a major role in female participation in entrepreneurship (Jabeen et al., 2015).  Among the innovation strategy sub-criteria, awareness of trends was the most important factor at 61%, and lack of knowledge regarding market trends, competitors’ competencies and new innovations in the market all affected business performance.  Under opportunity recognition, the respondents agreed that networking was the most important sub-criterion at 63%; networking helps in gaining opportunities for further growth.  According to the respondents, because they were in their initial set-up stages, networking with other entrepreneurs, suppliers and retailers helped them to grow their client lists.  Of the finance sub-criteria, the respondents favoured internal financing, at 89%, to avoid unnecessary financial risks; they always preferred to finance their enterprises with either their own savings or loans from spouses or other family members.  Among the technology sub-criteria, the respondents were well aware of the new technologies available for promoting their businesses, but during the initial stages, word of mouth and networking played important roles at 58%.  Of the skills development sub-criteria, the female entrepreneurs prioritised creative and innovative skills at 64%; they agreed that to stand out in the market, entrepreneurs should possess creative ideas and innovative skills.  Among the government policies sub-criteria, the nascent-stage respondents ranked venture consultation and assistance as the top priority at 63% because they needed guidance for their survival; businesswomen’s councils provided them with this guidance by introducing them to entrepreneurial mentors and successful female Emirati entrepreneurs to guide them through difficult situations.  Among the R&D sub-criteria, investing in training employees was ranked most important at 63%; according to both respondents, employees were the main pillars of their innovative ventures, so training them brings in innovative ideas and problem-solving solutions to sustain their businesses in the market.  All sub-criteria for promoting innovative SMEs among female Emirati entrepreneurs showed acceptable levels of consistency.
Finally, the participants gave overall rankings of all the sub-criteria for nascent-phase businesses.  They gave family and internal finance the highest priority, followed by experimenting with opportunities, awareness of trends, venture consultation assistance, innovative culture, creative innovative skills and investing in training employees.  According to the nascent-phase respondents, these are the factors that most influence innovation-based SMEs in the UAE.


Pairwise comparison of criteria and subcriteria from Startup Business Phase
Table 15 Geometric Means of Pairwise Comparisons of All Criteria from Start-Up Business Phase 
	Criteria
	Culture
	Motivation
	Innovation Strategy
	Opportunity Recognition
	Finance
	Technology
	Skills Development
	Govt. Policies
	R&D
	Priority Vector

	Culture
	1.00
	3.00
	2.00
	0.13
	0.13
	0.14
	0.11
	0.11
	0.11
	0.02

	Motivation
	0.33
	1.00
	0.50
	0.14
	0.13
	0.14
	0.11
	0.11
	0.11
	0.01

	Innovation Strategy
	0.50
	2.00
	1.00
	0.33
	0.13
	0.14
	0.14
	0.13
	0.13
	0.02

	Opportunity Recognition
	7.69
	7.14
	3.03
	1.00
	2.00
	0.50
	0.50
	0.11
	0.13
	0.07

	Finance
	7.69
	7.69
	7.69
	0.50
	1.00
	0.33
	0.50
	0.13
	0.13
	0.07

	Technology
	7.14
	7.14
	7.14
	2.00
	3.03
	1.00
	0.33
	0.11
	0.13
	0.09

	Skills Development
	9.09
	9.09
	7.14
	2.00
	2.00
	3.03
	1.00
	0.14
	0.14
	0.11

	Govt. Policies
	9.09
	9.09
	7.69
	9.09
	7.69
	9.09
	7.14
	1.00
	5.00
	0.37

	R&D
	9.09
	9.09
	7.69
	7.69
	7.69
	7.69
	7.14
	0.20
	1.00
	0.24


													CR=0.09< 0.10 (acceptable)
Table 16: Geometric Means of Pairwise Comparisons of All Sub-Criteria from Start-Up Business Phase 
	Sub-Criterion
	Priority
	Sub-Criterion Ranking
	CR Value≤ 0.10
	Total Priority
	Total Sub-Criterion ranking

	Innovative
	0.81
	1
	0.05
	0.09
	2

	Social
	0.12
	2
	
	0.01
	8

	Societal
	0.07
	3
	
	0.01
	8

	Family
	0.89
	1
	0.00
	0.10
	1

	Friends
	0.11
	2
	
	0.01
	8

	Awareness of Trends
	0.54
	1
	0.07
	0.06
	5

	Feedback from Customers
	0.35
	2
	
	0.04
	6

	Knowledge Sharing
	0.05
	4
	
	0.01
	8

	Track Competitors’ Moves
	0.06
	3
	
	0.01
	8

	Observation
	0.18
	2
	0.07
	0.02
	7

	Experiment 
	0.08
	3
	
	0.01
	8

	Networking
	0.75
	1
	
	0.08
	3

	Internal
	0.89
	1
	0.00
	0.10
	1

	External
	0.11
	2
	
	0.01
	8

	Social Media
	0.35
	2
	0.02
	0.04
	6

	Cloud Computing
	0.06
	3
	
	0.01
	8

	Social Networks
	0.60
	1
	
	0.07
	4

	Leadership
	0.71
	1
	0.08
	0.08
	3

	Creative & Innovative
	0.09
	3
	
	0.01
	8

	Risk Management
	0.20
	2
	
	0.02
	7

	Funding Schemes
	0.36
	2
	0.04
	0.04
	6

	Institutional Collaboration
	0.07
	3
	
	0.01
	8

	Venture Consultation & Assistance
	0.57
	1
	
	0.06
	5

	Allocate Funds for R&D activities
	0.12
	2
	0.00
	0.01
	8

	Investing in Training Employees
	0.88
	1
	
	0.10
	1




Start-up Business Stage
Tables 6.3 and 6.4 show that the Emirati women entrepreneurs in the start-up business stage also ranked government policies as the most influential factor on implementing innovation in their businesses by giving it a 37% priority weight; both respondents agreed that government support is necessary for developing entrepreneurs to reduce their licensing costs and paperwork.  These respondents were in the third year of entrepreneurship, when incorporating R&D into business plays a major role, so they ranked R&D second with 24% priority weight; both agreed that setting aside a certain amount for research activities in developing new products or processes and investing in employee training helped them to be innovative.  They ranked skills development third at 11%; they agreed that skills development is an ongoing process and that entrepreneurs should have leadership and financial accounting skills to manage their businesses.  Both ranked technology fourth at 9% and stated that to stand out in the market and have a competitive advantage, entrepreneurs had to introduce new technologies.  As was the case with the respondents in the nascent phase of business, even these respondents believed that society and culture play very minor roles.  They also believed that once a business was initiated and had a place in the market, motivation played a very minor role compared with other criteria.
According to both the respondents in the start-up business phase, innovative culture plays an important role in business; specifically, the women ranked it as the foremost priority among the culture sub-criteria at 81%.  Where the respondents ranked
 motivation among the major criteria, among the sub-criteria, they most highly prioritised family support at 89%.  Under innovation strategy, the respondents prioritised awareness of trends at 54% and incorporated feedback from customers into their businesses.  Under opportunity recognition, the respondents agreed that networking was the most important sub-criterion at 75%; they believed that networking helped them gain opportunities for further growth.  Among the finance sub-criteria, the respondents favoured internal financing at 89%; to avoid unnecessary financial risks, these respondents always preferred to finance their enterprises with either their own savings or loans from spouses or other family members.  According to both respondents, leadership skills are a necessity for entrepreneurs to innovate, and they ranked leadership at 71%.  Among the government policies sub-criteria, they ranked venture consultation and assistance as the top priority at 57%; because these entrepreneurs need guidance for their survival, Business Women Councils could provide them with this guidance by introducing them to entrepreneurial mentors and successful Emirati women entrepreneurs to guide them through difficult situations.  Among the R&D sub-criteria, they ranked investing in training employees as most important with 88%.  All sub-criteria for promoting innovative SMEs among female Emirati entrepreneurs in the start-up business phase showed acceptable levels of consistency.
Finally, the respondents gave overall rankings of all the sub-criteria for start-up-phase businesses.  Both women gave the highest priorities to family support, investing in training employees and internal finance, followed by innovative culture, networking and leadership skills.  According to both the respondents in the start-up stage, these are the factors that most influenced innovation in their businesses.



Pairwise comparison of criteria and subcriteria from Established Business Phase
Table 17: Geometric Mean of Pairwise Comparisons of All Criteria in Established Business Phase 
	Criteria
	Culture
	Motivation
	Innovation Strategy
	Opportunity Recognition
	Finance
	Technology
	Skills Development
	Govt. Policies
	R&D
	Priority Vector

	Culture
	1.00
	2.00
	0.13
	0.13
	0.11
	0.13
	0.14
	0.11
	0.11
	0.02

	Motivation
	0.50
	1.00
	0.13
	0.17
	0.11
	0.11
	0.13
	0.11
	0.11
	0.01

	Innovation Strategy
	7.69
	7.69
	1.00
	7.00
	3.00
	8.00
	5.00
	0.11
	0.13
	0.14

	Opportunity Recognition
	7.69
	5.88
	0.14
	1.00
	2.00
	4.00
	0.20
	0.11
	0.14
	0.06

	Finance
	9.09
	9.09
	0.33
	0.50
	1.00
	7.00
	0.20
	0.11
	0.20
	0.07

	Technology
	7.69
	9.09
	0.13
	0.25
	0.14
	1.00
	0.14
	0.11
	0.13
	0.05

	Skills Development
	7.14
	7.69
	0.20
	5.00
	5.00
	7.14
	1.00
	0.14
	0.50
	0.11

	Govt. Policies
	9.09
	9.09
	9.09
	9.09
	9.09
	9.09
	7.14
	1.00
	5.00
	0.36

	R&D
	9.09
	9.09
	7.69
	7.14
	5.00
	7.69
	2.00
	0.20
	1.00
	0.19


									CR=0.09< 0.10 (acceptable)
Table 18: Pairwise Comparisons of All Sub-Criteria in Established Business Phase 
	Sub-Criterion
	Priority
	Sub-Criterion Ranking
	CR value≤ 0.10
	Global Priority
	Global Sub-Criterion Ranking

	Innovative
	0.82
	1
	0.00
	0.09
	2

	Social
	0.09
	2
	
	0.01
	7

	Societal
	0.09
	2
	
	0.01
	7

	Family
	0.90
	1
	0.00
	0.10
	1

	Friends
	0.10
	2
	
	0.01
	7

	Awareness of Trends
	0.09
	4
	0.05
	0.01
	7

	Feedback from Customers
	0.73
	1
	
	0.08
	3

	Knowledge Sharing
	0.12
	2
	
	0.01
	7

	Track Competitor Moves
	0.06
	3
	
	0.01
	7

	Observation
	0.17
	2
	0.07
	0.02
	6

	Experiment 
	0.72
	1
	
	0.08
	3

	Networking
	0.11
	3
	
	0.01
	7

	Internal
	0.15
	2
	0.00
	0.02
	6

	External
	0.85
	1
	
	0.09
	2

	Social Media
	0.07
	3
	0.05
	0.01
	7

	Cloud Computing
	0.12
	2
	
	0.01
	7

	Social Networks
	0.81
	1
	
	0.09
	2

	Leadership
	0.75
	1
	0.07
	0.08
	3

	Creative & Innovative
	0.07
	3
	
	0.01
	7

	Risk Management
	0.17
	2
	
	0.02
	6

	Funding Schemes
	0.07
	3
	0.08
	0.01
	7

	Institutional Collaboration
	0.64
	1
	
	0.07
	4

	Venture Consultation & Assistance
	0.30
	2
	
	0.03
	5

	Allocate Funds for R&D activities
	0.83
	1
	0.00
	0.09
	2

	Investing in Training Employees
	0.17
	2
	
	0.02
	6




Established Business Stage 
Table 6.5 shows that the respondents in the established business phase ranked government policies as the most significant influence on innovation in their businesses by giving it a 36% priority weight.  These women had been in business for more than six years, and incorporating R&D into their businesses had played a major role, and thus, they ranked it second in importance with a 19% priority weight; the women believed that constantly investing in R&D helps businesses improve and creates out-of-the-box innovations that help businesses remain active in the market and increase performance.  These respondents also believed that innovation strategy played an important role in innovative business activities and thus ranked it third at 14%; they observed that innovation strategies helped them improve and perform better, and their experience in their respective industries could guide other entrepreneurs to initiate different types of strategies depending on the circumstances.  The respondents gave the fourth rank to skills development with an 11% priority weight, and they also believed that finance plays an important role in establishing any new initiative; thus they ranked finance fifth at 7%. Motivation and culture played minor roles in influencing innovation for these two respondents.
Table 6.6 shows how these two respondents from the established business phase ranked the sub-criteria for this phase; innovative culture was imperative in the culture sub-criteria at 82%, whereas societal culture had no influence on innovation and was ranked at less than 10%.  Every Emirati woman considers her family to be the most important factor in her success, and thus, the two women in this study ranked family support at 90% among the motivation sub-criteria.  Both respondents also believed that customer reviews had played a great role in their businesses, and they ranked feedback from customers at 73%; they ranked knowledge sharing among employees, suppliers and customers at 12% as an innovative strategy.  Both respondents also believed that opportunities can be created only by experimenting with new initiatives and ranked it first at 72%, and they both agreed that external finance is an influencing factor; they believed that the responsibility of acquiring loans helped entrepreneurs to be more responsible and follow accounting procedures, and hence, they ranked external financing as the first priority at 85%.  As with the start-up respondents, even the established respondents agreed that social networks are one of the main sub-criteria that help them expand their client lists, and they ranked social networking as an effective marketing strategy at 81%.  Among the skills sub-criteria, the respondents gave leadership skills the highest priority at 75%.  Both respondents also observed that there is always a saturation point in business beyond which an entrepreneur will not be able to create anything new, and thus, collaborating with different organizations helps businesses to create new initiatives with new resources and new creative manpower; hence, they ranked institutional collaboration with 64%.  Among the R&D sub-criteria, investing in frequent research activities helped the women to sustain their development, and they ranked it first with 83%.  All the sub-criteria for promoting innovative SMEs among female Emirati entrepreneurs showed acceptable levels of consistency.
Finally, the women in the established business phase conducted an overall ranking of all the sub-criteria for that phase.  They gave first-priority ranking to family support, followed by allocating funds for R&D activities, social networking, funding from external financial organizations and an innovative culture.

Comparing the Criteria among Nascent, Start-up and Established Entrepreneurs 
In this section, I compare the criteria as prioritised by the entrepreneurs in the nascent, start-up and established phases of their businesses.  Table 6.7 presents the CR values for all of the criteria; all had acceptable levels of consistency, i.e. 0.10 or lower.
Table 19: Comparison of Main Criteria Ranked by Nascent, Start-up and Established Entrepreneurs
	Criteria
	Nascent
	Start-up
	Established

	Culture
	2
	2
	2

	Motivation
	15
	1
	1

	Innovation
	2
	2
	14

	Opportunity Recognition
	8
	7
	6

	Finance
	8
	7
	7

	Technology
	6
	9
	5

	Skills Development
	26
	11
	11

	Govt. Policies
	27
	37
	36

	R&D
	7
	24
	19



Table 19 displays how the respondents from all three business phases prioritised each criterion based on their experience; all agreed that an innovative culture played an important role and should be practiced by all female Emirati entrepreneurs.  Respondents from all three phases also agreed that societal culture did not affect their innovation in any manner.  For the second criterion, motivation, all respondents agreed that family support was necessary for female Emirati entrepreneurs to succeed in business, but the respondents who were in the nascent business stage cited family motivation as the greatest influence on their initiating new ideas through financial and moral support.  The third criterion, innovation strategy, was ranked the highest by the established respondents; they agreed that acquiring feedback from customers, tracking trends in the market and knowledge sharing had helped them to improve on their products and also develop new marketing methods.  The fourth criterion, opportunity recognition, was ranked the highest by the respondents in the nascent business stage; identifying opportunities was one of their greatest challenges because they were new to the market and had very limited resources, and hence they agreed that opportunity recognition was an influential factor.  The fifth criterion was finance, and the respondents from all three phases agreed that finance was one of their biggest challenges and an influential factor in initiating innovations; all the respondents had relied on their personal savings and loans from their families because they felt more comfortable depending on internal financing, and they also believed that the lengthy procedure for acquiring external financing had kept them from acquiring external funds from financial institutions.  For the sixth criterion, technology, all the respondents agreed that it was a factor that influenced innovation, but they were not yet aware of cloud computing; they still got their business through social media, networking and word of mouth marketing.  The seventh criterion, skills development, was an important influence on innovation and initiating ventures in that unless entrepreneurs possess skills such as leadership, creative, innovative, financial accounting and managerial skills, their business will not succeed.  Among all the respondents, the nascent business owners ranked skills development the highest because they were in the initial stages of their business journeys, and thus, obtaining these skills would help them to be innovative and also succeed in their ventures.  The eighth criterion, government policies, was prioritised by all the respondents; all reported that government policies that favoured certain funding schemes, institutional collaboration and venture consultation strengthened innovators’ contributions to SME growth.  The respondents in the nascent business stage ranked venture consultation highly, whereas the start-up and established respondents gave high ranking to institutional collaboration.  The ninth criterion, R&D, was suggested by the selected innovative women entrepreneurs because they believed that in the present scenario, continuous research on current market trends and developing new products through trial and error was a healthy way of promoting innovation in SMEs.  As such, all the respondents had promoted R&D within their businesses by investing a certain amount of funds for research activities.  All the respondents also believed that their employees were their strength and that teamwork helped them to improve their performance, and hence, they all invested in training employees, which directly brought in innovative ideas and methods to enhance their businesses. 

Chapter 7: Discussion

This study’s main aim is to explore the status of innovation in the UAE, address the gaps, and provide a better understanding of the pertinent issues affecting innovation in Emirati women-owned SMEs. The study’s purpose is to evaluate these SMEs’ innovation characteristics, identify innovative Emirati women entrepreneurs in the UAE, and understand their businesses, the types of innovation they employ, and the obstacles they face as entrepreneurs. To fulfil this aim, the researcher identified the variables affecting the innovation process and established the main obstacles Emirati women entrepreneurs face while incorporating innovation into their businesses. 
Innovation characteristics and types of Innovation 
This study uses the triangulation approach and divides the research design into three stages: identification of innovative Emirati female entrepreneurs, a case study of each of the selected Emirati entrepreneurs, and prioritisation of factors using the AHP method. This chapter will discuss the major findings derived from identification stage, case study and AHP analysis and in the discussion section, the research findings are examined in order to evaluate to what extent the findings answer the research questions. 
The first stage, identifying innovative Emirati women entrepreneurs, determined innovation characteristics with reference to previous literature (i.e., owner’s innovative vision; owner’s educational background; new or improved IT adoption, product/process, or marketing strategy/organisational process; R&D activities; networking; allocation of R&D funds; and attitude toward risk taking (Al Hallami et al., 2013; Bigliardi et al., 2011; Damanpour & Aravind, 2011; Dubai SME, 2015; Krueger et al., 2013; Laforet & Tann, 2006; Rese & Baier, 2011; Rujirawanich et al., 2011). The researcher used a structured questionnaire to create each entrepreneur’s personal and business profile and identify whether Emirati business women possessed the same innovation characteristics identified in the study. The findings were as follows: 68% of Emirati women entrepreneurs are graduates, which supports the findings of Naser et al. (2009), Itani et al. (2011), Kargwell (2012) and Sahoo (2015) that the rate at which female students enroll in higher education is higher than that of male students; 80% of the respondents are between 25 to 40 years of age; government, semi-government, and private entities employ nearly 80% of Emirati women respondents; 20% of the respondents have focused only on their businesses. This result, which is similar to other findings (Thornton et al. 2011; Trad, 2016), is due to women’s lack of confidence in their creativity, their slight hesitancy to take risks, and pressure from family members not to quit their jobs. A main challenge for women is creating a work/life balance between family responsibilities, official duties, and business. 
	One objective of this study was to determine the sectors Emirati women target. The findings were as follows: Among the 50 entrepreneurs who were part of this study, 42% are in the service sector, with 28% in retail, and 16% in wholesale. The technology, construction, and agriculture sectors have the fewest Emirati women entrepreneurs (< 10%) because Emirati women are unaware of available opportunities, and the stereotype of male dominance lingers in these industries (Randree & Chaudhry, 2012). One major finding of this study is that nearly 80% of respondents focus on incremental innovation, whereas 20% of them are focused on radical innovation. The results supports the previous research conducted in a developing country small and medium enterprises which reported that SMEs experience difficulties with adopting completely novel innovations effectively (Rujirawanich et al., 2011). Even though above 75% of the respondents have innovative vision and risk-taking characteristics, nearly 60% of the respondents have not fulfilled innovation characteristics such as new or improved IT adoption, R&D, allocation of funds for research, and networking (Romero & Martínez-Román, 2012). Hence, out of 50 Emirati women entrepreneurs, only 10 demonstrate the selected innovation characteristics. 
In the second stage, the researcher interviewed the selected 10 Emirati women entrepreneurs in person to obtain information about their personal and business profiles, the nature of their businesses, the innovation characteristics they demonstrate, and the challenges they face as female entrepreneurs in the UAE. The selected entrepreneurs are from various business sectors, including service, manufacturing, F&B, construction, technology, health care, retail, and special needs therapy. Focusing on different sectors has helped me to understand the challenges the entrepreneurs face in their respective fields. All the selected respondents have come up with product, process, marketing and organizational innovations for their businesses. They have implemented radical innovation and have come up with novel products in the UAE SME sector. These entrepreneurs have shown all the innovation characteristics determined in stage 1, and the researcher conducted a NVIVO analysis to compare the views of all respondents on innovation characteristics, perceptions of innovation, and factors influencing innovation in their businesses. The findings in this stage are as follows:
i. Innovative vision. All the respondents agree that an entrepreneur should be a visionary before starting a business. When an entrepreneur has a vision, she will come up with a new business idea, and proactive behaviour will help her identify market opportunities that will realise her ideas. One of the main qualities entrepreneurs should possess is patience; they should also inspire and communicate their visions to their fellow colleagues and guide them (Baum & Locke, 2004; Shahnawaz, 2015).
ii. Educational background. All the entrepreneurs agree that education is important for an entrepreneur but that where innovation is concerned, educational background is secondary. Education qualifications play a major role in entrepreneurship, especially if they are related to one’s venture or industry (Mulnix et al., 2014; Romero & Martínez-Román, 2012). Entrepreneurial education is a lifelong process developed through experience and learning from mistakes (UNCTAD, 2013). Training and skills development is one entrepreneurial criterion and has more value for entrepreneurs than a higher education qualification. Training in financial accounting and bookkeeping is a must for women entrepreneurs and will help them to take more responsibility in the business, reduce overhead expenses, and make them less dependent on their employees (Schiliro, 2015).
iii. New or improved IT adoption. All respondents agreed that they have created new technology by introducing either new products or processes in their respective fields. As previously mentioned, all the selected Emirati entrepreneurs are radical innovators; new or improved IT adoption is linked to radical innovation (Parida et al., 2012). To maintain an advantage over their competitors and to have an innovative output, entrepreneurs must introduce new technology (Parrilli & Elola, 2011).
iv. New or improved product and process innovation. All the respondents have initiated product and process innovation in their business. These respondents have introduced unique products; their main aim is to internationalise their products and gain global recognition and acceptance (Sahoo, 2015; Barringer & Ireland 2012). This is because when women entrepreneurs are recognised internationally, they achieve visibility, credibility, and access to financial and other resources in their own countries (Alsos et al., 2016).
v. New or improved marketing and organizational innovation. Most respondents have implemented marketing innovations, which are a necessity to sustain their businesses (Sok et al., 2013). Some marketing innovations Emirati entrepreneurs have implemented include changes in business logos, attractive packaging, advertising in new media, product promotion techniques, new pricing methods, and new sales channels (Ajayi & Morton, 2015). All the respondents agree that ‘word of mouth’ and ‘social media’ are strong and active applied marketing strategies (Hervas-Oliver et al., 2014). Emirati women entrepreneurs prefer marketing through social media because it is less expensive and focuses only on the target audience, whereas advertising in newspapers or other media is very expensive and mainly for the public.
vi. R&D and allocation of funds. All the respondents have initiated R&D in their businesses and invested a part of their profits in research for new products and improving existing products (Al-Ansari et al., 2013). Investing in training employees is also a part of R&D. Off-the-job training for employees played an important role in employee growth and reducing turnover among SMEs post recession (Bryson & Forth, 2016). 
vii. Networking. According to the respondents, networking is one of the main resources for increasing one’s client list, getting to know one’s competitors in the same field, and understanding market trends. A common networking community, such as a business women’s council, provides opportunities for women entrepreneurs to showcase their products in exhibitions and organizes training sessions (CATWAR, 2007; Gutcher, 2013; Mulnix et al., 2014). All the respondents believe that radical innovation and networking are directly connected (Lee, Park, Yoon, & Park, 2010). Most respondents have their own blogs, which enables them to constantly interact with their clients and receive feedback on their products and services (Aulet, 2013). Involving corporate governance in their ventures by giving back to the society also is a form of positive networking.
viii. Risk-taking attitude. Risk-taking is one primary characteristic an entrepreneur should possess, and an entrepreneur’s belief in her passion and abilities provides a basis for a risk-taking attitude (Majumdar & Varadarajan, 2013). The respondents believe risk-taking behaviour depends on the support that family and government provide. Favourable policies for promoting availability of risk capital during the initial stages of innovative SMEs help reduce the pressure on risk (Gackstatter et al., 2014; OECD, 2015).
Challenges affecting innovation in Emirati Women Owned SMEs
	Women entrepreneurs play an active role in leading the economy and creating job opportunities for themselves and others. Yet, Emirati women entrepreneurs’ potential and capabilities have not been fully utilised by government (Syed, 2011; Trad, 2016). The researcher has determined several challenges that Emirati women entrepreneurs face during implementing innovation in their business. One of the major challenges that they face is creating a balance between family responsibilities and business pressure. Lack of capital finance; lack of access to global markets; no common medium to follow the latest trends in the Emirati market; lengthy and expensive processes for obtaining trade licenses for innovative business ideas; bureaucratic barriers; lack of qualified employees; difficulty in retaining employees; lack of security, which threatens women’s mental integrity and ability to achieve success; lack of confidence in their passion and ability; lack of insurance for their business; unstable economic conditions; contraction in lending by banks and other financial institutions, high interest rates, which has hampered SMEs’ growth; very few platforms for networking among Emirati women entrepreneurs; lack of inspirational mentors; and deficient of organizations for venture consultation.

Factors Influencing Innovation among Emirati Women Entrepreneurs
Researchers have determined factors such as culture, motivation, innovation strategy, opportunity recognition, finance, technology, skills development and government policies from previous literature. Ten innovative entrepreneurs gave their views on the selected factors and included some of their own for better analysis and understanding. Respondents have selected family support as the main influential factor; sensitivity to family issues and lack of family support affects the creativity and confidence of female entrepreneurs (De-Pillis & Reardon, 2007; Jabeen et al., 2015; Sahoo, 2015). The greatest challenge female entrepreneur's face is creating a work/life balance between family and business responsibilities (Naser et al., 2009; OECD, 2015; Peraera et al., 2013). Practicing innovative culture influences a venture’s innovation by developing market-oriented, customer-focused, and supplier-oriented products and processes (Rujirawanich et al., 2011). This culture also helps improve the venture’s performance by sustaining its growth and development (Lim et al., 2010). Innovation strategies such as conducting feasibility studies, soliciting feedback from customers, and tracking competitor's helps entrepreneurs be more innovative (Danilda & Thorslund, 2011). Skills development and entrepreneurial and financial management training also help entrepreneurs’ ventures succeed (UNCTAD, 2013; Wasdani & Mathew, 2014). In every business, entrepreneurs should initiate investing in R&D activities to be innovative; investing in training for one’s employees and oneself will help generate new ideas and innovative methods (Forsman & Annala, 2012; OECD, 2015). Favourable government policies; active initiation of R&D-focused, privately-based venture capital funds; networking with mentors and business consultants, and encouraging competition in business women’s councils will motivate Emirati women entrepreneurs to be innovative (Al Hallami et al., 2013; Naser et al., 2009; Rowland-Jones, 2013). 
In the third stage, the researcher conducted AHP analysis to prioritise the criteria and subcriteria influencing innovation among Emirati women entrepreneurs. To attain this objective, the researcher formed a focus group consisting of six innovative Emirati women entrepreneurs selected for the case study method, two innovation policy makers, and two academics teaching entrepreneurship and innovation courses at UAE higher educational institutions. From previous studies, the researcher selected eight criteria, and, after conducting case study analysis, included R&D as the ninth criteria, with 25 subcriteria selected for prioritisation. The findings were as follows:

Figure 15. Comparison of criteria among nascent, start-up and established entrepreneurs. 
Criteria. All respondents have prioritised the nine criteria according to nascent, start-up, and established business phases. The nascent business stage prioritises government policies, followed by skills development, motivation, finance, opportunity recognition, and culture. This finding determines that during the initial stage of implementing one’s business idea, favourable government policies, financial support, entrepreneurial skills, and family support are the main criteria that influence Emirati women entrepreneurs participation and innovation (Choo & Wong, 2009; OECD, 2015). The start-up business stage gives highest priority to government policies, followed by R&D, skills development, technology, opportunity recognition, and finance. Culture and motivation receive the least priority because, compared to other factors, these least influence entrepreneurship. This finding determines that as such entrepreneurships have already been in business for 2–3 years; government policies and R&D affect their innovation the most. Finally, the established business stage ranks government policies, R&D, and innovation strategies as priorities, in that order. Again, motivation and culture are ranked as the least influential factors. Surprisingly, finance is not included among the main criteria because the respondents initially invest from their own savings or prefer loans from their families or friends. All the respondents collectively expressed a preference for established business stage criteria and suggested that upcoming Emirati women entrepreneurs should consider these criteria while introducing new innovations to the market. 
Subcriteria. Among all the 25 subcriteria, respondents have collectively prioritised them according to their experience. Figure 15 depicts the findings in the nascent business stage: family motivation and internal finance receives first priority; innovative culture receives second priority; and trends, networking, creative and innovative skills, venture consultation, and assistance and investing in training employees receives third priority; this finding supports the research conducted in Saudi Arabia (Shmailan, 2013). By contrast, in the start-up stage, respondents collectively prioritised family support, internal finance, and investing in training employees as the first priority; innovative culture as their second priority; and networking and leadership skills as their third priority. In the established business stage, respondents gave first priority to family motivation; innovative culture, external finance, social networks, allocation of funds for R&D activities received second priority; and feedback from customers, experiment, and leadership skills received third priority. Here respondents have ranked the criteria differently for established business; respondents collectively prioritise the subcriteria for the established business stage and recommend giving more importance to these subcriteria.


Figure 16: Comparison of subcriteria among nascent, start-up, and established business stage















Chapter 8
Conclusion and Implications
This research aims to explore the role of innovation in Emirati women-owned SMEs, establishing the types of innovation implemented, innovation characteristics that Emirati women entrepreneurs demonstrate, challenges affecting their participation in initiating innovation, and finally prioritising the factors affecting innovation for Emirati women-owned SMEs. The findings were determined after the analysis achieved the above aim and has answered all the study’s questions. To understand the status of research conducted on entrepreneurship, innovation and women entrepreneurs, Table # focuses on almost all the research conducted both internationally and in UAE; hence, this study is the first of its kind to use both case study analysis and AHP method to attain its objectives and is a relevant contribution to both the literature on and the practice of innovation. 
The findings showed that women are not less innovative than men, but that a combination of institutional constraints such as family and professional choices and traditional stereotype role models (e.g., different societal roles assigned to men and women) affect Emirati women entrepreneurs’ participation in and selection of ‘feminine’ sectors and working structures (Alsos et al., 2016). Emirati women practice radical innovation at a very low level in the UAE, and the technology, construction, and agriculture sectors have the fewest number of Emirati-owned SMEs (below 10%) because of challenges such as lack of finance, skilled employees, or training and development skills. In this study, Emirati women entrepreneurs demonstrated innovation characteristics such as the owner’s innovative vision; educational background; new or improved IT adoption, product/process, or marketing strategy/organisational process; R&D activities; networking; allocation of R&D funds; and risk-taking attitude. Factors such as government policies, R&D, innovation strategy, and skills development are among the main criteria influencing innovation and must be present in the preliminary stages of initiating a business. Family support is a core factor for an entrepreneur’s success. All the respondents agree that practicing innovative culture, having strong social networks, allocating funds for R&D activities and access to external finance will help Emirati women entrepreneurs to be innovative and successful.
Theoretical and Practical Implications
In the UAE, the phenomenon of innovation is growing as a research interest, but more research must be conducted; this research will be useful in future academic and entrepreneurial studies and will solve complicated decision-making problems in the entrepreneurial sector. The study’s findings have both theoretical and practical implications. In theoretical terms, unlike previous literature this study has focused on characteristics of an innovative entrepreneur and identified innovative Emirati women entrepreneurs according to the implementation of characteristics in their business. The exploratory study conducted on Emirati women entrepreneurs gives us an idea of the present situations and circumstances of Emirati woman. This study is the first of its kind, to prioritise the factors that influence innovation through AHP method. The AHP model used for this research can be used as research model for future researchers.
In practical terms, the study includes interpretations and discussions that will help policy makers and related associations formulate and develop policies to empower Emirati female entrepreneurs and initiate effective innovation in their businesses. The UAE government designated 2015 as the year of innovation, directing all government entities to revise their policies to provide a nurturing environment for innovation (Gulf News, 2014). The findings of this study will encourage various government bodies to take first steps towards incorporating national policies supporting SMEs by establishing support centres and innovation councils and by promoting entrepreneurial restructuring and development.
The selected Emirati female entrepreneurs have proposed several recommendations to the business women’s councils, including amendments to employment laws, simplification of registration paperwork, reduction in registration fees, establishment of an advisory board, and implementation of external financial support. It is important for business women’s councils to initiate entrepreneurial, financial, and risk-management training to boost the self-confidence of female entrepreneurs. Furthermore, business women’s councils should also keep track of progress in nascent businesses for 3 to 4 years, guiding them with creative marketing strategies and introducing minimal fees for advertising in popular magazines. 
	These female entrepreneurs have also recommended that the government initiate apprentice training funds to motivate Emirati women entrepreneurs to provide jobs for apprentices and train them with new skills which will also help entrepreneurs overcome the challenge of finding qualified employees. SMEs need a young, ambitious, and enthusiastic generation, as they will have new ideas and thinking which could help spark innovation. The 10 Emirati women entrepreneurs have recommended that the government initiate visits to other countries to learn about the latest policies, approaches, and innovations, which it can then apply and implement in the UAE. These procedures will help Emirati women entrepreneurs to exchange their experiences and knowledge with entrepreneurs from different countries and, in doing so; they can expand their entrepreneurial thinking. The entrepreneurs suggests the financial sector, to introduce a bankruptcy law, which will support the creditors rights, in return they will encourage entrepreneurship by providing finance. Reduce interest rates and introduce a unified definition for SMEs in UAE. As in UAE Khalifa Fund is the one of the main fund provider for the SMEs, the Emirati entrepreneurs suggest Khalifa Fund to be more open to ideas
The study stresses on continuous training and skill building of staff, and also highlights the importance of strengthening one’s business plan, business model and maintains a strong commitment to the business idea. This study will help the existing business to create direct communication strategies with customers through Facebook, creating live broadcasts on YouTube, and using apps such as Periscope and technologies such as cloud computing to manage their clients and other networking sources. This study recommends the government to introduce funds that will link entrepreneurs to knowledge centre's for further research on entrepreneurship and innovation. The research study suggest offering entrepreneurship courses as required components of lower- and intermediate-level student curriculum to encourage and nurture the development of entrepreneurship and innovation among Emirati women.

Limitations of the study
Although this paper has provided fruitful insights into factors promoting innovation in Emirati female-owned SMEs in the UAE, the study nonetheless has faced number of limitations that need to be acknowledged. Most of the limitations are based with research methodology and data collection which has been outlined below.
 First, lack of accurate and organised database regarding Emirati women entrepreneurs was one of the main challenges of this study. The Abu Dhabi Business Women Council, Emirates Business Women Council were contacted for the list of Emirati women entrepreneurs, upon receiving the database the researcher tried to contact the entrepreneurs to cross check their existence which proved the database is not updated. Hence the database obtained cannot be considered as an exhaustive list of Emirati women entrepreneurs in UAE. Therefore any generalisation made in the findings is restricted to Emirati women entrepreneurs provided in the database.
Second limitation was the hectic nature of the schedules of the participants in the case study; hence data collection was postponed several times. Respondent's secretive behaviour on the financial status of their business has put the researcher into a fix to determine the exact financial position.
Third limitation is as the researcher selected the SMEs based on the SME definition of nascent, start-up, and established business stages, many businesses didn’t fulfil the criteria of (required number of employees or required amount of investment) in the definition and were therefore not selected. 
Fourth limitation is as the research was conducted based on Emirati entrepreneurs in the UAE, the results cannot be generalised and cannot be compared to women entrepreneurs from other countries.
 Fifth limitation is in the case study method, the researcher has focused on one Emirati women entrepreneur from each sector, hence the findings from each case study cannot be generalised to that respective sector. 
Sixth limitation was to find innovative Emirati women entrepreneurs from Ras al Khaimah, Umm al Quwain, Fujairah, and Ajman was next to impossible, due to lack of exposure from the respective Business women councils.
Finally on a personal level, the researcher's role became increasingly demanding and the needs to balance work, personal and research demands were a considerable challenge. 


 
Scope for future research
As this research focuses on innovation among Emirati women entrepreneurs from UAE, future research should assist in increasing the awareness of the role of women entrepreneurs from the developing counties and their contribution for economic development.
In the study the researcher has focused on women entrepreneurs from small and medium enterprises, future research should focus on micro enterprises, as there are plenty of them which are managed by Emirati women entrepreneurs with unique products and services. Studies can focus on the challenges they encounter while enhancing their existence in UAE. This will help the policy makers to develop the full potential of women entrepreneurs.
Future research should focus on other regions and compare the factors affecting innovation and entrepreneurship among Emirati women entrepreneurs to those affecting local women entrepreneurs from other countries. 
There is a need for future research into the government structures, their policies and allowances involved to create an enabling business environment for Emirati women entrepreneurs, which can be referred for future guidance.
  Future studies can also focus on determining the challenges that expat women entrepreneurs face in the UAE and compare them with challenges facing Emirati women entrepreneurs. 
Particularly in the UAE, the technology, construction, and agriculture sectors should receive more focus to identify hindrances affecting Emirati women entrepreneurs’ participation in these sectors, hence future studies should focus on one particular sector, which will help policy makers to understand that sector’s defects and challenges.
Researchers can connect with business women’s councils and chambers of commerce to build a software application that will directly register Emirati women entrepreneurs applying for trade licenses in their respective states. Henceforth, updated database will be made available with the Business Women Council. 
Future studies should focus on women entrepreneurs from Ras Al Khaimah, Ajman, Fujairah and Umm al Quwain, and the business women’s council from that region should strengthen their activities and provide trainings for women entrepreneurs to become more innovative. 
Further research can achieve a more precise decision-making model using fuzzy AHP methodology or ANP, creating interrelationships between different levels and within the same level and generating more complex relationships among categories and subcategories.
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Appendices
Appendix A: Survey Cover Letter
Research on Innovation among Emirati women owned SMEs

Dear Respondents,
My name is Huda Al Matroushi and I am a doctoral student in the College of Business Administration at Abu Dhabi University. I am currently conducting research on " A  Study of the Factors Influencing Innovation in Emirati Women Owned Small and Medium Enterprises (SMEs)". I hereby request that you participate in this research study by completing the attached survey. It will take approximately 15 minutes to complete this survey. This survey is an important part of my research to identify innovative Emirati entrepreneurs; therefore, your valuable co-operation and participation in answering the questionnaire will be greatly appreciated.

The information provided will be confidential and will not be used for any other purpose. Thank you very much for your kind cooperation. 
If you have any queries, please do not hesitate to contact me.
Thank you for your assistance.

Huda Al Matroushi
DBA Candidate
Email: [email address] 
Phone: [phone number]  








Appendix B: A Study of the Factors Influencing Innovation in Emirati Women Owned Small and Medium Enterprises (SMEs)SECTION 1- Entrepreneurs Personal and Business Information



1. Name of the Entrepreneur:
2. Name of the Business:
3. Mention the year of establishment.........................................................
4. Tick the highest level of education completed?
	No.
	LEVEL OF EDUCATION
	YOU

	1
	No formal education
	

	2
	Grade school
	

	3
	High school
	

	4
	College
	

	5
	Graduate school
	

	6
	Professional certificates
	



5. Kindly tick the -Origin of business:
	Established by you
	

	Bought from another owner
	

	Inherited business
	



6. Kindly tick the type of ownership of your business?
	Single ownership
	

	Franchise business
	

	Partnership
	

	Incorporated
	


7. How many years of experience do you have as an entrepreneur?...................................
8. Which type is primarily your current business? Kindly tick one of them.
	Current Business
	

	Retailing
	

	Wholesaling
	

	Service
	

	Manufacturing
	

	Construction
	

	Technology
	

	Agriculture
	

	Others (Please Specify)...........................................



9. What is the nature of your business? Kindly elaborate.
............................................................................................................................................................
............................................................................................................................................................
10. How many employees do you currently employ including yourself?
                                   Full-time
                                   Part-time
SECTION 2- SMEs Innovation Identification Stage


1. Have you been innovative in the past 3 years (2013 to present)?  YES/NO
2. Do you rank innovation as top priority in your business?  YES/NO
3. Kindly circle the ranking as per your preference. The degree of preference on the criteria to select innovative SMEs is scaled on five point Likert scale from 5 - Strongly Agree, 4- Agree, 3- Neither agree, 2- Disagree and 1- Strongly Disagree.
	Criteria
	Strongly Agree
	Agree
	Neither Agree
	Disagree
	Strongly Disagree

	Are you a visionary
	5
	4
	3
	2
	1

	An amount is allocated for research and development every year
	5
	4
	3
	2
	1

	We develop products or services depending on customer needs
	5
	4
	3
	2
	1

	We add new products or services to our existing range.
	5
	4
	3
	2
	1

	We improve or revise our existing products or services annually.
	5
	4
	3
	2
	1

	We have launched products or services that are first of its kind in the whole world.
	5
	4
	3
	2
	1

	We develop product or services that offer greater advantages to consumers than any other product or service currently.
	5
	4
	3
	2
	1

	We develop new marketing strategy to introduce a new product
	5
	4
	3
	2
	1

	We have introduced or improved internal process
	5
	4
	3
	2
	1

	Improved competitive position in the market
	5
	4
	3
	2
	1



4. Do you allocate fund for R&D in your annual budget? 		YES/NO
5. Who leads and design the R&D efforts in your firm?		
	You
	

	You & Your skilled employees at the managerial level
	

	Outside expert
	



6. Do you allocate budget for skill building and training of your employees? YES/NO






7. What percentage of your profit goes to support research and development?
	0%
	

	no set amount
	

	less than 10%
	

	10%-20%
	

	21%-50%
	

	above 50%
	



5. In the last 3 years, your business applied for how many patents?
	None
	

	1
	

	2
	

	3-5
	

	6-10
	

	Above 10
	



6. What percentage of company's revenue in the last 3 years came from the sale of new product or service?
	None
	

	Less than 5%
	

	6%-10%
	

	11%-20%
	

	21%-50%
	

	Above 50%
	









Appendix 3: AHP Questionnaire
Instructions to complete the AHP questionnaire below:
Each section in this questionnaire consists of a number of question sets. Each question in a question set asks you to compare two factors/criteria at a time (i.e. pairwise comparisons). E.g.: If you think learning environment is strongly important—that is, more so than cost—then put (7) on “Strong importance” as shown in the example below. OR if you think cost has “Slightly more importance” than learning environment then put (1/6) on as shown in the example below;
Example
	
	Absolutely less importance
1
	Much less importance
2 or 1/2
	Less importance
3 or 1/3
	Slightly less importance
4 or 1/4
	Equal importance
5 or 1/5
	Slightly more importance
6 or 1/6
	Strong importance
7 or 1/7
	Very strong importance
8 or 1/8
	Absolute importance
9 or 1/9
	

	Learning environment
	
	
	
	
	
	1/6
	7
	
	
	Cost






Ranking the criteria by start-ups, nascent established Emirati women entrepreneurs and Innovation policy makers
	
	Absolutely
less
importance
	Much
less
importance
	Less
Importance
	Slightly
less
importance
	Equal
	Slightly
more
importance
	Strong
importance
	Very strong
importance
	Absolute 
importance
	

	Culture
	
	
	
	
	
	
	
	
	
	Motivation

	Culture
	
	
	
	
	
	
	
	
	
	Innovation strategy

	Culture
	
	
	
	
	
	
	
	
	
	Opportunity recognition

	Culture
	
	
	
	
	
	
	
	
	
	Finance

	Culture
	
	
	
	
	
	
	
	
	
	Technology

	Culture
	
	
	
	
	
	
	
	
	
	Skills development

	Culture
	
	
	
	
	
	
	
	
	
	Government policies

	Culture
	
	
	
	
	
	
	
	
	
	R&D

	Motivation
	
	
	
	
	
	
	
	
	
	Innovation Strategy

	Motivation
	
	
	
	
	
	
	
	
	
	Opportunity recognition

	Motivation
	
	
	
	
	
	
	
	
	
	Finance

	Motivation
	
	
	
	
	
	
	
	
	
	Technology

	Motivation
	
	
	
	
	
	
	
	
	
	Skills development

	Motivation
	
	
	
	
	
	
	
	
	
	Government policies

	Motivation
	
	
	
	
	
	
	
	
	
	R&D

	Innovation strategy
	
	
	
	
	
	
	
	
	
	Opportunity recognition

	Innovation strategy
	
	
	
	
	
	
	
	
	
	Finance

	Innovation strategy
	
	
	
	
	
	
	
	
	
	Technology

	Innovation strategy
	
	
	
	
	
	
	
	
	
	Skills development

	Innovation strategy
	
	
	
	
	
	
	
	
	
	Government policies

	Innovation strategy
	
	
	
	
	
	
	
	
	
	R&D

	Opportunity recognition
	
	
	
	
	
	
	
	
	
	Finance

	Opportunity recognition
	
	
	
	
	
	
	
	
	
	Technology

	Opportunity recognition
	
	
	
	
	
	
	
	
	
	Skills development

	Opportunity recognition
	
	
	
	
	
	
	
	
	
	Government policies

	Opportunity recognition
	
	
	
	
	
	
	
	
	
	R&D

	Finance
	
	
	
	
	
	
	
	
	
	Technology

	Finance
	
	
	
	
	
	
	
	
	
	Skills development

	Finance
	
	
	
	
	
	
	
	
	
	Government policies

	Finance
	
	
	
	
	
	
	
	
	
	R&D

	Technology
	
	
	
	
	
	
	
	
	
	Skills development

	Technology
	
	
	
	
	
	
	
	
	
	Government policies

	Technology
	
	
	
	
	
	
	
	
	
	R&D

	Skills development
	
	
	
	
	
	
	
	
	
	Government policies

	Skills Development
	
	
	
	
	
	
	
	
	
	R&D

	Government policies
	
	
	
	
	
	
	
	
	
	R&D



	
	Absolutely
less
importance
	Much
less
importance
	Less
importance
	Slightly
less
importance
	Equal
	Slightly
more
importance
	Strong 
importance
	Very strong
Importance
	Absolute 
Importance
	

	Innovative
	
	
	
	
	
	
	
	
	
	Social

	Innovative
	
	
	
	
	
	
	
	
	
	Societal

	Social
	
	
	
	
	
	
	
	
	
	Societal


Culture sub-criteria ranking from the point of view of nascent, start up, established Emirati women entrepreneurs and Innovation policy makers




Motivation sub-criteria ranking from the point of view of nascent, start up, established Emirati women entrepreneurs and Innovation policy makers
	
	Absolutely
less
importance
	Much
less
importance
	Less
importance
	Slightly
less
importance
	Equal
	Slightly
more
importance
	Strong 
importance
	Very strong
Importance
	Absolute 
importance
	

	Family
	
	
	
	
	
	
	
	
	
	Friends




Innovation strategy sub-criteria ranking from the point of view of nascent, start up, established Emirati women entrepreneurs and Innovation policy makers
	
	Absolute
less
importance
	Much
less
importance
	Less
importance
	Slightly
less
importance
	Equal
	Slightly
more
importance
	Strong 
importance
	Very strong
Importance
	Absolute 
importance
	

	Awareness of trends
	
	
	
	
	
	
	
	
	
	Feedback from customers

	Awareness of trends
	
	
	
	
	
	
	
	
	
	Knowledge sharing

	Awareness of trends
	
	
	
	
	
	
	
	
	
	Track competitors moves

	Feedback from customers
	
	
	
	
	
	
	
	
	
	Knowledge sharing

	Feedback from customers
	
	
	
	
	
	
	
	
	
	Track competitors moves

	Knowledge sharing
	
	
	
	
	
	
	
	
	
	Track competitors moves



Opportunity recognition sub-criteria ranking from the point of view of nascent, start up, established Emirati women entrepreneurs and Innovation policy makers
	
	Absolutely
less
importance
	Much
less
importance
	Less
importance
	Slightly
less
importance
	Equal
	Slightly
more
importance
	Strong 
importance
	Very strong
importance
	Absolute 
importance
	

	Observation
	
	
	
	
	
	
	
	
	
	Experiment

	Observation
	
	
	
	
	
	
	
	
	
	Networking

	Experiment
	
	
	
	
	
	
	
	
	
	Networking



Finance sub-criteria ranking from the point of view of nascent, start up, established Emirati women entrepreneurs and Innovation policy makers
	
	Absolutely
less
importance
	Much
less
importance
	Less
importance
	Slightly
less
importance
	Equal
	Slightly
more
importance
	Strong 
importance
	Very strong
importance
	Absolute 
importance
	

	Internal finance
	
	
	
	
	
	
	
	
	
	External finance



Technology sub-criteria ranking from the point of view of nascent, start up, established Emirati women entrepreneurs and Innovation policy makers
	
	Absolutely
less
importance
	Much
less
importance
	Less
importance
	Slightly
less
importance
	Equal
	Slightly
more
importance
	Strong 
importance
	Very strong
importance
	Absolute 
importance
	

	Social Media
	
	
	
	
	
	
	
	
	
	Cloud computing

	Social media
	
	
	
	
	
	
	
	
	
	Social networks

	Cloud computing
	
	
	
	
	
	
	
	
	
	Social networks







Skills Development sub criteria ranking from the point of view of nascent, start up, established Emirati women entrepreneurs and Innovation policy makers
	
	Absolutely
less
importance
	Very 
less
importance
	Less
importance
	Slightly
less
importance
	Equal
	Slightly
more
importance
	Strong 
importance
	Very strong
importance
	Absolute 
importance
	

	Leadership skills
	
	
	
	
	
	
	
	
	
	Creative & innovative

	Leadership skills
	
	
	
	
	
	
	
	
	
	Risk management

	Creative & innovative
	
	
	
	
	
	
	
	
	
	Risk management



Government policies sub-criteria ranking from the point of view nascent, start up, established Emirati women entrepreneurs and Innovation policy makers
	
	Absolutely
less
importance
	Much
less
importance
	Less
importance
	Slightly
less
importance
	Equal
	Slightly
more
importance
	Strong 
importance
	Very strong
importance
	Absolute 
importance
	

	Funding schemes
	
	
	
	
	
	
	
	
	
	Institutional collaboration

	Funding schemes
	
	
	
	
	
	
	
	
	
	Venture consultation & assistance

	Institutional collaboration
	
	
	
	
	
	
	
	
	
	Venture consult & asst




R&D sub-criteria ranking from the point of view of nascent, start up, established Emirati women entrepreneurs and Innovation policy makers
	
	Absolutely
less
importance
	Much
less
importance
	Less
importance
	Slightly
less
importance
	Equal
	Slightly
more
importance
	Strong 
importance
	Very strong
importance
	Absolute 
importance
	

	Allocate funds for R&D activities
	
	
	
	
	
	
	
	
	
	Investing in training employees



Targeted sectors
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