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ABSTRACT

This chapter focuses on analyzing intra-entrepreneurship and corporate entrepreneurship as business
renewal strategies, and to this end, it explores the case of two Colombian companies in the manufactur-
ing sector. This is a qualitative study based on the analysis of contrast cases that were carried out in
three phases: organizational characterization of companies, identification of corporate entrepreneurship
through two dimensions of analysis (research, development, and innovation — R&D&I; and use of new
technologies), and a contrast analysis among comparative firms. In this sense, a review of the literature
was made to define the variables associated with intra-entrepreneurship and corporate entrepreneurship
and how they have developed in the companies.

1. INTRODUCTION

The need for entrepreneurs and managers to adopt an entrepreneurial behavior to formulate strategies has
become a priority as a result of the acceleration of technological change and increasing global competi-
tion in recent years. Covin & Slevin (1991) argue that the three entrepreneurial stances - risk sharing,
innovation and proactivity - developed in new and independent business units can also be applied to
corporate processes.

Therefore, this chapter focuses on analyzing intra-entrepreneurship and corporate entrepreneurship
(CE) as business renewal strategies, and to this end, it explores the case of two Colombian SMEs manu-
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facturing companies. This is a qualitative research based on the analysis of contrast cases, carried out in
three phases: organizational characterization of companies, identification of corporate entrepreneurship
through two dimensions of analysis (research, development and innovation - R & D & I-, and use of new
technologies) and a contrast analysis among comparative firms. In this sense, the authors reviewed the
literature to define the variables associated to intra-entrepreneurship and corporate entrepreneurship and
their development in the companies analyzed.

This chapter is structured as follows: the first part will focuses on describing the theoretical frame-
work for CE and intra-entrepreneurship and their relation to the dimensions of R&D&I and the use of
new technologies. The second section presents the results and main findings, as well as the contrast and
comparison between the two companies analyzed regarding their practices about corporate entrepre-
neurship. Finally, the last part establishes the final considerations and main conclusions regarding the
adoption of good practices or strategies related to CE in both companies.

2. THEORETICAL FRAMEWORK

The continuous change of the economic environment, characterized by the acceleration of globalization
and the development of the knowledge-economy are acting as engines that transform companies (Katz,
2012). Nowadays, it is essential for companies to evaluate their competitive position and market share,
in order to take advantage of the market opportunities that allow them to be competitive.

Entrepreneurship has been developing in Colombia, by means of public policies since the 90s, result-
ing in a stronger entrepreneurship ecosystem. Currently, researches are oriented towards the evaluation
of the impact of such policies since results find higher rates of existence of subsistence entrepreneurship
than dynamic entrepreneurship (Acs, Astebro, Audretsch & Robinson, 2016; Audretsch, Kuratko & Link,
2016; Parra and Argote, 2016a y 2016b)

There is a gap from the support to Nascent Entrepreneurship to the support gotten by Dynamic Entre-
preneurship. Furthermore, according to different researches based on Global Entrepreneurship Monitor
(GEM) data, the level of entrepreneurship has been increasing in emerging economies. However, most
companies are one-employee businesses with low-growth intentions and few opportunities for economic
innovation; in this context the challenge is to transform static entrepreneurship into dynamic entrepre-
neurship, going from routine entrepreneurship to Schumpeterian or Novel entrepreneurship (Acs et. Al.,
2016; Parra and Argote, 2016:126).

Innovation is the spark of dynamic entrepreneurship. For Schumpeter, innovative actions transform
the production function of firms, entrepreneurs must exhibit a dynamic rather than a passive behavior,
since otherwise “his actions merely constitute repetitions of past procedures and techniques already
learned and implemented” (Hébert & Link, 2009: 101). Entrepreneurs will have greater support inside
than outside a company, due to the networks and connections that the firm could provide them as well
as the economic support to implement their ideas. That is why CE is considered important for organiza-
tional performance and for development of innovation and technology adoption of SMES (Antoncic, &
Prodan, 2006). Furthermore, several studies have identified that entrepreneurship within an organization
could increase its likelihood of success in the market as well as its possibility to have having a positive
impact in its socio-economic context (Kantis, 2009; Corduras, Guerrero & Pefia, 2011).

369



21 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/corporate-entrepreneurship-in-colombia/202629

Related Content

Impact of Workplace Diversity on Employee Performance: A Case of Some Selected Private
Universities in Ghana

Juliana Serwaa Andoh, Benjamin Ghansah, Joy Nana Okogun-Odompleyand Ben-Bright Benuwa (2019).
International Journal of R&D Innovation Strategy (pp. 31-43).
www.irma-international.org/article/impact-of-workplace-diversity-on-employee-performance/250272

Teamwork and Performance of Commercial Banks in Anambra State, Nigeria

Ifeoma Rita Anekwe, Nwanah Chizoba Patienceand Grace Akaegbobi (2021). International Journal of
Responsible Leadership and Ethical Decision-Making (pp. 1-6).
www.irma-international.org/article/teamwork-and-performance-of-commercial-banks-in-anambra-state-nigeria/295090

Knowledge Management and the Links to Human Capital Management: Leadership,
Management Capabilities and Sustainability

Marianne Gloet (2012). Organizational Learning and Knowledge: Concepts, Methodologies, Tools and
Applications (pp. 2217-2229).

www.irma-international.org/chapter/knowledge-management-links-human-capital/58207

A Social and Technical Investigation of Knowledge Utilization from a Repository Knowledge
Management System

Kamla Ali Al-Busaidi (2012). Organizational Learning and Knowledge: Concepts, Methodologies, Tools and
Applications (pp. 3039-3056).
www.irma-international.org/chapter/social-technical-investigation-knowledge-utilization/58257

The Roles of Customer Databases and Database Marketing in Marketing Intelligence: A
Business Ecosystem Perspective

Pratap Chandra Mandal (2022). Journal of Business Ecosystems (pp. 1-18).
www.irma-international.org/article/the-roles-of-customer-databases-and-database-marketing-in-marketing-
intelligence/313044



http://www.igi-global.com/chapter/corporate-entrepreneurship-in-colombia/202629
http://www.irma-international.org/article/impact-of-workplace-diversity-on-employee-performance/250272
http://www.irma-international.org/article/teamwork-and-performance-of-commercial-banks-in-anambra-state-nigeria/295090
http://www.irma-international.org/chapter/knowledge-management-links-human-capital/58207
http://www.irma-international.org/chapter/social-technical-investigation-knowledge-utilization/58257
http://www.irma-international.org/article/the-roles-of-customer-databases-and-database-marketing-in-marketing-intelligence/313044
http://www.irma-international.org/article/the-roles-of-customer-databases-and-database-marketing-in-marketing-intelligence/313044

