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ABSTRACT

Previous evidence shows that business advice helps businesses and that

more advice is generally better [1-4]. Most firms will take advice from

outsiders at some point in their development but fewer firms take advice

than seems warranted by the evidence [5]. The reasons for the reluctance

to take advice are varied and have been relatively intractable; moreover

our understanding of the ‘subtle processes’ within advice has been

hampered by the few inductive investigations [6] with recent exceptions [7-

9]. These ‘subtle processes’ imply that advice is not a single process but is

made up of a series of sub-processes.

With this in mind this report reviews the literature on taking business advice

by owner-managers to examine the existing knowledge within the business

support; then it combines this existing knowledge with the results from a

series of interviews and a focus group of entrepreneurial advisers to

discuss three research questions:

RQ1 What stimulates entrepreneurs and SME owners to search for

external assistance?

RQ2 What encourages entrepreneurs and SME owners to act on advice?

RQ3 What are the results of assistance?

The report highlights:

 More educated managers and those facing greater challenges are

likely to seek assistance;

 Although managers may perceive that they lack broad experience; it

generally requires a trigger event to encourage them to actively

seek assistance;

 Advisers work best when they have a good detailed understanding

of the firm with which they are working implying that they need to

build relationships;

 Advice includes the important value that an outside, external viewer
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can add to legitimate the business’s approach imparting more

confidence for the owner-managers of the business;

 Strategic advice enables the firm to prioritise how they may

implement their strategic aims; and

 Advisers’ future visits can impose accountability on the company

that enables improved future prospects for the business.

The costs and benefits of taking advice are more varied than we generally

have previously considered. These are just focused on the economic but

also on the social and psychological aspects of running a business. Advice

can have economic benefits but it can also add to the social and

psychological capacity within the business.
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INTRODUCTION

After the Second World War, the MacArthur government in Japan hosted

Dr. Edward Deming to advise the Japanese members of the Union of

Japanese Scientists and Engineers (JUSU) to whom he espoused his

quality philosophy [10]. Deming told the Japanese that 85% of their

problems in their industries could be traced back to the processes used.

His advice was heeded. The JUSU instituted a quality movement through

developing their engineers as advisers [11]. The subsequent Japanese

gains in world trade share were based on process control. So business

advice can have important and far-reaching consequences.

However, the positive impact of business advice at the aggregate scale

does not necessarily easily transfer to the choices made by the owners and

managers of small and medium sized businesses. This report reviews the

literature to focus on three important but quite general questions about

business advice. First, what stimulates entrepreneurs and SME

managements to seek external advice and assistance? Second, what

encourages entrepreneurs and SME managements to act on the external

advice and assistance that they have received? Third, what benefits do

advice recipients gain from the advice? We take each in turn to offer some

results from the academic literature and especially on the burgeoning

literature on advice taking within psychology. To situate the literature we

first discuss what is meant by advice including the types of assistance.

Advice is defined as a sub-set of assistance where assistance includes

both advice and information.

TYPES OF ASSISTANCE

External assistance to owner-managers can take various forms and be

delivered by a wide range of providers, operating within different market

environments and interacting with clients in various ways [12]. We can

distinguish between:

 informal assistance (i.e. gratis advice delivered in a more casual
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setting such as that provided by friends, family, and business

associates), such as through advice networks [13-15] and formal

assistance (i.e. delivered by private sector consultants and

professional organisations, normally for payment, or government

sponsored business support agencies).

 generic codified knowledge available from business support

agencies (e.g. information about government regulations and

corporate taxation) and tacit knowledge that is highly context

dependent (e.g. strategic advice relating to alternative paths of

development) [16].

 transactional assistance, i.e. information to support the day to day

operation of the business; and transformational support, i.e.

strategic advice to help achieve a stepped change in the growth and

development of the business [5, 13, 17].

 a continuum of services with operational services that are ‘objective’

and independent of the relationship between the client and service

provider at one end; and strategic services that are ‘subjective’ and

dependent on the relationship between client and service provider

at the other [18].

 distinguishing five types of recommendation from a clear statement

of (i) ‘do this’ or (ii) ‘don’t do that’, to (iii) ‘have you thought about

this?’ or (iv) ‘why don’t you do it this way’ to (v) social support [19].

In practice, external business assistance involves varying degrees of both

operational and strategic services. Whilst the initial contact between a

business owner-manager and their adviser might be restricted essentially

to the transfer of generic and codified knowledge, this could evolve into a

more symmetric relationship involving tacit and contextualised knowledge

as the level of trust and confidence increases to the extent that one of the

key roles of advisers is to capture and direct attention to facilitate collective

action [4, 20, 21]. This makes it problematic to simply talk about ‘advice’.

Indeed some work has suggested the advice process consists of four steps

from the process of understanding the concerns, to systematic analysis,

and arriving at a credible solution [9]. It is incumbent when reading the

literature to understand the specific type of advice and the context within
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which it is proffered and accepted. Having questioned any simple definition

of advice the article turns to what stimulates the search for advice or

external assistance.

RQ1 WHAT STIMULATES ENTREPRENEURS AND SME

OWNERS TO SEARCH FOR EXTERNAL ASSISTANCE?

It is generally thought that there are competitive benefits to be gained from

seeking and taking-up external business assistance. Bennett and Robson

[22] cite various leading authors on business growth and competitiveness

[23-25] in arguing that external sources of advice lead to increases in

strategic knowledge bringing competitive benefits. External assistance can

help overcome information and knowledge gaps, which Chrisman and

McMullan [16] suggest can exist in any one of four areas: know-why; know-

what; know-how; and know-who. Information and knowledge gaps may be

particularly evident in the smallest and youngest businesses because of

their resource and skills deficiencies, although this assumption is now

contested [26]. First, firms that use more complex technology are more

likely to report a gap between internal resources and resources required

[26]. Second, with regards to seeking transformational assistance, it has

been argued that because of the increasing turbulence of global markets

and the pace of technological change, owner-managers are increasingly

turning to the specialist expertise provided by consultants in order to make

the stepped changes needed to respond to the pressures and take full

advantage of new market opportunities available to them [27]. Thus more

sophisticated businesses seem more likely to seek assistance.

Although evidence from a series of SME surveys in the UK undertaken by

the Centre for Business Research (CBR) indicates that the majority (around

95 per cent) of businesses make use of external assistance at some point

and that this has been rising over time [22, 28], at any one time only a

minority of existing firms seek formal external assistance. A large

proportion of SMEs do not appear to use formal external assistance,

despite its likely benefits [13, 26].
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Why owner-managers do not seek external assistance?

Various explanations have been put forward as to why SME owner-

managers do not seek external assistance. First, SME owner-managers

have insufficient information about the cost and availability of advice to

make an informed choice. Bennett [29] for example argued that because of

their smallness and limited market power, small firm owner-managers

suffer from imperfect information, limiting the CEO’s awareness of the

provision of external assistance. Second, even when they have a good

awareness of the provision of information and advice, owner-managers

may harbour doubts about its value and reliability, since advice is an

experience good [30] i.e. you can only really value the good once you have

consumed it. This might include concerns about the expense of obtaining

expert advice, doubts about whether it provides good value for money and

concerns about the time that would be needed to fully implement and

benefit from the advice. Owner-managers may be discouraged by their own

previous experience or that of business friends [31]. Third, there may be

various relationship concerns, as taking advice invariably involves personal

interaction between business owners and external advisers as well as task

interaction [12]. These could relate to possible power imbalances and

disparate ‘world views’ between advisers and owner-managers [32]. Some

owner-managers in the smallest firms may be unsure of their ability to deal

with ‘smart and sophisticated consultants’ on equal terms. Fourth, there are

moral hazard dilemmas, whether advisers can be trusted to provide

impartial advice that will be useful to the business. Those consultants

driven by transactions have an incentive to provide their solutions,

whatever the problem presented [18]. Owner-managers may be concerned

that advisers do not fully understand the needs of their business. For

example, when financial advisers recommend alternative courses of action

advisers instinctively communicate advice based on their own risk

preferences, rather than those of clients [33]. Moreover, some small

business owners are unlikely to engage with external bodies because they

value their independence and distrust ‘outside’ influences [34, 35].

Therefore, when owner-managers are asked they present a coherent set of
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reasons for not taking advice.

Empirical factors influencing the use of external assistance

Although owners may proffer many reasons, a second approach has been

to focus on characteristics rather than reasons. Previous empirical studies

have distinguished between the characteristics of the users and non-users

of external assistance [15], although comparing findings is made difficult by

differences in the range of types of assistance covered, with some studies

including both private and public providers, whilst others focus on a

particular type of provider [2, 3]. There is a lack of consensus on the

influence that a number of business and personal characteristics have on

whether or not SMEs seek external assistance, which may stem from the

methodological idiosyncrasies of the studies as well as differences in the

scope of external assistance included. To understand what induces advice

a contingency framework can help to assess the factors influencing

whether or not SMEs make use of external assistance to distinguish

between four sets of influences: internal characteristics, management

orientation, management attitudes and external influences.

1. ‘Internal’ characteristics

Internal characteristics represent the influences of internal business

characteristics and the entrepreneur/business owner-manager.

Business characteristics:

Since the resource-based view of the firm suggests external assistance

responds to the lack of knowledge of founders [36], we expect younger

firms (particularly start-up and post start-up) to need of assistance,

especially where founders have little previous business experience. Also,

given public support for pre-start ventures in ‘guided preparation’ [36, 37],

younger firms might make greater use of public providers [38]. Since larger

businesses may be in a better position to be able to draw upon the required

skills and professionalism internally, resource-based theory suggests a

negative relationship between advice seeking and firm size [22, 26].
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However, the evidence contradicts this assumption. For example, Boter

and Lundstrom [39] conclude that arguments that small firms have a weak

resource base and need external assistance do not translate into the

smallest micro companies being the most intensive users of external

assistance services. On the contrary, larger SMEs are likely to be more

complex businesses and have a greater range of support needs (e.g. in

relation to employing people, international trading and financing) than the

smallest businesses. Moreover these resources needs reflect more

complex decisions, with higher stakes both of which have been linked with

increasing demand for external advice in psychological studies [40-43]. In

addition to having greater needs, larger businesses are more likely to be

able to procure through the market and therefore more willing to pay for

private sector assistance [26]. Empirically, Bennett and Robson [38] found

that the smallest firms made the least use of most private sector sources,

with use increasing up to about 20-49 or 50-99 employees, and then either

levelling off, or having an inverse U-shaped pattern. Previous evidence

therefore indicates that the relationship between firm size and the use of

external assistance is not as straightforward as a resource-based view

might suggest – this develops a theme where a greater ‘challenge’

precipitates advice.

A burgeoning area of research is on advice towards family businesses,

which are seen as challenging for two reasons. First, the top management

team members are restricted, typically to family members, which with due

respect to family businesses, can impact the level of human capital within

the firm [20]. Second, the intersection between family, business and

ownership dynamics makes for greater complexity [8]. Advisers need to

understand the dynamics of the family relationships in addition to the

issues at hand. Indeed recent work has suggested that advisers may be

found within the family itself [44].

Owner manager characteristics:

There is some disagreement in the literature concerning the influence that

characteristics of the entrepreneur and the management team have on
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both seeking external assistance and the source and type of assistance

used. In relation to the use of Business Link services, Atherton et al [45]

ignored the personal characteristics of owner-managers, citing previous

evidence that personal characteristics had little effect [2, 46]. Taking a

contrary view Scott and Irwin [31] investigated the influence of gender,

ethnic and educational differentials on obtaining external advice from

different sources, highlighting the influence of ‘human capital’ [31]. Their

work suggests we would expect better-educated owner-managers to seek

out sources of assistance more often and to be more confident to engage

with external advisers, whereas those with fewer qualifications are likely to

be less aware of sources of business assistance and the benefits of using

them.

2. Management Orientation

Do owner-managers who pursue business growth make more use of

external assistance? Notwithstanding questions about the direction of

causality (i.e. whether growth leads to seeking advice or whether advice

stimulates growth), the findings are somewhat equivocal, reflecting

methodological differences including how growth was measured and

questions about it posed. Using data relating to owner-managers’

objectives rather than actual business performance, Johnson et al [26]

conclude that “growth orientation is a key factor that predisposes

businesses to use external support”. Using data relating to several

business performance measures Robson and Bennett [47], found that “the

use of external advisors has surprisingly little relationship with each of the

measures of growth: where it does it is chiefly for employment growth.”

This lack of a clear relationship with business growth is perhaps because

firms facing difficulties, which may threaten their very survival, are also

‘pushed’ into seeking outside assistance. For this reason, we might also

expect survival oriented SMEs to seek external assistance, although the

cost of obtaining private sector advice may push them more towards

seeking advice from publicly subsidised or ‘free’ sources. Moreover,

Heyden et al., [15] found that poor performance in large firms, though not a
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threat to the firm’s survival, was related to taking advice from internal

sources rather than external sources.

3. Management Attitudes

The attitudes that owner-managers have to involving external advisers in

their business are likely to vary because some see themselves as

independent entrepreneurs, distrusting ‘outside’ influences [34] and are

therefore unlikely to engage with external bodies. As discussed earlier, this

is likely to include fears and doubts about the value and benefits of

assistance.

To understand the low take-up of advice, economists advanced the notion

that advice is subject to partial market failures based on asymmetries in

information [48]. Advisers may know how they can benefit firms but owner-

managers may be less aware of the benefits of advice and are concerned

about the risk that the adviser may provide poor advice. When poor advice

is a risk then the entrepreneur would reduce the price she was willing to

pay for advice to ‘price in the risk’ [49], reducing the demand for advice

compared with the situation that would have prevailed with perfect

information [1].

The second key aspect related to whether or not an owner-manager turns

to external assistance will be their confidence in their firm’s ability to

successfully tackle the problems and challenges that the business faces.

This is likely to depend on the gap they perceive between their internal

resources (staffing, skills, finance etc.) and those required in order to

achieve business objectives and/or tackle the problems faced [50]. In

laboratory studies, human participants who had their confidence

undermined were more likely to take advice [40]. Conversely, as one gains

greater confidence in one’s judgment, people take fewer amounts of advice

[51]. Although whether one is actually more accurate or have better

judgment is more debatable, See et al. [51] posited that those who exhibit

confidence tend to be overconfident; particularly when the same people

considered themselves powerful.
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The third key aspect is the role of informal advice. Informal advice captures

the managers’ active networks of advisers from various sources. These

sources tend to change as the business matures. Informal advisers

incorporate family and friends which are most important at the nascent pre-

start time [52]. Informal advice also comes from business associates and

members of the business’ supply chain, customers and suppliers. These

latter sources gain more influence after the business has started [52].

However, informal advice is not distributed equally. Those who hold more

social capital are enabled to gain knowledge from their peers, since studies

of advice networks stress the similarity within peer networks [53], peers

may offer advice even when they are competitors [54], and there may also

be place-based effects on the ability to gain knowledge from peers [55].

Given the availability of informal sources of advice, there are, perhaps, two

effects: the first is a substitution effect and the second is an advice effect.

The substitution effect may be considered as a competitive form of

assistance to formal sources of advice. This is often the default position

taken in the entrepreneurship literature [13]. In this case the availability of

informal advice would reduce the seeking of formal advice. However, an

alternative is an ‘advice effect’, when informal advice leads the owner-

manager to realise the benefits that external advice can bring to the firm

and their managers [15, 35, 56]. The latter case leads to greater

subsequent seeking of formal advice and has been found empirically [57]

4. External Influences

Two major external influences on seeking advice are sector and location.

An effect on seeking external assistance to be influenced by the

sector/business activity that an SME is engaged in, reflecting the impact of

different market environments on the support needs of SMEs [15, 26]. For

example, Bennett and Robson [22] found that the sectors making the least

use of business assistance were mainly from the relatively traditional

sectors with more stable technologies, whereas the higher-use sectors

related to those experiencing technological and organisational changes,

such as publishing, the media, and business services [15], and those
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affected by government regulations (e.g. food manufacture).

In addition, we might expect the type of geographical environment in which

a business is located to have an influence on their access to external

assistance. Not only can some problems stem directly from a business’s

location (e.g. rural firms may have more limited market opportunities or

difficulties recruiting skilled workers), but also urban firms may have better

access to both formal and informal networks of advice [58].

To summarize this stream of research that investigates the characteristics

of businesses that use advice we might suggest that better businesses with

more educated managers seek formal external advice; moreover proximate

factors that represent challenges to managers, including complexity,

encourage businesses to take advice rather than routine events in the life

of the firm.

Research Findings

In our interview research we found that respondents stressed two

elements. The first was that they may lack a broad knowledge of business

since they have a sector-specific backgrounds and expertise. One owner

manager connected their perceived narrow background with a lack of the

knowledge of all the aspects of running a business:

My background, I’ve worked here all my working life, not a unique

case, unusual case now. So I haven’t got a lot of experience from

working in different environments…although we are running the

business for X number of years, there were quite a few things there

that you have to be aware of.

However, when a business has been going for a few years businesses do

not just take on advice because they perceive that they may have an

underlying residual lack of knowledge. The customer journey may often

involve a trigger event. The same company manager as above recounted

that the supply chain triggered their involvement with advice.
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…the route was, we were put in, a new customer was put in touch

with us who was already using a Manufacturing Advisory Service.

So they came to us because they were producing a new product,

we worked with them on that, so they got that product to market and

its been fairly successful for them…so we made contact with the

Manufacturing Advisory Service, because there were one or two

things that we wanted to do for the business and we found out that

they would be able to support us in that and that’s where it started

really.

We asked about the attitudes and values that the business owners-

managers who took advice. Many suggested that they had attitudes

conductive to taking advice as one manager commented:

From a personal point of view I am always looking to learn.

Overall there seems to be an absence of pull-factors around business

advice but one of those might be the issue of when a business hits a

‘plateau’. As one niche construction firm managers commented.

We were looking to grow, but we got to a certain amount and we

just felt a little bit stuck. We didn’t know whether to take someone

on in the office, or someone in selling … so its just about getting a

bit of a perspective on it

He then went on to say that the advice had focused their attention on the

way to move the business forward.

Overall the interviews suggested a two-step process towards taking advice.

Trigger events were apparent in the stories that owner-managers tell when

you ask about advice. There is always a reason for the specific advice

taken and an underlying reason too. Two steps to taking business advice

are:

1. The underlying reason which may be to do with comparative

performance of the business and/or a lack of knowledge and/or
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interest in learning

2. A trigger event due to a particular problem or a contact within the

industry.

RQ2 WHAT ENCOURAGES ENTREPRENEURS AND SME

OWNER-MANAGERS TO ACT ON ADVICE?

Once an owner-manager has searched out advice and received it, they

have another decision concerning whether to decide to act upon it. Most

strategic decisions are decided after consulting with others, with confidents,

spouses and colleagues. Indeed some argue that the key decision-making

unit in a small to medium sized firm can be a combination of the CEO with

her advisers [56]. Accordingly we were interesting in what factors

encouraged people to act on and take the advice that they are given. We

start with the findings from judge-adviser studies.

Judge-Advisor Studies

Many psychological studies of advice have focused on the interaction of

advisers and clients through setting up experiments with ‘judges’ and

‘advisors’. Judge-advisor studies can be characterized by tasks where the

final decision is assigned to one person, the judge, but where an advisor is

asked to make a recommendation, perhaps including confidence intervals,

before the judge makes up their mind. In these studies the

recommendations are controlled and the tasks are also controlled so that

only one element is manipulated. The subjects are randomly assigned to

groups that have the ‘treatment’.

‘Egocentric advice discounting’

One of the most robust findings in the judge-advisor studies is that most

judges overweight their own opinions – which the literature calls ‘egocentric

advice discounting’ [42, 59]. When judges are tasked to estimate an

outcome and advisers give their estimates, judges shift towards their

adviser’s estimates but not by the full amount only by approximately 20-

30% - enough to show that they had taken the judges view into account;
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but not enough to produce an accurate figure.

There are several factors that stimulate individuals to receive and act on

advice which reduces the level of egocentric advice discounting. The first

factor is the purpose and characteristics of the adviser. As can be seen in

table 1 individuals weight the advice of more experienced and/or

knowledgeable advisers, more heavily [42]. When the advisers have the

power to reward their clients – where they are gatekeepers to resources for

example, then they have more influence [60]. Evidence or quasi-evidence

of good advice helps also where quasi-evidence refers to advisers giving

reasons. When an adviser explains their advice, recipients weigh their

advice more heavily. Second, the characteristics of the task moderates

how likely individuals are to take and act upon advice. Individuals act on

advice more readily when the task is difficult [41], advice is rarely sought to

solve routine tasks, and when the advice is costly to obtain [61]. Third,

aspects of the individual decision-makers internal state impact on her

decision to act on advice such as the level of her confidence [62] or her

emotions [63]. Fourth advice is more readily received from advisers who

understand the firm. Family business advisers have a greater impact when

they are ‘embedded’ in the firm [20].

Anxiety on the part of the recipient affects both the taking of advice and the

ability to discern whether it is good advice [40]. Gino, Brooks and

Schweitzer [40] studied state anxiety, a transient form of anxiety that is

relatively short-lived and is concerned with a situation that implies a threat.

To trigger state anxiety researchers showed a section from a movie about

a mountain accident. They then measured the attitudes of the participants

to measure anxiety to find that 90% of participants in an anxiety condition

sought advice; compared to 72% in the neutral condition. Anxiety reduced

self-confidence and this reduction in confidence induced both greater

advice seeking and greater advice taking. Anxious individuals remain very

receptive to advice even when the adviser had a disclosed conflict of

interest. Over eight experiments the researchers showed a robust

relationship between anxieties and seeking and taking advice. Their model

showed state anxiety to reduce self-confidence, which, in turn, increased



19

advice seeking and at the same time left those taking advice to be less

discriminating between good and poor advice [40: 510].

Table 1 Factors to boost or inhibit advice taking

Factors that boost advice taking Factors that inhibit advice taking

Expert power of advisers [60] Confidence in your task knowledge

Reward power of advisers [60] A judgment (such as % increase in

the stock market index) rather than a

choice (leave a job/stay in a job)

Evidence that the advice is good by

either experience or by explanation

[64]

Routine decisions

More confidence expressed by

advisers in their decisions

Personality i.e. low in

conscientiousness

Face-to-face advice (Hedlund et al

1998)

Greater understanding of the firm

[20]

Being offered unsolicited advice

Anxiety on the part of the recipient

[40]

“Not invented here" syndrome

Making important decisions, solving important but difficult problems, or

developing new initiatives often require people to adapt and change their

opinions or solutions in response to suggestions or comments from

colleagues, co-workers or customers [61]. Whilst in some situations people

seem ready to adopt and adapt to external feedback, other situations seem

to engender resistance to change often labelled “not invented here"

syndrome.

The circumstances under which people are more likely to accept advice

and feedback may depend on two aspects: psychological ownership and

the nature of the others' contribution. First is the psychological ownership of

the idea. Psychological studies show that even naming an idea that is

someone else’s will engender psychological ownership of the idea [65]. We

expect that owner-managers to have high psychological ownership of their
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businesses as the entrepreneur’s business and their identity are

intertwined [66, 67]. This may have a negative effect on failing businesses

where, a business perceived to be failing can be very psychologically

threatening to its owner-manager, in turn this often creates rigid behaviour

[68]. So businesses most in peril may be the most reluctant to seek help.

A second effect involves the type of advice offered which is distinguished

between whether the advice would add or subtract from business activities

[65]. Advice that builds on one’s business to expand it or to increase the

reach of the business, such as suggestions to develop new products or

develop new markets, is seen as attractive and more likely to be accepted.

People who are heavily invested in an idea are well disposed to taking

suggestions or advice when the advice is additive and augments their

business. On the other hand advice that is likely to incur a sense of

diminishing a project or business is quite likely to be disregarded. So

imagine the adviser who suggests that the business reduces its emphasis

in one market. It is quite likely that this suggestion be ignored.

Why the powerful don’t listen

We know that when Chief Executive Officers (owner-managers) take critical

decisions they often include a group of advisers. But one key elements of

whether somebody takes advice might be their feelings of powerfulness. In

short, do people who perceive themselves to be more powerful ignore,

listen to, or receive advice including expert advice? Do people with a

subjective sense of power discount advice even from experts?

This relates back to the concept of egocentric advice discounting [42, 59,

64]. Three elements would be associated with greater advice discounting.

First, when the decision maker feels optimistic that she would make a good

decision; second, when the decision maker feels that she has the decision

under control; and third, when the decision maker is confident about her

own ability in the decision. High powered individuals are highly likely to

have all three of these perceptions because power tends to produce a

sense of optimism leading individuals to discount risks [69]. High-powered

individuals enlarge their perception of what they can control personally [70].



21

Power increases an individual’s confidence in their own opinion [71]. All in

all, we would expect a high-powered individual to ignore or discounted

advice. Individuals who have subjectively less power might quite sensibly

discount advice from novices but take advice from experts and experienced

advisors. However, high-powered individuals compete with the greater

expertise in the adviser [72].

Why might power lead individuals to feel competitive against expert

advisers? To answer this question it's necessary to consider what we mean

by power. According to dependence theory [73, 74], “the power of an over

b is based upon the dependence of b upon a" [74: 32-33]. Power is relative

to the ability to control other others' behaviour rather than being simply a

property which people may access [75]. An important determinant of the

power of the adviser is the adviser’s expertise [60]. A highly experienced

adviser may increase the dependence of the decision maker on the adviser

and therefore shift the balance of power to the adviser’s advantage. A

powerful decision maker who wants to preserve their power may seek to

establish superiority to the adviser by refuting the adviser’s expertise and

advice.

To mitigate the tendency of high-powered individuals to discount expertise

the experimenters induced them to feel more cooperative with their

advisors. When they felt co-operative with advisers, high-powered

individuals would accept advice from experts. This is one reason why it is

often useful for advisers and clients to discuss a ‘neutral’ assessment such

as that provided by a diagnostic tool. Over and above the impact of the

diagnostic tool itself it use may induce a more co-operative and less

confrontational ambience.

Feelings of powerfulness can have other negative effects

Power makes people overconfident with potential problems for

performance [70]. But are overconfident people more prevalent in positions

of power or does the feeling of having power itself lead people to be

overconfident in their decision-making? Using priming techniques to induce

feelings of powerfulness, participants, were asked to recall incidents where
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they were in either powerful, weak or neutral conditions; researchers set

out to find whether those primed for power were more confident about their

answers to general knowledge questions. They were. The researchers tried

with another different task to choose and assess the performance of

hockey players. Same result. When the precision of a prediction was

motivated by money the same outcome was present. Powerful participants

lost more money!

Overall, the judge adviser studies have shown us some unsurprising

effects but also some surprising aspects of advice taking. It is not a

surprise when good advice is preferred to poor advice. Neither should we

be surprised that the expert power of the adviser is often augmented if they

are in the position of being able to reward – such as advice from bank

managers [60]. More surprising is the tendency for those feeling

themselves in positions of power to feel threatened by the expert power of

advisers and therefore discount good advice! And optimism is generally

considered positive within entrepreneurship because it encourages the

entrepreneur to act, but a cost for existing businesses may be poorer

performance because the powerful discounted advice. Yet the reverse is

also true it is dangerous to take advice under highly anxious circumstances

because it impairs your judgment. The importance of making the adviser

process co-operative is one aspect that comes across as hugely important

in this research. Making the process co-operative and managing priming

issues in the face-to-face advisory process is a challenge.

Research Findings

Our research found that one of the key elements is the relationship

between the adviser and the client. Building rapport between the adviser

and owner-manager is critical to the subsequent action. One manager

commented on the difference between two different advisers.

…he understood that; think he may have been a bit more from that

background or something, I don’t know. We found him a lot more

flexible I suppose. Whereas the other person, as nice enough as
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she was, if we tried to move an appointment, she seemed to think

we were quite rude or unprofessional. So it took us a while to find

the right person.

The relationships were important because as the advisers gain more

understanding of the business and the owner-manager they start to realise

what might be a reasonable action or decision for the owner-manager to

take.

“I mean she is aware that not everything she knows is going to

work for us, though often, I am sure she doesn’t suggest everything

she thinks of, because she thinks, - well that would work well for a

certain company, but won’t work well for Chris and his company, so

I won’t suggest that.”

This is not to say that advisers should be sycophantic because if advisers

do not bring a different point of view and some degree of challenge then

they do not contribute but there is a balance between the two approaches,

as an owner of a growing retail business suggested about his coach:

I mean she does challenge everything. She’s not happy with me

just saying I want to do it likes this, I have to explain why and she

will then explain why she thinks that is better if she does, and we

will then come to a decision.

As the relationship between owner-manager and adviser develops not only

does it enables the adviser to work more effectively it also brings in other

dynamics that reinforce the likelihood of the owner-manager acting on the

advice given. One process was what a manager of a company

manufacturing play equipment called accountability.

Accountability, yes, giving us some targets for different areas of the

business... for the staff to work to. So you know, we are always

looking for improvements. So the next time he comes in we’ve

looked to have cleared up or discussed and finalised what we talked

about last time. So every time I get him to come here, every time to
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my mind it is another step forward the business has made.

So the research corroborated evidence that the developing relationship of

the adviser and client deepened the relationship making the advisory

process more effective. In this we see some mechanisms that can explain

the statistical findings that show the depth of engagement to be more

effective [2]. Several aspects were important including the ability to

challenge effectively with greater knowledge of the business and their

managers. Further having established this rapport there were

accountability effects that were almost inevitable consequence of a longer-

term engagement between owner-manager and adviser increasing the

likelihood of acting upon that advice, which leads us towards the results of

assistance.

RQ3 WHAT ARE THE RESULTS OF ASSISTANCE?

If we can understand the reasons why people take advice and why they act

on it we also want to understand more about the results of assistance.

Qualitative data is useful in this as it help to provide “A more nuanced

assessment of the content of the soft support that small business owners

seek and receive, rather than just classifications of the broad types of

advisors or public sector programs they consult, will be useful in

determining when and how external assistance can be beneficial “ [54: 21-

22]. There are two elements that are clear in the extant research: the

economic and the subjective, which are taken in turn.

Economic effects

The first result is that overall advice provides positive economic benefits to

the recipients. This is true even when researchers account for the fact that

the people who take advice often represent better managed businesses [3,

37, 57, 76]. The evaluation of Business Link carried out by researchers at

Aston and Warwick Business Schools showed that those who benefited

more had a “management and organisational structure more conducive to

absorbing and making use of external advice” [57:331]. In other words
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firms may need to develop the capability to benefit more from advice, they

may need to be ‘advice-ready’, a concept which may focus our attention on

the firm’s leadership team [77]. The second is that evidence supports a

greater outcome from more intensive assistance. Researchers have found

business assistance that was more intensive boosted the number of jobs

created by the firm, making it better value for money, even accounting for

its greater cost [2, 3, 20]. Recent assessments of the prospects for policy

towards fast growth firms suggested that supporting sustained growth

requires a holistic model, combining the development of the business with

development of the capabilities of the firm’s leadership team [78]. Moreover

advice that builds capability within the firm is likely to require a face-to-face

interaction because of its greater breadth of impact on a wider set of

aspects of the firm’s operations and behaviour [4]. Advice works - and

more intensive advice works better.

Third, the impact of advice is long-lasting, particularly when it develops the

leadership team, because it may shift the trajectory of the firm [79].

Matched comparisons of the assessment of business support in England

concluded that the effects of advice were cumulative. Researchers found

that an intervention in 2003 yielded its highest measured impact in 2009

and 2010, six to seven years later, when intensive assistance increased

the subsequent employment rate by about 24.5 percentage points.
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Greater long run employment boost from advice

Source: Drews & Hart [80]

Subjective benefits of advice

Aside from the evidence on the economic benefits of assistance there are

several ways in which advice may add subjective and psychological value

for small firm managers. The first is through increased confidence. Advice

given to those thinking of starting businesses is sometimes seen as a

response to a lack of confidence in their knowledge or capabilities [50].

Family businesses who had multiple advisers reported increased

confidence in their businesses decisions [21]; moreover, when multiple

advisers agreed on a solution it boosted the confidence of advisers in

making their recommendations [9]. As we have seen in the judge-adviser

studies confidence can be transferred from adviser to client.

Advice networks can boost psychological capital

In a similar theme advice networks can boost the psychological capital of
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the recipient [81]. Work by Luthans and others has developed a measure of

psychological capital which combines hope, efficacy, resilience, and

optimism [82]. In highly stressful situations such as entrepreneurship,

psychological capital reduces stress, especially for older entrepreneurs

[83]; moreover, researchers have shown a positive relationship between

the entrepreneurs’ psychological capital and the performance of their new

venture, especially when the ventures were in dynamic industry

environments [84, 85].

The motives for accepting advice need to be better understood, even more

so the motives for owner-managers giving advice. Motives to give advice

may include developing relationships in the social network. Many argue

that the motives for advising are to build a network of support to create

trusted advisers, to whom the business returns for advice [8, 21, 86].

Nonetheless, there are only a few studies on this aspect of the advice

network of entrepreneurs [87].

This article has outlined two types of benefits from business advice. The

first is the economic, which may take time to bear fruit and which may be

absorbed more readily by companies with greater initial capabilities. The

second is the subjective including confidence building and the

psychological benefits of advice. Social and psychological benefits from the

ability to access advice can protect the business from shocks and help the

managers to develop both themselves as leaders and their businesses.

Again a consistent theme of this review is the effects of priming behaviour

on the process and outcomes of advice. It is surprising that experimenters

can prime recipients to value advice more highly through emphasising the

future rather than focusing on the past.

Research Findings

The research interviews developed the theme of the subjective benefits of

advice. The first aspect mentioned was the increase in confidence from

advice. One of the ideas represented was that of validation which is

described as a feeling that the owner-manager had not missed out aspects
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that would be critical for their business. An interviewee put it succinctly:

validation “I was going down the right path, [followed with] then a

direction of where to go next.

Several quotes from the interviews support this view of advice.

It gives me confidence that we are thinking of everything, as it’s not

just me thinking of it now, she’s thinking of it too and suggesting

things…we are thinking of most things, most of the time, but it gives

you more confidence to know that you’re covering bases …the

confidence of knowing how to approach things.

And the confidence might enable the owner-manager to behave in a more

positive and pro-active manner as this example from a firm involved in

construction suggested:

In the early days there was so much outside my experience, that it

was great to be able to pick up the phone, “this is where we are, we

are thinking of doing this, what do you think?” Brilliant, absolutely.

At the same time as the validation there was an expectation that the

advising process would change the business. With the next meeting with

the adviser there would be a next step that would shift the business along

the pathway that they were traveling. The phrase that owner-managers

used for this aspect was accountability.

Accountability, yes, giving us some targets for different areas of the

business...for the staff to work to. So you know, we are always

looking for improvements. So the next time he comes in we’ve

looked to have cleared up or discussed and finalised what we talked

about last time. So every time I get him to come here, every time to

my mind it is another step forward the business has made.

Of course, in a closely held business it is sometimes difficult to be

accountable, this is one of the reasons that people have called for
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businesses to have non-executive directors. In response to this, one

business commented that they knew what the adviser was being paid for

whereas a non-executive director was on a retainer.

Setting priorities

Another finding that goes together with the existing points is setting

priorities for the firm. What the senior managers of a firm pay attention to

and what they prioritise has always been seen as a key to firm

performance [88]. Again the way that firm’s owner-managers prioritise is

often underappreciated “it enabled us to reflect on the business,” said one

respondent, reflecting previous work concerning the role of advice as a

strategic sounding board [18, 89, 90]. Others directly talked about the

priorities:

…it’s very much an issue of how are we prioritising what we are

doing.

…really helped us to focus our attention on how we could improve

our business. It was the marketing strategy that we didn’t really

have at the time, and that was what we were after really, some

advice and direction in that element.

Finally, the upshot of the advice for one advisee was to develop their

business relationships and advice network. This owner-manager had

developed the informal advice network both receiving advice from it as well

as giving advice.

I think one of the other things that I’ve learnt is to start sharing and

talking about my plans, experiences and drawing on other people’s

knowledge and experience.

Although knowledge/capability gaps and processes were evident, the value

of advice is a wider concept. Advisers were not only developing capability

though tailored ideas that can fill a knowledge gap but also were providing

emotional aspects that include validation and support. They were guiding
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attention that creates behavioural change and may culminate in the

creation of more informal advisory groups.

CONCLUSION

This review set out to use the literature to examine three questions. The

first question focused on four aspects of those who sought advice. The first

aspect was the internal characteristics of both business and their

management, where better businesses with higher educated managers

were more likely to seek advice. Second, the orientation of the

management was linked to seeking advice particularly whether the

management seeks growth, which is significant for business assistance

programmes. Third, we linked the attitude of the management to seeking

advice where the concerns within a business and the state of anxiety or

confidence on the part of the management team. Fourth, advice seeking

can depend on the environment including the sector and location of the

firm. These four factors might help us to understand the request for advice

but the underlying reasons or drivers of change that started the process are

not as well-known as they might be.

Next the factors that helped businesses to focus on acting upon advice

were sought and again three factors were found. The first factor was the

purpose and characteristics of the adviser. The more experienced and/or

knowledgeable advisers in comparison to the decision makers that they are

advising; found their advice heeded more often [42]. Evidence or even

quasi-evidence of good advice helps also including explanations of advice.

Reputations matter in this environment.

Second, the characteristics of the task moderates how likely individuals are

to take and act upon advice. Individuals act on advice more readily when

the task is difficult [41] and when the advice is costly to obtain then when

it's free [61]. Routine tasks are not usually ones where advice is sought.

Third, aspects of the individual decision-makers internal state impact on

her decision to act on advice, such as the level of confidence and emotions
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of the decision maker [62, 63].

Overall, the judge adviser studies have shown us some unsurprising

effects but also some surprising aspects of advice taking. It is not a

surprise when good advice is preferred to poor advice. Neither should we

be surprised that the expert power of the adviser is often augmented if they

are in the position of being able to reward – such as advice from bank

managers [60]. More surprising is the tendency for those feeling

themselves in position of power to feel threatened by the expert power of

advisers and therefore discount good advice, even at the cost of poorer

performance. Yet the reverse is also true; it is dangerous to take advice

under highly anxious circumstances because it impairs your judgment. The

importance of making the adviser process co-operative is one aspect that

comes across as hugely important in this research. Making the process co-

operative and managing priming issues in the face-to-face advisory

process is a challenge.

As to the value of advice the report outlined two types of benefits. The first

is the economic, which may take time to bear fruit and which may be

absorbed more readily by companies with greater initial capabilities. The

second is the subjective including the confidence building and

psychological benefits of advice. There are more benefits than simply

economic from advice. Social and psychological benefits from the ability to

access advice can protect the business from shocks and help the

managers to develop both themselves as leaders and their businesses.

Although the value of advice can be eclectic and differ from manager to

manager the valuation of the advice is not as straightforward either. Again

a consistent theme of this review is the effects of priming behaviour on the

process and outcomes of advice. It is surprising that experimenters have

the ability to prime recipients to value advice more highly through

emphasising the future rather than focusing on the past.

Business assistance matters, but it is far from a uni-dimensional construct.

It can cover a myriad of relationships from the one-off discussion to an in-

depth coaching relationship, which we know is more likely to boost impact.
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Dividing advice into three phases enabled us to trace advice seeking to an

underlying gap between the future business expectations and the present

abilities available to the owner-manager. Acting on advice depended on

rapport, experience and the challenge of the adviser. The value of advice

depends on the subjective as much as the economic, with processes

where owner-managers accounted for their action and advisers and owner-

managers prioritised together supporting the owner-manager, suggesting

that advice may be best where the owner-manager is ‘prepared for the

advice challenge’.



33

REFERENCES

1. Wren, C. and D.J. Storey, Evaluating the Effect of Soft Business
Support upon Small Firm Performance. Oxford Economic Papers-
New Series, 2002. 54(2): p. 334-365.

2. Mole, K.F., et al., Broader or deeper? Exploring the most effective
intervention profile for public small business support. Environment
and Planning A, 2011. 43(1): p. 87-105.

3. Cumming, D.J. and E. Fischer, Publicly funded business advisory
services and entrepreneurial outcomes. Research Policy, 2012.
41(2): p. 467-481.

4. Mole, K.F., M. Hart, and S. Roper, When moving information online
diminishes change: advisory services to SMEs. Policy Studies, 2014.
35(2): p. 172-191.

5. North, D., et al., Research to Understand the Barriers to Take up
and Use of Business Support. 2011, For the Department for Business
Innovation and Skills: London.

6. Strike, V.M., Advising the family firm: Reviewing the past to build
the future. Family Business Review, 2012. 25: p. 156-177.

7. Perry, J.T., J.K. Ring, and J.C. Broberg, Which Type of Advisors Do
Family Businesses Trust Most? An Exploratory Application of
Socioemotional Selectivity Theory. Family Business Review, 2015.
28(3): p. 211-226.

8. Reay, T., A.W. Pearson, and W.G. Dyer, Advising Family Enterprise:
Examining the Role of Family Firm Advisors. Family Business
Review, 2013. 26(3): p. 209-214.

9. Su, E. and J. Dou, How does knowledge sharing among advisors
from different disciplines affect the quality of the services provided
to the family business client? An investigation from the family
business advisor’s perspective. Family Business Review, 2013. 26(3):
p. 256–270.

10. Kanji, G.K., Total quality management: the second industrial
revolution. Total Quality Management, 1990. 1(1): p. 3-12.

11. Kanji, G.K., Total quality management: Myth or miracle? Total
Quality Management, 1990. 1(2): p. 163-167.

12. Ramsden, M. and R.J. Bennett, The Benefits of External Support to
SMEs: “Hard” versus “Soft” Outcomes and Satisfaction Levels.
Journal of Small Business and Enterprise Development, 2005. 12(2):
p. 227 - 243.

13. McDonald, M.L. and J.D. Westphal, Getting by with the advice of
their friends: CEOs' advice networks and firms' strategic responses
to poor performance. Administrative Science Quarterly, 2003. 48(1):
p. 1-32.

14. Vissa, B. and A.S. Chacar, Leveraging ties: the contingent value of
entrepreneurial teams' external advice networks on Indian software



34

venture performance. Strategic Management Journal, 2009. 30(11):
p. 1179-1191.

15. Heyden, M.L.M., et al., Perceived Environmental Dynamism,
Relative Competitive Performance, and Top Management Team
Heterogeneity: Examining Correlates of Upper Echelons' Advice-
Seeking. Organization Studies, 2013. 34(9): p. 1327-1356.

16. Chrisman, J.J. and W.E. McMullan, Outsider assistance as a
knowledge resource for new venture survival. Journal of Small
Business Management, 2004. 42(3): p. 229-244.

17. Alexiev, A.S., et al., Top Management Team Advice Seeking and
Exploratory Innovation: The Moderating Role of TMT Heterogeneity.
Journal of Management Studies, 2010. 47(7): p. 1343-1364.

18. Hjalmarsson, D. and A.W. Johansson, Public Advisory Services –
Theory and Practice. Entrepreneurship and Regional Development,
2003. 15(1): p. 83-98.

19. Dalal, R.S. and S. Bonaccio, What Types of Advice do Decision-
Makers Prefer? Organizational Behavior and Human Decision
Processes, 2010. 112(1): p. 11-23.

20. Barbera, F. and T. Hasso, Do we need to use an accountant? The
sales growth and survival benefits to family SME. Family Business
Review, 2013. 29(3): p. 271-292.

21. Strike, V.M., The most trusted advisor and the subtle advice process
in family firms. Family Business Review, 2013. 26(3): p. 293-313.

22. Bennett, R.J. and P. Robson, Changing use of External Business
Advice and Government Supports by SMEs in the 1990s. Regional
Studies, 2003. 37(8): p. 795-811.

23. Penrose, E.T., The Theory of the Growth of the Firm. 1959, Oxford:
Basil Blackwate.

24. Teece, D.J., G. Pisano, and A. Shuen, Dynamic Capabilities and
Strategic Management. Strategic Management Journal, 1997.
18(7): p. 509-533.

25. Teece, D.J., Profiting from Technological Innovation. Research
Policy, 1986. 15: p. 286-305.

26. Johnson, S., D.J. Webber, and W. Thomas, Which SMEs use External
Business Advice? A Multivariate Subregional Study. Environment
and Planning A, 2007. 39(8): p. 1981-1997.

27. Fincham, R., The Consultant-Client Relationship: Critical
Perspectives on the Management of Organizational Change. Journal
of Management Studies, 1999. 36(3): p. 335-351.

28. Robson, P.J.A. and R.J. Bennett, Central government support to
SMEs compared to business link, business connect and business
shop and the prospects for the small business service. Regional
Studies, 1999. 33(8): p. 779-787.

29. Bennett, R.J., SME Policy Support in Britain Since the 1990s: What
Have we Learnt? Environment and Planning C-Government and



35

Policy, 2008. 26(2): p. 375-397.
30. Spence, M., Job Market Signaling. Quarterly Journal of Economics,

1973. 87(3): p. 355-374.
31. Scott, J.M. and D. Irwin, Discouraged advisees? The influence of

gender, ethnicity, and education in the use of advice and finance by
UK SMEs. Environment and Planning C-Government and Policy,
2009. 27(2): p. 230-245.

32. Dyer, L.M. and C.A. Ross, Advising the small business client.
International Small Business Journal, 2007. 25(2): p. 130-151.

33. Hadar, L. and I. Fischer, Giving Advice under Uncertainty: What You
Do, What You Should Do, and What Others Think You Do Journal of
Economic Psychology, 2008. 29(5): p. 667-683.

34. Curran, J. and R. Blackburn, Panacea or White Elephant? A Critical
Examination of the Proposed New Small Business Service and
Response to the DTI Consultancy Paper. Regional Studies, 2000.
34(2): p. 181-189.

35. Edwards, P., S. Sengupta, and C.-J. Tsai, The Context-Dependent
Nature of Small Firms’ Relations with Support Agencies: A Three-
Sector Study in the UK. International Small Business Journal, 2010.
28(6): p. 543-565

36. Chrisman, J.J. and W.E. McMullan, A Preliminary Assessment of
Outsider Assistance as a Knowledge Resource; The Longer-Term
Impact of New Venture Counselling. Entrepreneurship Theory and
Practice, 2000. 24: p. 37-53.

37. Rotger, G.P., M. Gørtz, and D.J. Storey, Assessing the Effectiveness
of Guided Preparation for New Venture Creation and Performance:
Theory And Practice. Journal of Business Venturing, 2012. 27(4): p.
506-521.

38. Bennett, R.J. and P.J.A. Robson, Intensity of Interaction in Supply of
Business Advice and Client Impact: A Comparison of Consultancy,
Business Associations and Government Support Initiatives for SMEs.
British Journal of Management, 1999. 10(4): p. 351-369.

39. Boter, H. and A. Lundström, SME Perspectives on Business Support
Services: The role of Company Size, Industry and Location. Journal of
Small Business and Enterprise Development, 2005. 12(2): p. 244-
258.

40. Gino, F., A.W. Brooks, and M.E. Schweitzer, Anxiety,advice, and the
ability to discern: feeling anxious motivates individuals to seek and
use advice. Journal of Personality and Social Psychology, 2012. 102:
p. 497-512.

41. Gino, F. and D.A. Moore, Effects of task difficulty on use of advice.
Journal of Behavioral Decision Making, 2007. 20(1): p. 21-35.

42. Yaniv, I., Receiving other people's advice: Influence and benefit.
Organizational Behavior and Human Decision Processes, 2004.
93(1): p. 1-13.



36

43. Brockner, J., et al., The Role of Modeling Processes in the Knee Deep
in the Big Muddy Phenomenon. Organizational Behavior and Human
Performance, 1984. 33(1): p. 77-99.

44. Naldi, L., et al., All in the Family? An Exploratory Study of Family
Member Advisors and Firm Performance. Family Business Review,
2015. 28(3): p. 227-242.

45. Atherton, A., J.Y. Kim, and H. Kim, Who's driving take-up? An
examination of patterns of small business engagement with
Business Link. Environment and Planning C-Government and Policy,
2010. 28(2): p. 257-275.

46. Robson, P.J.A., S.L. Jack, and M.S. Freel, Gender and the use of
business advice: evidence from firms in the Scottish service sector.
Environment and Planning C-Government and Policy, 2008. 26(2):
p. 292-314.

47. Robson, P.J.A. and R.J. Bennett, SME growth: The relationship with
business advice and external collaboration. Small Business
Economics, 2000. 15(3): p. 193-208.

48. Storey, D.J., Entrepreneurship, Small and Medium Sized Enterprises
and Public Policies, in The Handbook of Entrepreneurship, D.B.
Audretsch and Z. Acs, Editors. 2003, Kluwer: London. p. 473-511.

49. Akerlof, G.A., The Market for ‘Lemons’: Quality uncertainty and the
market mechanism. Quarterly Journal of Economics, 1970. 84: p.
488-500.

50. Chrisman, J.J., E. McMullan, and J. Hall, The Influence of Guided
Preparation on the Long-Term Performance of New Ventures.
Journal of Business Venturing, 2005. 20(6): p. 769-791.

51. See, K.E., et al., The detrimental effects of power on confidence,
advice taking, and accuracy. Organizational Behavior and Human
Decision Processes, 2011. 116(2): p. 272-285.

52. Greene, F.J., K.F. Mole, and D.J. Storey, Three Decades of Enterprise
Culture. 2008, London: Palgrave.

53. McPherson, M., L. Smith-Lovin, and J.M. Cook, Birds of a Feather:
Homophily in Social Networks. Annual Review of Sociology, 2001.
27: p. 415-444.

54. Kuhn, K.M. and T.L. Galloway, With a Little Help From My
Competitors: Peer Networking Among Artisan Entrepreneurs.
Entrepreneurship Theory and Practice, 2013.

55. Bathelt, H., A. Malmberg, and P. Maskell, Clusters and Knowledge:
Local Buzz, Global pipelines and the Process of Knowledge Creation.
Progress in Human Geography, 2004. 28(1): p. 31-56.

56. Arendt, L.A., R.L. Priem, and H.A. Ndofor, A CEO-adviser model of
strategic decision making. Journal of Management, 2005. 31(5): p.
680-699.

57. Mole, K., et al., Differential Gains from Business Link Support and
Advice: A Treatment Effects Approach. Environment and Planning C-



37

Government and Policy, 2008. 26(2): p. 315-334.
58. Bennett, R.J. and C. Smith, The Influence of Location and Distance

on the Supply of Business Advice. Environment and Planning A,
2002. 34(2): p. 251-270.

59. Yaniv, I. and E. Kleinberger, Advice taking in decision making:
Egocentric discounting and reputation formation. Organizational
Behavior and Human Decision Processes, 2000. 83(2): p. 260-281.

60. Mole, K., Business Advisers' Impact on SMEs: An Agency Theory
Approach. International Small Business Journal, 2002. 20(2): p. 139-
162.

61. Gino, F., Do we listen to advice just because we paid for it? The
impact of advice cost on its use. Organizational Behavior and
Human Decision Processes, 2008. 107(2): p. 234-245.

62. Harvey, N. and I. Fischer, Taking advice: Accepting help, improving
judgment, and sharing responsibility. Organizational Behavior and
Human Decision Processes, 1997. 70(2): p. 117-133.

63. Gino, F. and M.E. Schweitzer, Blinded by anger or feeling the love:
how emotions influence advice taking. Journal of Applied
Psychology, 2008. 93(5): p. 1165.

64. Bonaccio, S. and R.S. Dalal, Advice taking and decision-making: An
integrative literature review, and implications for the organizational
sciences. Organizational Behavior and Human Decision Processes,
2006. 101(2): p. 127-151.

65. Baer, M. and G. Brown, Blind in one eye: How psychological
ownership of ideas affects the types of suggestions people adopt.
Organizational Behavior and Human Decision Processes, 2012.
118(1): p. 60-71.

66. Miller, T.L. and C.L. Wesley, Assessing Mission and Resources for
Social Change: An Organizational Identity Perspective on Social
Venture Capitalists' Decision Criteria. Entrepreneurship Theory and
Practice, 2010. 34(4): p. 705-733.

67. Down, S. and J. Reveley, Generational encounters and the social
formation of entrepreneurial identity:‘young guns’ and ‘old farts’.
Organization, 2004. 11(2): p. 233-250.

68. Staw, B.M., L.E. Sandelands, and J.E. Dutton, Threat rigidity effects
in organizational behavior: A multilevel analysis. Administrative
science quarterly, 1981: p. 501-524.

69. Anderson, C. and A.D. Galinsky, Power, optimism, and risk‐taking.
European journal of social psychology, 2006. 36(4): p. 511-536.

70. Fast, N.J., et al., Power and overconfident decision-making.
Organizational Behavior and Human Decision Processes, 2012.
117(2): p. 249-260.

71. Brinol, P., et al., The effects of message recipients' power before
and after persuasion: a self-validation analysis. Journal of
personality and social psychology, 2007. 93(6): p. 1040.



38

72. Tost, L.P., F. Gino, and R.P. Larrick, Power, competitiveness, and
advice taking: Why the powerful don't listen. Organizational
Behavior and Human Decision Processes, 2012. 117(1): p. 53-65.

73. Blau, P.M., Exchange and power in social life. 1964: Transaction
Publishers.

74. Emerson, R.M., Power-dependence relations. American sociological
review, 1962. 27: p. 31-41.

75. Bacharach, S.B. and E.J. Lawler, Power and politics in organizations.
1980: Jossey-Bass San Francisco.

76. Mole, K.F., et al., Assessing the Effectiveness of Business Support
Services in England Evidence from a Theory-Based Evaluation.
International Small Business Journal, 2009. 27(5): p. 557-582.

77. Koryak, O., et al., Entrepreneurial leadership, capabilities and firm
growth. International Small Business Journal, 2015. 33(1): p. 89-
105.

78. Roper, S. and M. Hart, Supporting sustained growth among SMEs–
policy models and guidelines. Enterprise Research Centre, 2013.

79. Parker, R. and D. Hine, Enterprise Policy and the Metagovernance of
Firm Capabilities. Administration & Society, 2015. 47 (6): p. 656-
679.

80. Drews, C.-C. and M. Hart, Feasibility Study – Exploring the Long-
Term Impact of Business Support Services, in Enterprise Research
Centre Research Paper No. 29. 2015, Aston Business School:
Birmingham.

81. Newman, A., et al., Psychological capital: A review and synthesis.
Journal of Organizational Behavior, 2014. 35(S1): p. S120-S138.

82. Luthans, F., C.M. Youssef, and B.J. Avolio, Psychological capital.
2007, Oxford: Oxford University Press.

83. Newman, A., et al. Can Your Network Make You Happy? The
Relationship between Entrepreneurs’ Social and Psychological
Resources and their Subjective Well-Being. in Academy of
Management. 2015. Vancouver.

84. Walumbwa, F.O., et al., An investigation of the relationships among
leader and follower psychological capital, service climate, and job
performance. Personnel Psychology, 2010. 63(4): p. 937-963.

85. Hmieleski, K.M. and J.C. Carr, The relationship between
entrepreneur psychological capital and new venture performance.
Frontiers of Entrepreneurship Research, 2008. 28(4): p. 1.

86. Kautonen, T., et al., Ties that blind? How strong ties affect small
business owner-managers' perceived trustworthiness of their
advisors. Entrepreneurship and Regional Development, 2010. 22(2):
p. 189-209.

87. McGrath, C.A., C.M. Vance, and E.R. Gray, With a little help from
their friends: Exploring the advice networks of software
entrepreneurs. Creativity and Innovation Management, 2003. 12(1):



39

p. 2-10.

88. Ocasio, W., Towards an attention‐based view of the firm. Strategic
management journal, 1997. 18(S1): p. 187-206.

89. Mole, K.F. and W. Keogh, The implications of public sector small
business advisers becoming strategic sounding boards: England and
Scotland compared. Entrepreneurship and Regional Development,
2009. 21(1): p. 77-97.

90. Jones, O., et al., The Evolution of Business Knowledge in SMEs, in
The Evolution of Business Knowledge, H. Scarborough, Editor. 2008,
Oxford University Press: Oxford. p. 23-50.



40

Centre Manager
Enterprise Research Centre

Aston Business School
Birmingham, B1 7ET

Enquiries@enterpriseresearch.ac.uk

Centre Manager
Enterprise Research Centre

Warwick Business School
Coventry, CV4 7AL

Enquiries@enterpriseresearch.ac.uk


