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Chapter 2

Figure 16
Fear of Failure for Those 
Seeing Opportunities for 
the Female and Male 
Adult Population  
by Region

Source: Global  
Entrepreneurship Monitor, 2012
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Considering that perceived opportunities relate more to one’s attitudes about the external environment, while perceptions 
about capabilities and fear of failure relate more to one’s self-perceptions, it would be interesting to explore whether 
either or both have greater influence on entrepreneurial activity. In Belgium, Russia and Japan, women generally do not 
believe there are lots of opportunities for entrepreneurship and they also do not perceive themselves capable of starting 
businesses. In addition, they have relatively high fear of failure. No more than 3% of the women in these economies are 
starting or running new businesses. At the other end of the spectrum, in Ghana and Uganda, about 80% of women perceive 
opportunities and even more believe they have the capabilities for starting. But only about one-sixth of those perceiving 
opportunities see fear of failure as a deterrent, and this is evident in all female TEA rates exceeding 36%.

But in some cases, there are discrepancies between how women view themselves and their environment. For instance, in 
Denmark, lots of women perceive opportunities (41%) compared to the average in the Developed Europe region. Perceived 
capabilities, on the other hand, are lower than the regional average (22%) and fear of failure is close to average for the region 
(43%) but high compared to the overall sample. Despite generally seeing opportunities, however, Danish women are less 
likely to believe they are capable of starting a business and they are generally risk averse. This would seem to weigh on low 
entrepreneurship participation rates (3%). 

On the other hand, less than one-fourth of Tunisian women see good opportunities for starting businesses. Yet the majority 
of these women (76%) would not be deterred by the risk of failure, and half the women believe they are capable of starting 
businesses. The female TEA rate in this economy is the same as in Denmark, however. While in Denmark self-perceptions 
weighed heavily in low startup rates, despite good opportunities, there were few opportunities for confident Tunisian 
women to take advantage of.

Necessity versus Opportunity Motives

GEM asks all entrepreneurs about their primary motivation for starting a business, whether it is due to necessity and/or 
opportunity. Those with necessity motives entered entrepreneurship mostly because they have no other options for work, 
while entrepreneurs with opportunity motives chose to pursue an opportunity. In general, we can consider those with 
necessity motives as being pushed into entrepreneurship out of necessity. Opportunity-motivated entrepreneurs, on the 
other hand, can be conceptualized as being pulled into entrepreneurship by the prospects of opportunity.

Necessity-driven entrepreneurship, particularly in less developed regions or those experiencing job losses, can help 
an economy benefit from self-employment initiatives and, in some cases, job creation for others. On the other hand, 
developed economies typically offer more employment options to attract those that might otherwise become entrepreneurs. 
Consequently, there are fewer individuals venturing into entrepreneurship, particularly because of necessity motives; those 
that do start business, though, are more likely motivated by opportunity.

GEM has collected information on opportunity and necessity motivation for a decade, and we see that opportunity 
motivation is generally more predominate in all regions, indicating that entrepreneurs around the world primarily choose 
to enter this activity. Opportunity motivation is even more prevalent in the developed economies, though, where they 
generally account for three-fourths or more of the women entrepreneurs. Economies with the highest levels of opportunity 
motivations can be found in Developed Europe. This motive accounts for as much as 90% of the women entrepreneurs in 
Sweden, Denmark and Slovenia. 

Necessity motivation is relatively more dominant in less developed and developing economies (see Figure 17). Sub-Saharan 
Africa, with its high female TEA rate, also shows high levels of necessity motives. Thus, while we might celebrate the 




