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ABSTRACT

Anthropological insights shed light on the broader socio-cultural implications
of entrepreneurialism, a moral code and social behaviour that is significantly
influencing modern society. This chapter offers an engaging introduction to various
conceptual framings of the intersection between anthropology and entrepreneurship
in the African context by revisiting classic works in anthropology from a fresh
perspective. The author also looks at the philosophical approaches that are
appropriate for determining the applicability of anthropology to contemporary
entrepreneurship in Africa. The chapter also discusses the theoretical difficulties
and potential benefits of using anthropology as a tool for entrepreneurship, as well
as the significance of anthropology to entrepreneurship in developing the African
model of entrepreneurship. This chapter addresses the anthropological community
by showing how entrepreneurship permeates the discipline’s past and present and
that it has the potential to reemerge.
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Anthropology and Entrepreneurship
INTRODUCTION

Entrepreneurial anthropology is the application of theories and methods from the study
of applied anthropology to achieve goals, primarily for enterprises that are operated
for profit and to gain a competitive edge (Aguiar & Schneider, 2016). In as much
as anthropology is much known from the field of social sciences, it is important to
note that it brings profitability and sustainability into modern entrepreneurship. This
chapter posits that anthropological concepts not only aid in boosting revenues but also
ensure the long-term viability of entrepreneurs in Africa. It is further described as a
practically focused academic subject where real-world business issues are identified
and solved using anthropological theories and methodologies. In other words, the
main goal of business anthropology is to fix organisational and operational issues.

Itis worthwhile to investigate how the discipline can be applied to the commercial
world. When it was first utilised in business, this branch of anthropology gained
popularity in the late nineteenth century (Briody & Stewart, 2019). Since the late 1980s,
the field has grown rapidly and has been used in a wide range of commercial scenarios.
As a result, the term “entrepreneurial anthropology” is now used more broadly to
refer to any anthropological application to company management. Technological
advancements and integration have changed not just how business is managed but
also how individuals view business and business operations (Campagnolo, 2022).
This chapter maintains the argument that due to the intense competition created
by all of this, entrepreneurs today must re-evaluate the products and services they
provide, the way they conduct business, potential new partners with whom to supply
new goods and services, and other factors.

In as much as entrepreneurial anthropology involves assisting firms in managing
demographic discrepancies like racial and cultural diversity, it remains questionable
in terms of its practicality in Africa. Entrepreneurial anthropologists may serve as
a conduit between management and the workforce (Chuayounan et al., 2022). The
field of anthropology can also aid in the promotion of “best practices” that are
moral and constructed with the interests of the consumer and society at large in
mind. Anthropologists are in high demand in a variety of fields right now, including
business consulting, organisational behaviour, human resources management,
competitive intelligence, globalisation, product design and development, marketing,
and consumer behaviour studies (Cunningham & Seaman, 2022). It is sufficient
to offer a first, practical definition with some anthropological overtones for this
book. The entrepreneur is thought to be an agentive person or economic agent
who responds creatively to structural limitations. Entrepreneurial sociality is the
interaction of people who believe they have free will and the ability to make their
own decisions. Entrepreneurialism is the philosophy that prioritises individualism
over other forms of sociality.
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