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ABSTRACT 

This paper undertook a theoretical review of the impact of social entrepreneurship and 

service quality. The importance of entrepreneurship either social or traditional cannot be 

overemphasized. The greatest of human endowments are creativity and entrepreneurship. 

Besides man, animals and plants, every other thing in the world is a product of human 

creativity and entrepreneurship. Countries that are excelling in entrepreneurship are the 

most developed in the world, this is the case even countries without appreciable amounts of 

valued natural resources. Social entrepreneurship opens the world of possibilities and 

creativities for nations to leverage on innovation, establishment of new social enterprises and 

effective leadership for the production of goods and services to meet consumers’ satisfaction 

for profit. This paper discovered that, Organizations that are empathetic and responsive tend 

to create individualized service to meet the peculiar desire of customers they serve and it 

makes the customer feels valued and appreciated and social awareness helps organization to 

be innovative to tailor those services appropriately. The paper therefore, recommends that, 

Government should provide tools and resources (investment) necessary to support rapid 

development of social entrepreneurship due to its numerous benefits to the society 

Keywords: Social entrepreneurship, quality service, natural deposit, entrepreneurship and 

Innovation 
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INTRODUCTION 

Background of the Study 

The greatest of human endowments are creativity and entrepreneurship. Besides man, 

animals and plants, every other thing in the world is a product of human creativity and 

entrepreneurship. Cultures and nation states excelling in entrepreneurship are the most 

developed in the world, this is the case even countries without appreciable amounts of valued 

natural resources like petroleum, gold, diamond deposits such as Japan, Israel, Singapore are 

thriving far better than countries like Nigeria, Zimbabwe, etc (Ottih, 2016). The importance 

of entrepreneurship in this 21
st
 century cannot be underestimated because nations that are 

entrepreneurial are leading the ones with natural gas and mineral deposits but are not doing 

well in the aspect of entrepreneurship. Entrepreneurship opens the world of possibilities and 

creativities for nations to leverage on innovation, effective leadership for the production of 

goods and services to meet consumers’ satisfaction for profit. Products like aircrafts, 

electronics, cars, machines for capital goods, modern buildings, telecommunication devices 

among others are all example of human entrepreneurship. Virtually every consumable 

products and usable service we have today emanate from the creativity of entrepreneurship. 

Entrepreneurship helps to identify new ventures and mobilized resources for the creation of 

new goods and services. Entrepreneurship organizes and manages enterprise functions to 

advance the creation and development of new ventures, new products, services and create 

employment opportunities for people. There are different classifications of entrepreneurship 

of which social entrepreneurship is one of them. Social entrepreneurship is a process that 

aims at the creation of social change and the development of a social mission that is driven by 

social enterprises. Development in all fronts of a nation to a large extent depends on her 

process for social changes. This change could be driven by social enterprises. 

Entrepreneurship results in quality products and service offering to the public. Service quality 

means the ability of a service provider to satisfy customer in an efficient manner through 

which he can better the performance of business. The purpose of this paper is to critically 

examine the impact social entrepreneurship have on quality services and how this impact 

enhance growth and development. 

 

REVIEW OF RELATED LITERATURE 

Baseline Theory 

The baseline theory for this paper is Drucker’s Theory of Systematic Entrepreneurship. 

Drucker’s text on Innovation and Entrepreneurship laid a profound foundation on systematic 

entrepreneurship which looked at entrepreneurship beyond the perspectives of psychology, 

sociology and cultural traits to a simplified system for everyone to applied. Drucker rather 

argued that, entrepreneurship should be developed into a system to be applied by anyone and 

any organization. He emphasized entrepreneurship create value and drive economic progress 

that lift the entrepreneur from poverty and strangulation. Systematic entrepreneurship is 

associated with impactful influence on the social lives of people but there are risks associated 

with being entrepreneur. Uncertainty may arise as social entrepreneur tries to create 

something new, innovate and also some exogenous factors may cause uncertainty. But it is 

expected that the entrepreneur absorbed all of that to create something of value which impact 

lives. 
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Concept OF Social Entrepreneurship 

Globalization and general linkages of institutions and organizations in response to recent 

social occurrences have made the study of social entrepreneurship more useful now than ever. 

First and foremost, the concept of social entrepreneurship comprises two key words; social 

and entrepreneurship. Social refers to society, involving more than one person, etc. The word 

entrepreneurship is derived from the French word entreprendrech literarily meaning between 

taking and process of utilizing latent economic opportunity. Entrepreneurship in general 

terms refers to the study of sources of opportunities; the processes of discovery, evaluation, 

and exploitation of opportunities; and the set of individuals who discover, evaluate, and 

exploit them” (Shane &Venkataraman, 2000). Entrepreneurship entails the discovery of latent 

economic and profitable opportunities. According to Ottih (2016), entrepreneurship is the 

activities and processes of new venture creation and the management of the new venture to a 

stable state. Similarly, Hisrich (1986) defined entrepreneurship as the process of creating 

something different with value by devoting the necessary time and effort, assuming the 

financial, psychological and social risk and receiving the resulting rewards of monetary, and 

personal satisfaction and independence. From the above, we can deduce that, 

entrepreneurship is associated with the discovery and creation of something new or different 

from usual ordinary accustomed to values, maximizing latent economic opportunities driven 

by value addition to satisfies target customers. Having said, let’s bring the two words together 

to really situate within the premise of our context.  

Dees and Anderson (2010) opined that, social entrepreneurship is a process that aims at the 

creation of social change and the development of a social mission that is driven by social 

enterprises. The definition above is logical and comprehensive because it highlights the 

primary concerns of social entrepreneurship which are as follows; 

a) It is a process that create social change: Man has ever desired and aspired for social 

change that is beneficial to the initiator and the receiver of such change 

b) Development of social mission: Mission primarily refers to the purpose of existence 

of society. Society exists for the welfare and advancement of people. This welfare 

includes security, economic robustness and good living, good education and political 

distribution of resources for all. 

c) Social enterprises: Refers to enterprises that create social values and drive social 

change for good and betterment of society. Enterprises produce the goods and offer 

the services that people desire, while people pay in return and stimulate growth and 

development. Enterprises discovers, harness latent opportunities to advance further 

production and consumption. Basically everything we do revolves around what the 

enterprise provides. 

The dimensions of social entrepreneurship as postulated by scholars such as Dees and 

Anderson (2010), Bouchard (2012), ReyMartí (2016) and Biggeri, Testi and Bellucci (2018) 

are as follows: 

(1) Social Missions, (2) Social Change, (3) Action, (4) Innovation, (5) Accountability, (6) 

Adaptation. Others are (7) Learning, (8) Social awareness, (9) Social Business, and (10) 

Social Responsibility. For purpose of this paper, we will adopt social awareness and 

innovation as our dimensions of social entrepreneurship. 
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Dimensions of Social Entrepreneurship 

Social Awareness 

Social awareness is a function of situational awareness, that is to say one has to be aware of 

certain happenings in one’s environment to be able to initiate steps for social change. Endsley 

(2008) defined situational awareness as the perception of the elements in the environment 

within a volume of time and space, the comprehension of their meaning and a projection of 

their status in the near future. This critically emphasized perception and understanding of 

determining elements in our environment capable of ensuring causing change and some 

aspect of future projection. Bedny and Meister (1999) explained that situational awareness is 

the conscious dynamic reflection on the situation by an individual or organization. Social 

change happens after discovering that the situation may require change for the good of all and 

sundry derivable from dynamic perceptual orientation to the situation, the opportunity to 

reflect on the past, present and future and extrapolate into the future. It is important to add 

that, the dynamic reflection must be drenched in the logical-conceptual, imaginative, 

conscious and unconscious components which enables individuals to develop mental models 

of external events. Endsley, Bolte and Jones (2003) explained that situation awareness which 

is the precursor for effective social awareness is the ability of an organization to be aware of 

what is happening around it and to have understanding of what that information means to 

their business now and in the future. According to Ahiauzu and Jaja (2015) situation 

awareness describes an organization’s awareness of its business-scape, and its understanding 

of what that information means for its present and future wellbeing This includes the ability 

to anticipate opportunities and possible threats, disturbances and the ability to correctly 

identify potential crisis and their likely effects (Tamunomiebi, 2018). 

Social awareness which is the broader form of situational awareness refers to set of skills, 

perceptual ingenuity and the ability to sense, understand and react to others emotions while 

comprehending on social networks (Goleman, 1998). Social awareness which encompasses 

the competency of empathy is the ability to read non-verbal cues for negative emotions, 

particularly anger and fear and to judge the trustworthiness of others in the most appropriate 

and objective manner. According to Garner (2009), social awareness is about the 

understanding of others’ feelings and not experiencing their emotions. Social awareness 

accentuates on an individual’s ability to identify, perceive and react to other’s emotions while 

being a part of the social network circuitry. Social-awareness cannot only be equated with 

understanding people’s need but as well as caring for them. It also entails understanding 

social circumstances that influence people’s behaviours and performance. People are 

sensitive and attuned to happenings in their environment. These happenings tend to affect 

feelings and moods at different times. The feelings and moods in turn determine people’s 

current behavioural tendencies in the workplace or amidst their teams. Social change may not 

happen in a vacuum. People are crucial at every point of the change processes as aimed by 

social entrepreneurship. Social enterprise requires social awareness as s competent ability to 

be able to perform in a dynamic environment because inaccurate and incomplete situation 

awareness often leading to dangerous and life-threatening consequences for the organization. 

Organizations relate with customers and the public more cordially if it is fully aware of the 

dynamic feeling switching denominators and factors within the environment. The importance 

of social awareness may be summarized as thus, the ability to look forward for opportunities 

as well as potential crises,  the ability to identify crises and their consequences accurately, an 

enhanced understanding of the trigger factors for crises, an increased awareness of the 

resources available both internally and externally, a better understanding of minimum 

operating requirements from a recovery perspective; and,  an enhanced awareness of 
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expectations, obligations and limitations in relation to the community of stakeholders; 

employees and customers. 

Innovation 

Innovation has to do with sporting an unsatisfied needs and move systematically toward 

creating a new product or service that will proffer solution. Innovation is the process of 

making changes, large and small, radical and incremental, to products, processes, and 

services that result in the introduction of something new for the organization that adds value 

to customers and contributes to the knowledge store of the organization (Abdul & Syeda, 

2014). Innovation is an organization's tendency to be creative; that is the predisposition of an 

organization to employ creativity in the organization (Damanpour, 1991). Innovation can 

range simply from changing current work processes to introducing new machinery or 

products into an organization (Rogers, 1995). According to Aditya and Julian (2016) 

innovation is associated with creation of new products, services, process or new way of 

marketing which may necessitate by the emergence of market opportunities that need to be 

economically utilized. 

Innovation is the application of new ideas to the products, processes, or other aspects of the 

activities of a firm that lead to increased value. This value is defined in a broad way to 

include higher value added for the firm and also benefits to consumers or other firms. As 

such, innovation means something new or ‘something different’ that is not seen or 

experienced or understood earlier by the customer; this could possibly need new knowledge 

or discovery and possibly need an invention which is the technological and engineering 

aspect of innovations (Nagasimha, 2015). Innovation could thus be the creation of a new 

market or an addition or an extension, modification to the product, process, and technology in 

the existing market or with the creation of new competitive space (Nagasimha, 2015). Firm 

innovation capability is important for several reasons. Innovation products present 

opportunities for firms in terms of growth and expansion into new areas as well as allow 

firms to gain competitive advantage. Also, innovation is important because of scarce 

resources emanating from degradation. 

According to Sorensen and Stuart (2000), two factors affect innovation: internal and external 

factors. The internal factors have to do with organization’s management and the firm’s 

strategy, the firms’ employees and department of research and development. Morse so, 

employees, strategy and management are seen as the most vital factors that influences 

innovation of an organization (Engen & Holen, 2014). This is due to the fact that it is 

managers that initiate innovation processes and ensures that the innovation is in conformity 

with the strategy of the organization. Also, the employees are very vital to organization’s 

innovation since they are the middle men between the organization and the customers and 

they are able to gather relevant information from the firm’s customers thereby inculcating the 

acquired information in service innovation (Ordanini & Parasuraman, 2011). External factors 

have to do with competition from other organizations, scarcity of resources and demand from 

customers according to Damanpour (1991). More so, sources of innovation could be the 

firm’s value chain, society and market environment comprising of competitors, suppliers, 

customers, complementary innovators, related industries, universities and research 

laboratories (Affuah, 2003). It also includes: advances in technology, change in customer 

taste, increased competition and change in business environment. Drivers of innovation 

include size of the organization, open innovation practices, country of origin, investment in 

R&D, organizational culture (Tellis, 2013). The ideal culture of innovation would include the 

willingness to cannibalize existing products, balanced marketing and technology ideation, 
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specific time spent on creative activity, embrace risk and focus on the future. Leaders of 

innovating organizations have to ensure that these cultural characteristics emerge through 

appropriate incentives, empowerment of innovators and encouragement of internal markets 

(Tellis, 2013). 

Concept of Service Quality 

The term service quality comprises two different words; service and quality. Service literarily 

means any intangible activity or benefit that one can offer to another that meet a need or 

satisfy a desire. Put it differently, a service is an intangible economic activity render to 

someone to meet a need or something not seen physically but it is felt when it been perform 

to solve a problem. Quality has come to be recognized as a strategic tool and important 

outcome for attaining operational efficiency and better performance for organizations. Now 

let’s put the two words together, Service quality means the ability of a service provider to 

satisfy customer in an efficient manner through which he can better the performance of 

business. Kotler and Armstrong (2012) defined service quality as the ability of a service firm 

to hang on to its customer, that’s to say a service provider render an intangible economic 

available offering that solve a problem or meet a need. According to Al-Jazzazi and Sultan 

(2017) Quality of service can be understood as a comprehensive customer evaluation of a 

particular service and the extent to which it meets their expectations and provides 

satisfaction. It is because of the realization of its positive link with profits, increased market 

share, customer satisfaction that organizations strive as much as they can to provide quality 

services. Quality differentiates services and products in a competitive market and gives an 

edge to those enterprises who have quality. Society patronizes quality. Services are crucial 

even though they are seen physically but its impact felt on daily basis in lives of members of 

the society. Quality services pave way and attract patronage more than others. 

Measures of Service Quality 

Responsiveness 

Responsiveness is the willingness to help customers and to provide prompt service. This 

dimension focuses on the attitude and promptness in dealing with customer requests, 

questions, complaints and problems. It also focuses on punctuality, presence, professional 

commitment etc., of the employees or staff. It can be calculated on the length of time 

customers wait for assistance, answers to questions etc. The conditions of responsiveness can 

be improved by continuously view the process of service delivery and employees’ attitude 

towards requests of customers. The attitude of those who respond to customers put up matters 

a lot. A minute of negative disposition towards customer or potential customer can signal 

market fall for an organization. People are sensitive to how they are treated. If an 

organization treat people nicely, such a person can bring a lot of referrals to that organization 

but if they are treated badly, then be rest assure that such organization will lose more than one 

customer. Effective and well-functioning social enterprises build a robust response 

mechanism and good public relations dispositions to enhance organization-public partnership 

to quality services that meet the aspirations of the members of the society.  

Empathy 

Feeling with others and sensing non-verbal emotional signals. Primal empathy is the ability to 

put oneself in another person’s situation, which is crucial as people are becoming more self-

concerned, interest-seeking, accumulating wealth at the expense of people’s feeling and 

reactions within the organization and society at large. Goleman (2001) argues that closing 
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your ears and pretending not to notice people’s feeling can bring social embarrassment; either 

by misinterpreting people’s feeling through careless talk or not being interested in someone’s 

problem, that destroys relationship and collaborations in the workplace. At the peak of any 

situation, one with empathy ability knows the issues and can sense the force behind another’s 

actions (Goleman, 2001). Empathy is defined as the caring; individualized attention provides 

to the customers by their organizations. This empathy tries to convey the meaning through 

personalized or individualized services that customers are uniquely and specially deserved 

from their organizations. Goleman (2006) argued that, even though we can stop talking our 

feelings, we cannot stop sending signals of our feelings (tone of voice, fleeting expressions 

and eye position). Thus self-awareness and self-regulation are very important blocks to 

become empathetic towards others. Critical aspect of empathy is communication. 

Communication forms the basis of any relationship and it can be in the form of verbal, 

nonverbal, body language, eye movement which leads to a relationship. Relationship will 

entail being sensitive towards others’ feelings. Just being sensitive is not enough to sustain a 

good relationship. It is important to understand and communicate the feelings which affect 

one another. Customers need to feel that they are given priority by the organization providing 

services according to their time. Empathy means caring, paying personal attention, and 

providing services to customers. Service quality and customer satisfaction are critical success 

factors for organizations that are thinking about competitiveness, development and growth in 

the society. This could be possible when social entrepreneurs strive harder in line with 

globalization tenets to meet needs of members of the society. 

Conclusion 

Globalization has met organizations locally and in the increasing competitive market, 

especially services market, the focus on service quality is essential to service organization for 

their survival, success and social growth. The management of service quality helps to 

maintain consistency in service delivery and to meet changing customer expectations more 

efficiently and effectively. 

Findings 

This study discovers the following findings 

i. Entrepreneurship has the capacity to cause social and economic industrial revolution 

ii. Social entrepreneurship brings about social mission, development and social change 

through social enterprise 

iii. Countries who are striving in entrepreneurship are the ones doing well in all 

developmental indexes globally 

iv. The development of a country depends on the efficacy and robustness of its 

entrepreneurship activities 

v. Entrepreneurship creates new product and services to meet the desires and aspirations 

of societies 

vi. Quality adds value to individual and nation’s life 

vii. Organizations that are empathetic and responsive tend to create individualized service 

to meet the peculiar desire of customers they serve and it makes the customer feel 

valued and appreciated 

Recommendations 

i. Government should provide tools and resources (investment) necessary to support 

rapid development of social entrepreneurship 
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ii. Quality should be the hallmark of every social enterprise  

iii. The infrastructure needed to enhance the speedy growth and development of social 

entrepreneurship should be provided  

iv. Entrepreneurship research should be encouraged and its outcomes form part of our 

entrepreneurship education 
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