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Abstract 

 

In the face of private sector development, an interesting academic field of literature is the one 

of institutional entrepreneurship which considers organisations and individuals as endogenous 

factors to institutional change. However, while this field has predominantly been occupied 

with empirical cases from developed country contexts, the imperfect institutional frameworks 

that characterise many developing countries offer a unique ground for further developing this 

literature. 

Zambia National Marketeers Association (ZANAMA) is a non-profit association 

representing marketeers (market vendors) in Zambia who are among the most vulnerable 

employment groups in the country. It was established in 1999 with the mandate to nurture and 

promote marketeers‟ interest and welfare. Among the services it provides for its members, the 

following can be mentioned: market maintenance and upgrading, collateral bargaining with 

local and national authorities, and soft-loan schemes at competitive prices. 

Through a single-case of ZANAMA, the master thesis abductively investigates the 

following research question – How do marketeers associations in Zambia, through their 

institutional entrepreneurship, contribute to the private sector development in the Zambian 

markets? Based on this, it has a two-folded knowledge purpose: On the one hand, it wants to 

explore institutional entrepreneurship in Zambian markets; an area that has thus far received 

little academic attention. On the other, it is intended to theoretically explain how the Zambian 

marketeers associations, through their institutional entrepreneurship, contribute to the private 

sector development in Zambian markets. In answering the research question, a theoretical 

framework consisting of the variables organisational effectiveness, institutional 

entrepreneurship and private sector development is constructed based on two underlying 

hypotheses. The framework is then tested on the case of ZANAMA according to a 

hypothetical-deductive approach. 

The thesis concludes that the level of Zambian marketeers associations‟ effectiveness 

has a direct impact on their institutional entrepreneurship, which, in turn, covariates positively 

with their contributions to the private sector development in the Zambian markets when 

supported by an enabling operating context. It also points to the fact that effective marketeers 

associations rather provide new institutions for their members faced with severe institutional 

voids instead of influencing already established ones. 
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1 Introduction 

 

Zambia National Marketeers Association (ZANAMA) is a non-profit association representing 

marketeers (market vendors) in Zambia. It was officially established in August 1999 with the 

mandate to nurture and promote marketeers‟ interest and welfare in markets in Zambia. With 

the motto “We Feed and Dress the Nation”, ZANAMA has grown to become the largest 

association representing marketeers in Zambia and it provides a broad range of services for its 

members. Among others things, it maintains and builds infrastructures in markets, offers soft-

loan schemes to eligible members at favourable interest rates, and provides collateral 

bargaining in negotiating with local and national authorities. The association is mainly funded 

through membership fees, and it is organised in approximately 130 markets in 8 out of 

Zambia‟s 9 regional provinces. 

Marketeers constitute among the poorest and most vulnerable employment groups in 

Zambia. Besides working in the informal economy, and thus being placed outside the 

standard regulatory framework of the legal and political institutions of a society (Portes and 

Haller, 2005), marketeers operate in environments that is generally characterised by poor 

maintenance and market management, insufficient trading space, and deprived infrastructure 

and security (WoW, 2007). Although the markets in Zambia are under the management of 

Town or Municipal Councils, ZANAMA has in many respects succeeded in representing the 

interest and welfare of the marketeers in Zambia, and thus contributes to the private sector 

development in the Zambian markets. 

The aim of the thesis is to investigate how marketeers associations in Zambia, through 

a single-case study of ZANAMA, contribute to the private sector development in Zambian 

markets as institutional entrepreneurs. The concept of institutional entrepreneurship focuses 

on actors “channelling their efforts towards creating and transforming institutions that foster 

both economic and social development” (Mair et al., 2007: 36). A theoretical framework 

stipulating the relationship between the effectiveness of marketeers associations, their 

institutional entrepreneurship and their contributions to the private sector development in the 

Zambian markets will therefore be proposed and empirically tested in the following. 
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1.1 Research Field 

The economic analysis of development has in many respects taken an institutional turn 

(North, 1996; World Bank, 2001; Evans, 2005). Instead of ascribing the causes of economic 

underdevelopment to single causes and log-linear processes (e.g. lack of physical capital, 

insufficient entrepreneurship, or incorrect prices) (Adelmann, 2001), it is in this line of 

thought argued that institutions and institutional frameworks are the fundamental 

determinants of the performance of economies (North, 1990), and has therefore become the 

centre of development attention. Institutions, commonly defined as “rules, norms, and beliefs 

that describe reality for the organization, explaining what is and is not, what can be acted 

upon and what cannot” (Hoffman, 1999: 351), are hence not only creating incentives for 

private sector participation, but “they become embedded in the assumptions and behavior of 

economic actors with a thoroughness that makes them likely to persist in “path-dependent” 

ways” (Evans, 2005: 95). 

 Private sector development is another central concern in the international development 

community (Schulpen and Gibbon, 2002; Altenburg and von Drachenfels, 2006; DANIDA, 

2006). It is argued that central to development is economic growth, which, in turn, is 

optimally achieved through the private sector. Elements such as macroeconomic stability, 

good governance, and physical infrastructure have consequently been emphasised as 

important in ensuring a prosperous private sector where firms and entrepreneurs can thrive, 

and as a result contribute to the development in a locality. In conjunction with the institutional 

turn, sound and encouraging institutions and institutional frameworks are therefore decisive in 

ensuring a business environment that is prosperous (World Bank, 2001). 

The business environment is in many developing countries characterised by its 

institutional voids, where institutions such as the intermediaries facilitating and broking trade 

information, the enforcements of contracts and property rights, and the rules of law are 

imperfect or simply lacking (Khanna and Palepu, 1997; Khanna, Palepu and Sinha, 2005; 

Mair et al., 2007). How to operate in and overcome such institutional voids are major 

challenges or barriers for both multinational corporations (MNCs) entering these markets as 

well as for local entrepreneurs and businesses. An essential question for the development 

community is therefore how to build and ensure an institutional context which promotes the 

conduciveness of the business environment (World Bank, 2002). While this is already a 

central concern for international development agencies (Schulpen and Gibbon, 2002), an 

interesting area to investigate is how local organisations contribute to these processes. 

Institutional research has tended to emphasise how institutional forces that support continuity 
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and conformity shape organisational processes and structures (Maguire, Hardy and Lawrence, 

2004). On the other hand, the area of institutional entrepreneurship might offer interesting 

insights. In this line of thought, organisations and individuals are considered endogenous 

factors to institutional change (Garud et al., 2007). However, the literature on institutional 

entrepreneurship has dominantly been directed at developed country contexts (Mair and 

Marti, 2007; Leca et al., 2008). It is thus interesting to investigate how these processes unfold 

in a developing country where the institutional voids hamper the dynamics of the private 

sector. In filling this research gap, this thesis will therefore target marketeers associations in 

Zambia through a single-case study of ZANAMA. 

 

1.2 Research Question 

In accordance to the above, this master thesis will investigate the following research question: 

 

 

 

Implicit to this research question lays the hypothesis that the organisational effectiveness of 

the work and the activities of associations representing marketeers play a pivotal role in 

filling and transforming the institutional voids which market vendors face – its institutional 

entrepreneurship – and consequently, contribute positively to the private sector development 

of the Zambian markets. The main variables of the research question are therefore: 

„organisational effectiveness‟, „institutional entrepreneurship‟, and „private sector 

development‟. The research seeks to explore how the processes related to the research 

question unfold and to explain the relationships between the main variables (this will be 

elaborated on in section 3.1.1 Purpose of Research). To answer the research question, the 

thesis will use the single-case of Zambia National Marketeers Association (ZANAMA). 

In structuring and operationalising the main research question, two sub-questions are 

constructed: 

 

Sub-question 1: How does the effectiveness of marketeers associations influence their 

institutional entrepreneurship? 

Sub-question 2: How does the institutional entrepreneurship of marketeers associations 

contribute to the private sector development in the Zambian markets? 

How do marketeers associations in Zambia, through their institutional entrepreneurship, 

contribute to the private sector development in the Zambian markets? 
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1.3 Scope and Delimitations 

The unit of analysis in this thesis will be marketeers associations at the micro level in Zambia, 

operationalised through the single-case study of ZANAMA. The thesis will therefore be 

delimited from engaging in a wider analysis of the macroeconomic situation in Zambia and 

Southern Africa in general as attention will be devoted to the institutional entrepreneurship in 

Zambian markets. Furthermore, the focus will lay on the organisation instead of the 

individuals constituting it. This is because ZANAMA‟s leaders are elected on period basis, so 

the frequency of individuals coming in and out of the association is high. In order to grasp the 

context of the case, however, these delimited factors cannot be completely ignored and will be 

described to some extent. 

Furthermore, it has been stipulated that ZANAMA operates in the informal economy. 

The informal economy is a widely discussed concept with several theoretical approaches 

attached to it (Portes and Haller, 2005). For instance, it is either argued that the formal 

economy and informal economy are two separate units with minimal linkages; that the 

informal economy is inferior in relation to the formal economy; or, that due to over-regulation 

and government bureaucracy, entrepreneur informalisation is a rational response (SIDA, 

2004). Although this case could function as a useful contribution to these debates, the thesis 

will deliberately avoid engaging in this as it will not be in harmony with the research 

question. However, as the analytical context of the case is per definition in the informal 

economy, suitable theories deriving from this stream of literature will be employed. 

The thesis further aims at investigating an association‟s contribution to the private 

sector development in the markets in Zambia. Even though this is also a widely discussed 

topic (e.g., Schulpen and Gibbon, 2002), the intention of the thesis is to analyse how 

ZANAMA‟s institutional entrepreneurship affects this. The study will therefore be delimited 

from engaging in a wider debate of private sector development as an aim for the international 

aid community, but rather draw analytical elements out of the debate in order to 

operationalise the analysis. 

Lastly, the single-case of ZANAMA is used to provide a theoretical discussion of an 

agent‟s institutional entrepreneurship in the Zambian markets. The intention is therefore not 

to explicitly put forward normative recommendations and considerations concerning the 

future management of the association. 
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1.3.1 Case Justification 

The thesis aims at enhancing the understanding and recognition of associations representing 

one of the largest and most vulnerable employment groups in one of the least developed 

countries in the world. Zambia was in 2006 ranked 163 out of 173 countries on UNDP‟s 

Human Development Index (UNDP, 2008), and has since the failures of structural adjustment 

programmes (SAPs) witnessed a substantial decline in economic as well as social indicators 

(McCullock et al., 2001). Indicators on poverty and development in Zambia suggest that 

institutions enabling market participation for poor are lacking (World Bank, 2002). The thesis 

therefore justifies the choice of Zambia as a case country. 

 In analysing the institutional role of ZANAMA, contributions will also be made to the 

literature on institutional entrepreneurship. Institutional entrepreneurship was first introduced 

by Paul DiMaggio in 1988, and has been mostly concerned with empirical cases from the 

developed world. The choice of ZANAMA and Zambia is therefore relevant as it provides a 

basis for employing and trying the concept in a developing country context dominated by 

institutional voids hampering the private sector dynamics. Not only will this contribute to the 

theoretical and empirical development of the concept, but also it will provide valuable 

insights to the topics of private sector development. 

Moreover, and related to the former, many donor agencies and NGOs initiate 

programmes to promote private sector development in developing countries. DANIDA‟s 

Private Sector Development Programme and B2B Programme are obvious examples of this 

(DANIDA, 2006). Another, and perhaps more relevant, is the Danish NGO Mellemfolkeligt 

Samvirke‟s (MS) cooperation with the Alliance of Zambian Informal Economy Association 

(AZIEA) – an umbrella organisation to ZANAMA. The hub of the cooperation is to 

strengthen the rights and representation of informal economy workers. As this thesis seeks to 

enhance the understandings of the dynamics and roles of ZANAMA, it will hence be relevant 

for donor agencies and NGOs dealing with these issues. 

 

1.3.2 Structure of the Thesis 

The organisation of the thesis will be presented here which will guide the reader throughout 

the thesis. The research is divided into eight main chapters: 

In the first chapter, the thesis and its problem field has been introduced. More 

specifically, it has introduced and stipulated the thesis‟ overarching research question with its 

sub-research questions, as well as the case‟s justification and scope and delimitations. The 
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second chapter commences a literature review based on the thesis‟ main variables. The aim of 

this chapter is to sharpen the research question and to position the contributions of the 

research. Moreover, two hypotheses relating to the sub-research questions will be developed. 

The third chapter concerns the methodology of the research. This will clarify the 

thesis‟ research purpose (encompassing purpose of research, research design, research 

strategy, and philosophy of science), the theoretical and empirical frameworks, and the 

analytical approach. The aim of this chapter is therefore to account for the methodological 

choices taken, so that the validity and reliability of the thesis can eventually be assessed in the 

best possible way. 

The fourth chapter will present the case of the research. Emphasis therefore lays on the 

contextual presentation and on ZANAMA. The next chapter will initiate the analyses of the 

three separate variables of the thesis. These will lay the foundation for the subsequent chapter 

where the sub-research questions and hypotheses will be discussed. Furthermore, the thesis‟ 

external and internal validity will be treated. 

Lastly, the thesis will be concluded in chapter 7. Further perspectives of the findings 

are then dealt with in chapter 8. 
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2 Literature Review  

 

In the following chapter, a literature review based on the main variables of the thesis will be 

conducted, and will thus concentrate on institutional entrepreneurship, organisational 

effectiveness, and private sector development. 

  

2.1 Institutional Entrepreneurship 

Institutional economics has emerged as a reaction to „rationality postulates‟ of neo-classical 

economics which “maintains that values are given and constant and that individual economic 

agents select the most efficient means of maximising rationally chosen ends” (Harriss et al., 

1995: 3). According to North (1990), “institutions are the rules of the game in a society or, 

more formally, are the humanly devised constraints that shape human interaction” (ibid.: 3). 

He further argues that institutions can either be formal, such as rules and laws, and informal, 

such as norms, ethics, and acceptability, and that the main function of institutions in a society 

is to “reduce uncertainty by establishing a stable structure to human interaction” (ibid.: 6). 

Furthermore, Scott (1995) argues that organisations and organisational behaviour is 

constrained by three conceptions of institutions: the regulative, in which behaviour is guided 

through force and risk of formal sanction; the normative, in which ethics and norms guide 

behaviour; and the cognitive, in which institutions form the way organisations interpret and 

perceive their world, and act accordingly. 

One particular field of interest in institutional theory is how institutions change (ibid.). 

On the one hand, the analysis of institutional change has been occupied by exogenous 

explanations such as informal constraints embedded in societies or shocks that challenge 

existing institutions into alterations (e.g. Hoffman, 1999). On the other hand, however, the 

notion of institutional entrepreneurship has emerged as a “possible new research avenue to 

provide endogenous explanations for institutional change” (Leca et al., 2008: 3), and thus 

gives analytical room for the role of organisations as agents of change. 

The concept of institutional entrepreneurship was originally introduced by Paul 

DiMaggio in 1988 as he recognised that “institutional theory tells us relatively little about 

'institutionalization' as an unfinished process (as opposed to an achieved state)” (DiMaggio, 

1988: 12). He then identified actors with sufficient resources that contributed to the change of 

institutional setups in a way they favoured, and argued that these were institutional 
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entrepreneurs. The field has since then grown exponentially (e.g., Organization Studies‟ 

[2007] special issue on the topic), and according to Garud et al. (2002): “an appreciation of 

how institutions arise can add to our understanding of how and why we operate in today's 

environment relying on institutions hammered out in the past” (ibid.: 196). Furthermore, “it 

can also add to our understanding of how institutions can be created for the future as new 

technological, geographical and cultural imperatives emerge” (ibid.: 196). 

In a comprehensive literature review on the topic, Leca et al. (2008) argue that a 

consensus regarding the definition and process of institutional entrepreneurship has emerged. 

More specifically, in examining the literature on institutional entrepreneurship, the authors 

identify two broad recurring questions. The first question – Under what conditions are actors 

likely to become institutional entrepreneurs? – attempts to explain how agents become 

institutional entrepreneurs. This question therefore addresses the paradox of embedded 

agency (Leca and Naccache, 2006; Wijen and Ansari, 2007), in which it is criticised that 

studies on institutional entrepreneurship undermine the influence of institutional pressures on 

agents‟ behaviour. However, in directing attention towards the enabling conditions of 

institutional entrepreneurship, research has provided answers to why and how this in enabled. 

In particular, three different enabling conditions are presented. First, the enabling role of 

field-level conditions is emphasised. Many different, often interrelated, types of field-level 

conditions are identified. For instance, one is shocks in the form regulatory changes, social 

turmoil and competitive discontinuities that facilitate institutional entrepreneurship through 

agents‟ introduction of new ideas and practices. Another example is the presence of sensitive 

field-level problems that might trigger wider crises. 

The second type of conditions enabling institutional entrepreneurship is the role of 

actors‟ social position. It is in this argued that “actors‟ social position is a key factor in that it 

might have an impact both on actors‟ perception of the field [...] and on their access to the 

resources needed to engage in institutional entrepreneurship” (Leca et al., 2008: 9). This 

means that agents that are legitimate to a diverse set of stakeholders and have the ability to 

bridge these stakeholders as to access spread resources are more likely to emerge as 

institutional entrepreneurs. 

The last conditional factor relates to the enabling role of actors‟ specific characters. 

For instance, it is argued that institutional entrepreneurs should be socially skilled agents that 

have the ability to find and maintain collective identities, and are capable of shaping and 

meeting the interest of respective groups. It is further argued that agents with connections 
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between the value of their cause and their personal identities are more likely to appear as 

institutional entrepreneurs (e.g., Maguire et al. 2004). 

The second recurring question identified in the literature is: What are the processes of 

institutional entrepreneurship? To answer this question, two distinct processes are 

highlighted. First of all, institutional entrepreneurs use discursive strategies to meet their 

aims. Put in other words, “institutional entrepreneurs can mobilize legitimacy, finances, and 

personnel only when they are able to frame the grievances and interests of aggrieved 

constituencies, diagnose causes, assign blames, provide solutions, and enable collective 

attribution processes to operate (Snow and Benford, 1992: 150)” (Leca et al. 2008: 12). More 

specifically, institutional entrepreneurs engage in a discursively specification by calling 

attention to the weaknesses of certain institutions and institutionalised practices and norms in 

order to justify the promotion of alternative and superior institutional projects. 

The second process of institutional entrepreneurship is the mobilisation of tangible and 

intangible resources. The argument is that the success of institutional entrepreneurship 

depends much on agents‟ ability to access and leverage critical resources to increase their 

political influence and action (ibid.: 14). This relates to both tangible resources such as 

financial assets as well as intangible resources such as social capital, legitimacy and formal 

authority. However, the significance of the different resources in institutional 

entrepreneurship depends on the specific context. 

 The body of research that has been conducted on institutional entrepreneurship has 

dominantly been in developed country contexts where institutional entrepreneurs contribute to 

the change and development of existing institutions (Mair and Marti, 2007; Leca et al. 2008). 

An area that has received far less attention, however, is how actors contribute to institutional 

development and change in developing country contexts where the institutional framework is 

characterised by its fallacies and voids. According to Mair and Marti (2007), “we still know 

relatively little about how entrepreneurial actors attempts to transform institutions and to 

substitute them with new ones in developing countries where institutional arrangements are 

much less mature” (ibid.: 493). As the notion of institutional entrepreneurship centres around 

how agents develop and alter institutions, the contexts of developing countries where 

institutions have either failed or are non-existing thus provide a valuable setting for 

employing this theoretical concept. By asking question such as „what enables institutional 

entrepreneurship‟ and „how does agents engage in institutional entrepreneurship in developing 

countries‟, the viability of the theory will, on the one side, be tested and, on the other, be 
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developed. It is therefore relevant to focus institutional entrepreneurship on developing 

country contexts. 

One study that does investigate this is Mair et al.‟s (2007) paper on institutional voids 

and social entrepreneurs. The authors draw parallels between institutional entrepreneurs and 

social entrepreneurs in developing countries such as the NGOs Gram Vikas and BRAC 

operating in India and Bangladesh, respectively. The authors argue that these entrepreneurs 

are “identifying institutional gaps and barriers in the social and economic landscape that 

prevent people from escaping poverty” (Mair et al., 2007: 39). However, the empirical 

examples in the paper are rather descriptive, and omit an analysis of how institutional 

entrepreneurship is enabled for organisations faced with institutional voids and how the 

processes of institutional entrepreneurship unfold. As the notion of institutional 

entrepreneurship has been developed as an analytical tool for providing endogenous 

explanations for institutional change, an additional investigation of the actual work and 

activities commenced by an organisation is necessary. In order to better understand the 

enabling conditions and processes of institutional entrepreneurship, the theoretical framework 

of this thesis will be preceded with insights from the field of organisational effectiveness. 

 

2.2 Organisational Effectiveness 

The concept of organisational effectiveness has been developed as a tool for critically 

assessing and measuring the work and activities of organisations (Scott, 2003). It has 

increasingly been accepted that the exercise of examining the outcomes and consequences of 

organisations is beneficial for their further development (ibid.). An obvious way of defining 

organisational effectiveness could be to ask: “To what extent does an organization reach its 

goals?” (Herman and Renz, 1999: 108). However, the academic appliance of the concept has 

been much debated. The concept was during the 1950s and 1960s generally neglected by 

academics as they saw little theoretical substance in it. Furthermore, “the topic of 

organizational effectiveness is eschewed by some analysts on the ground that it necessarily 

deals with values and preferences that cannot be determined objectively” (Scott, 2003: 350). 

 Despite these concerns, organisational effectiveness is increasingly being employed 

when assessing organisations and their work. This is particularly true within the field of non-

profit organisations, as these cannot be assessed by conventional for-profit measures such as 

profitability as sales figures and their services are often intangible and therefore difficult to 

operationalise (Forbes, 1998). A critical assessment of the effectiveness of non-profit 
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organisations is therefore important as to conceptualise the outcomes and consequences of 

organisational processes and structures. 

 According to Forbes‟ (1998) empirical review of studies on non-profit organisational 

effectiveness, it is argued that, besides providing a significant apparatus for critically 

assessing the work of organisations, the concept has been approached in a variety of fashions. 

Early studies of effectiveness tended to employ either the goal-attainment approach or the 

system resource approach. The former was based on an assumption that the goals of an 

organisation are explicit and could easily be identified. Effectiveness was therefore measured 

as the degree of how these goals were met. The system resource approach, however, 

“measures effectiveness with reference to organizations‟ abilities to exploit resources from 

their environments, using political, institutional, and economic means to sustain their own 

functioning” (ibid.: 186). Both these approaches have dominantly used quantitative data such 

as financial reports and operational statements to assess effectiveness. However, as it became 

evident that no universal model or theory of effectiveness exists, and that it is more 

meaningful to rather develop frameworks for assessing it (Cameron and Whetten, 1983), more 

multidimensional approaches have emerged. This gave rise to a perceptual or reputational 

approach in which measured effectiveness according to the opinions of stakeholders to the 

organisation. 

 However, in Forbes‟ review of studies encompassing these approaches, it is concluded 

that the fallacy of most studies, apart from some recent emerging studies, is that these do not 

address effectiveness as a particular study to be explored but rather a distinct analytical 

objective. Accepting the ambiguity and vastness of the concept, he therefore proposes an 

emerging approach in which “assessments of effectiveness are not regarded as objective facts 

but neither are they regarded as arbitrary or irrelevant. Rather, the emergent approach holds 

that definitions and assessments of effectiveness have meaning but that the meaning is (a) 

created by the individual or organizational actors involved, (b) specific to the context in 

which it was created, and (c) capable of evolving as the actors continue to interact” (Forbes, 

1998: 195). Effectiveness can therefore be defined as “a social construction, an achievement 

of organizational agents and other stakeholders in convincing each others that an organization 

is pursuing the right objectives in the right way” (Herman and Renz, 1999: 109). 

In their paper, Sowa et al.‟s (2004) present a framework for studying organisational 

effectiveness coined Multidimensional Integrated Model of Nonprofit Organizational 

Effectiveness (MIMNOE). The authors underline that little theoretical and empirical 

consensus exists on the concept of organisational effectiveness, but they stress that “questions 
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of effectiveness have become increasingly important in the world of practice, as government 

and philanthropic funders, clients, and the public exert increased pressure on nonprofit 

organizations to demonstrate their impact on complex social problems” (ibid.: 712). In this 

respect, they acknowledge Forbes‟ emerging approach to effectiveness in which the concept is 

treated as a particular study to investigate rather than a goal in itself. Sowa et al. argue that the 

most appropriate approach to measure effectiveness is to develop multidimensional 

frameworks that capture the multiple dimensions of complexity that characterises 

organisations. The main proposition of the MIMNOE is therefore to present a framework for 

assessing the management and programme effectiveness of nonprofit organisations at a 

disaggregated level. The model consists of five main principles: 

1) There are multiple dimensions of effectiveness, with the primary dimensions being 

management and programme effectiveness. 

2) Management effectiveness and programme effectiveness are further composes by two 

subdimensions, (a) capacity (processes and structures) and (b) outcomes. 

3) Both objective and perceptual measures are needed to fully capture the dimensions of 

effectiveness. 

4) A model of organisational effectiveness should allow for organisational and 

programmatic variation within a systemic structure. 

5) The analytical method used to assess nonprofit organizational effectiveness should 

capture multiple levels of analysis and model interrelationships between the 

dimensions of organisational effectiveness. 

 

The strength of the model can be ascribed to its disaggregated and structured yet flexible 

nature of the effectiveness concept. As they argue, “a model of organizational effectiveness 

will be most effective to scholars and practitioners when it reflects an understanding of 

effectiveness as multidimensional, integrated, and at least partially socially constructed” 

(Sowa et al., 2004: 724). 

 As the notion of institutional entrepreneurship has been developed as a means for 

providing endogenous analytical explanations for institutional change, and is therefore not a 

deliberate strategy for marketeers associations, this thesis finds it necessary to first assess the 

effectiveness of marketeers associations in order to analyse the actual processes and enabling 

conditions of their institutional entrepreneurship. In conjunction with the first sub-research 

question, the following hypothesis can therefore be formulated: 
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Hypothesis 1: The level of marketeers associations‟ effectiveness affects their institutional 

entrepreneurship correspondingly. 

 

2.3 Private Sector Development and Institutional Voids 

The development of the private sector has in many ways become a central concern as to 

ensure the general development of countries. For instance, the World Bank (2001) illustrates 

the central role of markets in the lives of the poor in developing countries, and thus calls for 

attention towards the development of these. DANIDA (2006) also argues that “Vigorous 

private sector development is a decisive precondition for growth” (ibid.: 4), and aims at 

improving “the preconditions for operating private business in the developing countries and 

thus [opening] up the possibility for these measures being able to function as the motor of 

economic growth that benefits the most impoverished population groups” (ibid.: 6). 

According to Schulpen and Gibbon (2002), a donor consensus emerged in the late 1990s on 

the logic of development thinking: “(a) poverty reduction is the main objective of 

development (cooperation); (b) central to development is economic growth; (c) economic 

growth is best achieved through the private sector; and (d) government has a role to play in 

making the private sector flourish and ensuring that growth contributes to poverty reduction” 

(ibid.: 2). The authors further present a conceptualisation of the elements and levels of private 

sector development (see  

Appendix 1 – Elements and levels of private sector development). They divide private sector 

elements, such as good governance, physical infrastructure and institutional infrastructure, 

into four levels: international (countries); macro (state); meso (branch); and micro (company). 

Although the policies and scope of donors‟ private sector development interventions are much 

discussed (e.g., Schulpen and Gibbon, 2002; Altenburg and von Drachenfels, 2006), 

researchers and development practitioners alike agree that private sector development serves 

as an important aspect of development, however presented. 

As has been pinpointed earlier, a hampering condition in the private sector 

development of developing countries is their institutional fallacies and voids, such as the lack 

of intermediary and regulatory systems and contract enforcing mechanisms. The World 

Bank‟s World Development Report 2002, titled “Building Institutions for Markets”, is 

concerned with building market supporting institutions that foster private sector growth, and 

consequently alleviate poverty. As poor people are mostly affected by institutional failure, it 

is therefore pivotal to ensure a sound institutional framework. It is stated that market 
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supporting institutions channel information about market conditions, goods, and participants; 

define and enforce property rights and contracts; and increase competitions in markets. These 

three institutional functions affect the distribution of assets, incomes, costs, the incentives of 

market participation, and efficiency of market transactions. Therefore, “institutions that 

support market transactions can thus affect poor farmers in Latin America as much as they 

affect wealthy businessmen in Canada” (World Bank, 2002: 9). The report also argues that 

when building effective institutions, the following is important: complement institutional 

designs with what already exists; innovate to identity institutions that work; connect 

communities through information flows and trade; and promote competitions – among 

jurisdictions, firms, and individuals. 

An UNIDO (1999) paper argues that the weaknesses of the private sector in Africa can 

be ascribed to factors such as incoherent macroeconomic policies, underdeveloped financial 

systems, lack of physical infrastructure, and a lack of supporting legislations and policies. The 

role of public and private sector institutions is particularly emphasised: “The role of the state 

has changed, and while public institutions are no longer as directly involved in the provision 

of goods and services, they still have an important role to play in development of private 

sector, principally to regulate and promote its development” (ibid.: 23). Additionally, “While 

the role of the government in supporting the private sector is an important one, its role in 

providing services should be indirect. The public sector can stimulate the provision of 

services through private sector providers – private consulting firms, for instance, or private 

sector associations – but the era of government-operated business support services is ending” 

(ibid.: 16). As African countries must to a larger degree rely on the private sector due to the 

increased competitiveness caused by globalisation, a central issue is therefore to overcome 

these problems, and particularly expand the capacity of public and private sector institutions. 

Khanna and Palepu (1997) state that voids in the institutional frameworks of emerging 

and developing economies predominantly impede the economic exchange in the capital, 

labour and product markets. This can, for instance, be seen in the inadequate information 

related to assessing goods and services to purchase, misguided regulations that distort the 

functioning of the markets, and inefficient judicial systems that make firms reluctant to do 

business as they cannot ensure that partners respect the contracts in reliable and predicable 

ways. Because of this, multinational corporations are therefore, according to the authors, 

reluctant to conduct business in these contexts. 

Venkataraman (2004) points to the fact of how the lack of local institutions can 

impede local entrepreneurship. More specifically, he argues that besides the apparent and 
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necessary tangible institutions such as sound legal system, transparent capital markets, and 

transportation systems, intangible institutions are “the sufficient conditions that allow, 

specifically, for Schumpeterian entrepreneurship to thrive in a locality” (ibid.: 153)
1
. Seven 

particular forms of intangibles are listed: focal points of producing novel ideas; the need for 

right role models; the need for informal forums of entrepreneurships; the need for region-

specific ideas to be created; the need for safety nets; the need for gateways to large markets; 

and the need for executive leadership. The argument is therefore that an institutional context 

not accompanied by these intangibles will hamper the conduciveness of business environment 

for entrepreneurs. 

The institutional voids in the context of an informal economy can only be argued to be 

even more disturbing (McKeever, 2003). The concept of informal economy was originally 

coined by Hart (1973) in a study on urban labour markets in Africa where he found that 

economic activities that are unrecognised, unrecorded, unprotected or unregulated kept on 

expanding, and was not confined to marginal sectors, but cut across the wider economy. 

Although the concept has been much debated and received much criticism due to its analytical 

vagueness and normative attachments (Portes and Haller, 2005), a consensus among 

researchers seems to have emerged on the definition that “the proper scope of the term of the 

term informal sector encompasses “those actions of economic agents that fail to adhere to the 

established institutional rules or are denied their protection” (Feige 1990, 990)” (ibid.: 404). 

Accordingly, McKeever (2003) goes as far as stating that there are, by definition, no formal 

institutions regulating this informal economy. 

 Therefore, in the light of these institutional voids, the question is how to best fill them 

as to best facilitate the private sector development. While the aspects of market creation and 

market functioning are important for the growth and thrive of the private sector (e.g. Khanna 

and Palepu, 1997; World Bank, 2002), another pivotal aspect is related to the institutional 

voids restricting market participation. Mair and Marti (2007) argue that social entrepreneurs 

in developing countries faced with institutional voids step in to develop the failed and lacking 

institutions that can deliver goods and services to those most in need, and thus act as 

institutional entrepreneurs. More specifically, the authors argue that the previous work on 

institutional voids has either focused on how these hinder market creation or hamper market 

                                                 
1
 According to Schumpeter (1976), “the function of entrepreneurs is to reform or revolutionize the pattern of 

production by exploiting an invention or, more generally, an untried technology possibility for producing a new 

commodity or producing an old one in a new way, by opening up a new source of supply of materials or a new 

outlet for products, by reorganizing an industry and so on... This kind of activity is primarily responsible for the 

recurrent „prosperities‟ that revolutionize the economic organism and the recurrent „recessions‟ that are due to 

the disequilibrating impact of new products or methods” (ibid.: 132). 
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function. However, the existence and functioning of markets are not sufficient to ensure that 

poor people can participate in markets: “Market access and activity are affected by the social, 

cultural and political institutions in which they are embedded. We believe that the failure of 

markets to engage the poor in positive development spirals indicates the existence of a third 

type of institutional void: the institutional void that impedes market participation” (Mair et 

al., 2007: 37). 

This is approach to private sector development is in conjunction with Amartya Sen‟s 

(1999) famous capability approach to poverty and development. The 1998 Nobel Laureate in 

Economic Science argues that “What the capability perspective does in poverty analysis is to 

enhance the understanding of the nature and causes of poverty and deprivation by shifting 

primary attention away from means [...] to ends that people have reason to pursue, and, 

correspondingly, to the freedoms to be able to satisfy these ends” (ibid.: 90). Therefore, as the 

institutional voids hampering market participation are addressed, marketeers can trade and 

vend more freely without the risk of exclusion, and thus partake in the private sector 

development. 

 As marketeers associations typically aim to nurture and promote the interests of 

marketeers which constitute one of the poorest and most excluded employment groups in 

Zambia (WoW, 2007), it is in this hypothesised that associations‟ work and activities address 

the institutional voids that hampers market creation, functioning and participation. In doing 

so, the institutional entrepreneurship of marketeers associations contribute positively to the 

private sector development in the Zambian markets. To answer the second sub-research 

question, the following hypothesis can therefore be constructed: 

 

Hypothesis 2: The level of marketeers associations‟ institutional entrepreneurship 

contributes correspondingly to the private sector development in the Zambian markets.  
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3 Methodology 

 

In the following chapter, the methodology of the thesis will be presented. More specifically, 

focus will be devoted to the research approach and the theoretical, empirical and analytical 

frameworks. 

 

3.1 Research Approach 

This section will clarify the thesis‟ research purpose, research strategy, research design and 

philosophy of science. 

 

3.1.1 Purpose of Research 

The overall knowledge interest of this master thesis is to fill the research gap on institutional 

entrepreneurship in a developing country context and its effect on the private sector 

development. This will be done through an investigation of how marketeers associations in 

Zambia, through their institutional entrepreneurship, contribute to the private sector 

development in the Zambian markets. The target population of the study is therefore 

marketeers associations in Zambia. The knowledge purpose of the thesis is twofold: on the 

one hand, it is explorative in the sense that the thesis embarks on an investigation of a little 

researched phenomenon: institutional entrepreneurship in Zambian markets. On the other 

hand, the thesis has an explanatory purpose in the sense that it seeks to theoretically explain 

how marketeers associations, acting as institutional entrepreneurs, contribute to the private 

sector development in the Zambian markets. In this regard, a theoretical framework will be 

constructed explaining the relationships between the framework‟s strategic variables. 

The foundation for this master thesis was laid through an internship I undertook with 

ZANAMA from 1 September 2008 to 17 December 2008 (see Appendix 2 – Internship 

contract). Besides fulfilling the administrative responsibilities of the internship, I was to 

conduct this research. A consequence of using the internship as empirical foundation for the 

thesis, however, is that the research was conducted according to an action research approach 

(Andersen, 2003). This has its strengths and weaknesses: On the one hand, it allowed me to 

obtain first hand observations and experiences of the work and activities of ZANAMA. This 

way, I have been in a position of gaining a holistic understanding of the case and the context 

in which it is embedded. On the other, however, there is a risk that the research objectives 
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may have been influenced subjectively by my role as an intern with ZANAMA. For instance, 

confusion might have arisen for interviewees as to how to perceive my position as both an 

intern and a researcher. This may have had disturbing consequences for the focus and 

emphasis of the answers given. 

There is also the risk that I may have encountered selective perception through my role 

as an intern with ZANAMA. Selective perception describes the phenomenon whereby the 

researcher becomes biased to only perceive some specific facts while ignoring other 

(Andersen, 2003). The internship was predominantly conducted with ZANAMA‟s National 

Executive Committee in Chisokone Market in Kitwe, Copperbelt Province. It is in this market 

that the association was originally established in 1999, and has thus been the centre of much 

ZANAMA activity. Although I was able to travel around the country to visit a number of 

ZANAMA branches, the analysis might be biased of the fact that most of my duties as an 

intern were carried out in this market. 

It has therefore been necessary to triangulate the data in this thesis. Firstly, a broad set 

of semi-structured interviews was conducted with internal and external ZANAMA 

stakeholders. Secondly, extensive field notes based on observations and dialogues have been 

taken. And thirdly, secondary sources when available such as reports and articles have been 

used. See section 3.3 Empirical Framework for an elaborated discussion on this. This 

triangulation of the data should therefore overcome potential biases encountered through the 

internship. 

 

3.1.2 Research Strategy 

In conducting the research, the thesis has used the intertwined abductive research method. 

According to Dubois and Gadde (2002), abductive, or systemic combining, research “is a 

process where theoretical framework, empirical fieldwork, and case analysis evolve 

simultaneously” (ibid.: 554), and is an advantageous research method as it allows the 

researcher to move back and forth between different research activities and between the 

empirical observations and theory. The constant matching and direction/redirection between 

theory and the empirical world which characterise the abductive method are particularly 

necessary as the intention of this thesis is to test a theoretical concept in a context where little 

research has been conducted (Bitsch Olsen and Pedersen, 1999). More specifically, the thesis‟ 

problem field has been abducted on observations made during the internship on institutional 

entrepreneurship in Zambian markets. From this, two hypotheses have been developed based 
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on the literature review explaining the relationships between the variables of the abducted 

research question. These are, in turn, tested according to a hypothetical-deductive approach, 

where the data either validate or falsify the hypotheses (Flyvbjerg, 2006). 

This way, an approach in which the theoretical, empirical and analytical focus has 

continuously been adjusted as the case evolved has been employed. The main elements of the 

abductive research method are illustrated in the following figure: 

 

Figure 1 – Abductive research approach 

 

Source: Dubois and Gadde (2002:555) 

 

3.1.3 Research Design 

The research is designed as an in-depth qualitative case study of ZANAMA. Yin (2009) 

defines a case study as “an empirical inquiry that investigates a contemporary phenomenon in 

depth and within its real-life context, especially when the boundaries between phenomenon 

and context are not clearly evident” (Yin, 2009: 18). As the research question intends to 

investigate how marketeers associations embark on a contemporary phenomenon in a real-life 

context, the thesis finds the choice of a case study approach, instead of other research 

methods such as surveys and experiments, appropriate. The research is moreover conducted 

qualitatively (Creswell, 2003). According to Lee (1999), qualitative research is suitable when 

the following is important: “(a) contextualization, (b) vivid description, (c) dynamic (and 

possible causal) structuring of the organizational member‟s socially constructed world, and 
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(d) the worldviews of the people under the study” (Lee, 1999: 43). This is the case here as the 

aim is to explore and explain the problem field in depth. It should also be noted that the 

research will employ a holistic approach to the case study. This means that ZANAMA will be 

analysed as one national association, instead of a result of its many branches around Zambia. 

Another methodological choice is the use of a single-case study instead of a multiple-

case study. As there are no complete register or database covering the number or sizes of 

marketeers associations in Zambia, the thesis will rely on an identified and important single-

case. The decision is furthermore justified on to four rationales: Firstly, the case is unique in 

the sense that ZANAMA is the largest and most influential association representing 

marketeers in Zambia. ZANAMA has in many ways pioneered the ways marketeers are 

represented in Zambia, and thus offers unique insights in relation to its strategies, structures 

and processes. Secondly, the case is at the same time a representative case in the sense that 

there are many similar associations representing informal economy workers in Zambia, such 

as Zambia Traders and Marketeers Association (ZATMA), Vendors Association of Ndola, 

and Zambia Fisheries and Marketeers Union (see WoW, 2007). The challenges deriving from 

informality and lacking institutions are present for all associations operating in the same 

context as ZANAMA, so the lessons learned from this research should be informative for 

other association as well. 

It can also be argued that the case of ZANAMA constitutes a critical case (Flyvbjerg, 

2006). The critical case can be defined as “having strategic importance in relation to the 

general problem” (ibid.: 229). This means that the case of ZANAMA provides insights to the 

hypotheses that permit logical deductions to the answer of the overall research question. As 

ZANAMA is hypothesised to be an effective association that, through its institutional 

entrepreneurship, contributes positively to the private sector development in the Zambian 

markets, it is likely that the hypothetical causal relationships are valid for other Zambian 

marketeers associations alike. This does, however, also mean that this research‟s conclusions 

will not be valid for ineffective marketeers associations, but that is of less interest as these are 

not anticipated to contribute much to private sector development. 

Lastly, the case can be presented as a paradigmatic case. Paradigmatic cases are 

characterised as “cases that highlight more general characteristics of the societies in question” 

(ibid.: 232). A critical case therefore “operates as a reference point and may function as a 

focus for the founding of schools of thought” (ibid: 232). Based on the same arguments made 

for the unique rationale (largest, first, and most influential association), the case of ZANAMA 
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may also prove to set new standards and become a point of reference for Zambian marketeer 

representation. 

It should lastly be noted that while the abovementioned rationales may seem 

diverging, they are not mutually exclusive. Following Flyvbjerg‟s (2006) argument, “The 

interpretation of such a case [with various strategies of selection] can provide a unique wealth 

of information because one obtains various perspectives and conclusions on the case 

according to whether it is viewed and interpreted as one or another type of case” (ibid.: 233). 

 

3.1.4 Philosophy of Science 

The research philosophy implicit to this thesis can be understood on two different levels. 

Firstly, the meta-meta-science adheres to epistemological social constructivism. This suggests 

that no complete objective understanding of the research object exists (Rasborg, 2004); that 

the way Zambian marketeers associations, through their institutional entrepreneurship, 

contribute to the private sector development of Zambian markets is constructed by the way we 

perceive it. 

Vivien Burr (1995) proposes four features that describe social constructivism: a 

critical stance towards taken-for-granted knowledge; historical and cultural specificity; 

knowledge is sustained by social processes; and knowledge and social action go together. In 

contrast to the positivistic approach which argues that the world is constant and numerically 

measurable, it is the main proposition of social constructivism that the world is constructed by 

the way people perceive it (ibid.). The goal of this research has therefore been to “rely as 

much as possible on the participants‟ views of the situation being studied” (Creswell, 2003: 

8). This is in line with North‟s (1995) understanding of institutional economics where he 

argues that “The incomplete information and limited mental capacity by which to process 

information determines the cost of transaction which underlies the formation of institutions” 

(ibid.: 18). It is therefore necessary to maintain a research philosophy that accounts for 

individuals‟ mental models and perceptions constituting the environment they are embedded 

in. 

 The other level of the thesis‟ philosophy of science describes the concrete employed 

research philosophy. This adheres to the objectivistic paradigm; “the camp that believes truth 

can be tested, and that general laws and theories can and should be formulated” (Bitsch Olsen 

and Pedersen, 2008: 157). The premise is that one can construct theories that can be produced 

empirically, and that the proposed method must yield similar results if used by other 
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researchers. This is clearly reflected in the thesis‟ abductive/hypothetical-deductive research 

method as well as in the framework‟s hypothesised linear cause-effect causality (see section 

3.2.2 The Relationships of the Theoretical Framework). Accordingly, as the thesis aims at 

generalising the findings of the single-case to the target population, it will, in conjunction 

with the objectivistic paradigm, be possible to discuss the validity and reliability of the 

theoretical framework. 

 In sum, while the thesis maintains, on an epistemological level, that “truth is a 

judgement we make on an argument or viewpoint that is determined by certain socially 

institutionalised rules” (Birsch Olsen and Pedersen, 2008: 164), it also preserves the right on a 

methodological level that theories can be generalised within this constructed reality. 

 

3.2 Theoretical Framework 

The following section has two purposes: One, it will present and justify the central elements 

of the theoretical framework proposed in the literature review. Two, it will discuss how the 

relationships of the framework should be understood. The theoretical framework is illustrated 

in the following figure: 

 

Figure 2 – Theoretical framework 

 

 

3.2.1 Strategic Variables 

The theoretical framework consists of three strategic variables: Organisational effectiveness; 

institutional entrepreneurship; and private sector development. In order to assess ZANAMA‟s 

organisational effectiveness, the thesis will employ Sowa et al.‟s (2004) Multidimensional 
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 Market creation 

 Market 
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participation 

Zambian context 
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Integrated Model of Nonprofit Organizational Effectiveness (MIMNOE). Even though the 

model is developed fairly recently, and has thus not received much academic scrutiny, this 

thesis finds it applicable as the main proposal of the model is to develop a framework based 

on five distinct principles (see the Literature Review). Acknowledging the previous literature 

on organisational effectiveness, the model therefore presents a mere methodology for 

assessing how effective an organisation is. For instance, the distinction between capacity and 

outcomes of management and programme effectiveness, and its focus on objective and 

perceptual measures, are consistent with what the analysis of ZANAMA‟s effectiveness 

intend to achieve; namely a disaggregated picture of ZANAMA‟s effectiveness through the 

use of different measures. This will benefit the subsequent discussion of the relationship 

between ZANAMA‟s effectiveness and its institutional entrepreneurship as it can unfold on 

multiple levels. 

 ZANAMA‟s institutional entrepreneurship will be analysed according to Leca et al.‟s 

(2008) understandings of the concept. The authors argue that a consensus regarding the 

definition and process of institutional entrepreneurship has emerged, which relates to under 

what conditions institutional entrepreneurship is enabled, and under which processes it 

unfolds. As the thesis aims at exploring and explaining the concept of institutional 

entrepreneurship in Zambia, the thesis must draw on previous literature to identify fits 

between the existing theory and the empirical picture. The thesis therefore justifies Leca et 

al.‟s (2008) findings in analysing ZANAMA‟s institutional entrepreneurship. Even though the 

concepts of effectiveness and institutional entrepreneurship might be perceived 

interchangeably, they are kept analytically separated as the former is occupied with the factual 

deliberate management and programmes of ZANAMA, while the latter deals with an 

analytical consideration of how the work of the association can be understood. 

 Lastly, in analysing ZANAMA‟s contributions to the private sector development in 

Zambian markets, the thesis will draw on the theoretical contributions of Mair et. al. (2007). 

The authors propose that institutional voids in developing countries might hamper market 

creation, market functioning, and market participation, and that these should be addressed to 

promote private sector development that aims at alleviating poverty. However, as the levels 

and elements of private sector development are not sufficiently addressed, it will be 

supplemented by Schulpen and Gibbon‟s (2002) classification of this. Furthermore, in 

identifying institutional voids, inspiration will be drawn from Khanna and Palepu (1997), 

Venkataram (2004), and World Bank (2002). Combined, these theoretical inputs will provide 
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a foundation from which ZANAMA‟s contributions to private sector development can be 

analysed. 

 The theoretical framework is framed within the Zambian context as a means for 

covering issues derived from ZANAMA‟s operational context that might influence either of 

the strategic variables. This context is further elaborated on in section 4.1 Contextual 

Presentation. 

In sum, the theoretical framework stipulates that in order to assess how the enabling 

conditions and processes of ZANAMA‟s institutional entrepreneurship contributes to the 

private sector development in Zambian markets (which is operationalised according to market 

creation, market functioning, and market participation), a thorough assessment of the 

association‟s effectiveness is necessary. Furthermore, as the research question asks how 

marketeers association in Zambia, through their institutional entrepreneurship, contributes to 

the private sector development in Zambian markets, the context of Zambia will be the 

overarching theme of the theoretical framework. 

 

3.2.2 The Relationships of the Theoretical Framework 

The main proposition of the theoretical framework is that the effectiveness of ZANAMA‟s 

organisation demonstrates a positive relationship with its institutional entrepreneurship which 

subsequently contributes positively to the private sector development of Zambian markets. 

The logic of the relationships of strategic variables is therefore as follows: The dependent 

variable private sector development (Z) is dependent on the mediator variable institutional 

entrepreneurship (Y) which is dependent on the independent variables organisational 

effectiveness (X). The three variables should be understood in ordinal terms, meaning that 

they aim at revealing high or low effectiveness, institutional entrepreneurship and private 

sector development, respectively. Considering the covariance between the variables, the 

following linear positive and negative relationship can be constructed: 

 

The covariance between the independent, mediator and dependent variables is represented in 

the hypotheses developed in the Literature Review. There is also the possibility of feedback-

loops in the framework; i.e. that, the positive contributions of ZANAMA‟s institutional 

entrepreneurship on the private sector development in Zambian markets might eventually 

affect the association‟s effectiveness positively or negatively. The possible feedback-loops are 

visualised in following: 

± 

 

X      Y      Z ± 
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The theoretical framework can then be understood as a system where the different variables 

influence each others, and that change in one will affect another. 

Lastly, the question is whether or not a causal relationship in the framework can be 

proven. According to Andersen (2003), causality is determined by four factors: 

1. That covariance between the variables can be proven; 

2. that the structure of the variables appear in a chronological order; 

3. that no other interfering variables are present; 

4. and that the relationship is clearly theoretically founded. 

 

Particularly the third factor is difficult to control. In this respect, it can be expected that other 

factors such as economic, political and cultural variables might influence either of the 

strategic variables. In dealing with this, the theoretical framework is framed within the 

Zambian context. The second criterion only applies to relationships between variables 

evolving over time, and is therefore not relevant in this context as the framework proposes a 

concurrent event, i.e. that the relationships evolve simultaneously. The covariance between 

the variables will additionally be assessed nominally, signifying that they are either validated 

or falsified. 

The issues of causality as well as the discussion of feed-back loops will be dealt with in 

the final discussion of the validity of the theoretical framework, after the strategic variables 

are analysed and hypotheses discussed. 

 

3.3 Empirical Framework 

The empirical framework of the thesis mainly consists of qualitative primary data collected 

during the internship, but also some secondary sources. 

 

3.3.1 Primary Data 

Semi-structured interviews and field-observations constitute the primary sources. The semi-

structured interviews conducted for providing data to answer the research question can be 

divided into four groups: interviews with ZANAMA leaders; interviews with local and 

± 

 

X      Y      Z ± 

 
± ± 

± 
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national authorities; interviews with other associations representing marketeers; and 

interviews with marketeers. See Appendix 3 for an overview over the interviews conducted.  

Although the interviews differed somewhat in scope, the main intention of all the 

interviews was to investigate the diverse group of stakeholders‟ perception on the three main 

variables of the thesis. Regarding the first, questions concerning ZANAMA‟s effectiveness 

were asked. In investigating ZANAMA‟s institutional entrepreneurship, attention was 

devoted to how ZANAMA assist the marketeers in overcoming the challenges they face when 

doing business in the markets. In respect to the private sector development in the markets, the 

challenges in the business environment and how to address these were in focus. 

The groups of interviewees were selected to obtain a diversified and representative 

picture of the case. ZANAMA representatives at all organisational levels (see 4.2.2 

Organisational Structure) were interviewed so that a comprehensive analysis could be 

facilitated. The interviews with the local and national authorities were conducted as the 

administration and management of the markets belongs to these. At the same time, their views 

on ZANAMA and its role in the markets were of interest. The group of other associations 

representing marketeers was chosen as these are operating in the same environment as 

ZANAMA, and are thus facing many of the same challenges, as well as to provide a mean for 

assessing the generalisability of the case. The marketeers were interviewed as these are the 

ones that are the main beneficiaries of ZANAMA‟s work, and therefore also the ones that best 

understand the dynamics and challenges of operating in the markets. All interviews apart from 

the ones with the marketeers were conducted according to interview guides and were digitally 

recorded. The most relevant interviews were further transcribed (see Appendix 7 – Content of 

enclosed CD). The length of these interviews varied from approximately 30 minutes at the 

shortest to 90 minutes at the most. A total number of 34 interviews were conducted with 

marketeers on four occasions. Representative interviewees were selected according to a 

segmentation of the markets (i.e. marketeers selling clothes, services, food, or non-food) (see 

Appendix 4 – Segmentation of Chisokone Market). The interviews were based on an 

interview guide, and were conducted in the markets at the marketeers‟ stands. The length per 

interview was in general not more than 10 minutes, and the number of interviewees per 

interview varied from one to four. The interviews were further recorded in hand, and as the 

marketeers‟ level of English varied much, local Zambian interpreters were used. 

In addition to the semi-structured interviews, observatory field notes were extensively 

taken during the internship to support the collection of primary data and to document the 

activities and effects of ZANAMA. 
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3.3.2 Secondary Data 

The secondary data in the thesis are both of an internal and external nature in relation to 

ZANAMA. In relation to the former, ZANAMA constitutions, resolutions and press releases 

have been used. However, as the association has not provided any reports on its financial 

situation, it will not be possible to objectively account for this in the thesis. External 

secondary data consists of publications on the informal economy and informal economy 

organisations in Africa (e.g. Schneider, 2002; WoW, 2006; WoW, 2007), and articles and 

reports on Zambia‟s political and economic situation (e.g. McCullock et al., 2001; Gaynor, 

2005; EIU, 2008; UNDP, 2008; EIU, 2009). 

 Many of these sources should, however, be treated with caution. For instance, War on 

Want (WoW) is a British NGO that “fights poverty in developing countries”
2
, and its research 

on the informal economy is therefore potentially politically biased. In addition, there is the 

risk of subjectivity in the internal secondary sources as they have been prepared for other 

purposes. Data triangulation of the information gained from the external and internal sources 

has therefore been necessary as far as possible in addressing these weaknesses. 

 

3.4 Analytical Approach 

This section will account for how the analyses will be operationalised based on the empirical 

and theoretical frameworks. Furthermore, in order to assess the rigour of the case study, its 

construct validity and reliability will also be discussed (Gibbert et al., 2008). 

 

3.4.1 Operationalisation of Analysis 

The thesis‟ analysis will take its point of departure in a presentation of the case. More 

specifically, this will entail a contextual presentation of ZANAMA‟s operating environment 

and an introduction to the association. The former will focus on Zambia in general, the 

informal economy, and the markets in particular. It will employ secondary sources such as 

official reports (e.g. WoW, 2006; 2007; UNDP, 2008), and academics papers on Zambia‟s 

development (e.g. McCullock et al., 2001; Schneider, 2002; Gaynor, 2005). The case of 

ZANAMA, on the other hand, will be organised around the association‟s mandate and 

                                                 
2
 http://www.waronwant.org/, last retrieved 12 August 2009 
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identity, its organisational structure, and the current position. To describe this, internal 

secondary sources (ZANAMA‟s Constitutions and press releases) and primary data 

(interviews conducted with ZANAMA leaders at different levels of the association) will be 

used. However, as no financial reports exist on ZANAMA, it will be impossible to objectively 

account for this in this section and elsewhere in the thesis. 

 The main variables of the proposed theoretical framework will then be analysed 

separately, before the two sub-research questions will be discussed in Chapter 6. The analysis 

of the first independent variable, ZANAMA‟s effectiveness, will be based on Sowa et al.‟s 

(2004) five principles constituting the Multidimensional Integrated Model of Nonprofit 

Organizational Effectiveness. The model calls for a perceptual and objective assessment of an 

organisation at multiple levels. The data supporting the analysis will therefore be employed 

accordingly. In terms of the perceptual measures, the analysis will solely draw on the primary 

data found in the semi-structured interviews with ZANAMA‟s stakeholders and field 

observations. In terms of the objective measures, the analysis will use more secondary 

sources, such as the association‟s Constitution and policies. 

 The analysis of the, mediator variable, institutional entrepreneurship, will employ 

previous literature on the concept, as presented by Leca et al. (2008), to identify empirical 

similarities in the case of ZANAMA. Again, the majority of data will derive from semi-

structured interviews with different relevant stakeholders and field observations, but 

secondary internal and external sources will also be used where applicable. The same 

empirical approach goes for the last, independent variable. The intention here is to assess how 

ZANAMA contributes to the private sector development in Zambian markets. This will be 

based on Mair and Marti‟s (2007) conceptions of market functioning and market participation 

as well as Schulpen and Gibbon‟s (2002) level and elements of private sector development. 

Market creation is a concept which is also used by the authors, but this will be avoided in this 

thesis as ZANAMA only operates in already established markets – see Chapter 4 Case 

Presentation. 

The interactions between the variables and the data are presented in summarising 

matrixes after each section. The hypotheses predicting will be discussed subsequent to the 

analyses. The discussions will therefore answer the sub-research questions of the thesis. The 

internal and external validity of the theoretical framework will lastly be discussed based on 

the preceding findings. 
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3.4.2 Construct Validity and Reliability 

As the present research is intended to represent a logic set of arguments, the following section 

will discuss the quality of the analytical framework based on its construct validity and 

reliability (Yin, 2009). 

In order to consider whether the correct operational measures for the concepts and 

variables being studied are identified, an assessment of the analytical framework‟s construct 

validity is necessary. This is particularly relevant as the research has been designed as a case 

study: “People who have been critical of case studies often point to the fact that a case study 

investigator fails to develop a sufficiently operational set of measures and that “subjective” 

judgments are used to collect the data” (ibid.: 41). Three measures have therefore been taken 

in order to increase the construct validity: First, the analyses will employ multiple sources of 

evidence to support the theories, and thus facilitate data triangulation. The analyses will 

therefore highlight the concepts from multiple angles based on data deriving from the semi-

structured interviews with diverse stakeholders, field observations, and some secondary data. 

 Second, a chain of evidence is presented in the preceding empirical framework and 

operationalisation of the analyses. The specific data and evidence that have supported the 

analyses leading towards the discussions and conclusion are thus accounted for. The reader is 

able to follow the derivation of data from the initial stages to the conclusions. Third and last, a 

draft of the case presentation and analysis (Chapter 4 and 5) has been sent to the acting 

Secretary General of ZANAMA for reading and approval. This way, the facts and 

observations made during the research has been corroborated by a key informant to the thesis. 

In demonstrating the reliability of the thesis, i.e. that subsequent investigations that 

follow the same procedures as this thesis has adapted will arrive at the same finding and 

conclusions, two instruments in particular have been used. On the one hand, a case study 

database has been developed where all the interviews are enclosed as appendices. The field 

notes taken during the internship are also in the possession of the author. On the other hand, a 

case study protocol has been kept. Weekly research logs and evaluations were written during 

the period of the field work (from September to December 2008) in which observations were 

documented. 
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4 Case Presentation  

 

The case of the thesis will be presented in this chapter. The context of the case will firstly be 

presented in which Zambia, Zambia‟s economy, the informal economy in Zambia, and the 

markets in Zambia will be dealt with. The case of ZANAMA will then be unfolded, focusing 

on its mandate, organisational structure and current position. 

 

4.1 Contextual Presentation 

Zambia is today among the poorest countries in the world, with a GDP per capita at $1,399, 

and a number 163 out of 179 countries rank on UNDP‟s Human Development Index (UNDP, 

2008). It has a population of 11.7 million, and consists of 9 regional provinces (see Appendix 

5 – Map of Zambia). 

After gaining its independence from the British in 1964, Zambia was considered 

among the more prosperous Sub-Saharan African countries due to its rich natural endowments 

and high degree of inwards foreign direct investments (Gaynor, 2005). Although Zambia was 

considered a very poor country in a relative sense in the period after independence, 

particularly the rising copper prices, which was Zambia‟s primary export commodity, gave 

the Zambians a sense of optimism. 

However, in the mid-1970s with the collapsing international copper market, conflicts 

in neighbouring countries and the devastating outcomes of the first international oil shock, 

Zambia experienced an economic downturn which eventually made the country enter the 

IMF‟s Structural Adjustment Programme (SAP) (McCullick et al., 2001). What characterised 

this was privatisation, free trade and market liberalisation as central to development. For 

instance, the Zambian government initiated an extensive privatisation programme in which 

the mining sector was particularly targeted. However, as the economy continued to slump 

with rising inflation and falling real consumption per capita, the SAP in Zambia was called 

off after public protests and outcries. Besides economic difficulties, Zambia also witnessed a 

general decline in social indicators such education, life expectancy, and nutrition. 

Additionally, a large number of people were retrenched from the formal economy, and 

displaced to the informal economy (ibid.). 

The concept of the informal economy is ambiguous (Portes and Haller, 2005), and is 

thus difficult to measure quantitatively and qualitatively. However, a survey conducted by the 
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Zambian Central Statistical Office in 2004 found that as much as 83 percent (91 percent 

females and 76 percent males) of the Zambian labour force is engaged in an informal 

enterprise or informal employment (Koyi, 2006). See table below. 

 

Table 1 – The proposition of labour force in Zambia aged 12 years above, 2004 

Sex/Residence 

 
No. of people 

employed in 

formal sector 

Percent share 

of formal 

economy 

No. of people 

employed in 

informal 

economy 

Percent share 

of informal 

economy 

Total number 

of employed 

All Zambia 751,376 19 3,203,326 81 3,954,612 

Males 543,509 26 1,546,910 74 2,090,419 

Females 205,601 11 1,659,132 89 1,864,193 

Rural  221,238 8 2,516,584 91 2,765,477 

Urban 511,328 43 677,807 57 1,189,136 

Source: Government of the Republic of Zambia (2005: 65), Living Conditions Monitoring Survey 2004, Lusaka: 

CSO, cited in Koyi (2006: 4)  

 

Another study conducted for the World Bank found that the informal economy in Zambia 

accounted for 48.9 percent of the total GDP in 1999/2000 (Schneider, 2002). Informal 

economy employment in Zambia takes many forms, and market vending is one of the most 

significant. The Government of Zambia (2007) defines a market as “a place or premises 

where any prescribed goods are sold” (ibid.: 160), and a marketeer (i.e. market vendor) as “a 

person who sells goods in a market” (ibid.: 160). Marketeers are generally grouped into three 

employment groups (Carr and Chen, 2001): employer (e.g. owner of informal enterprise or 

owner operators of informal enterprises); self-employed (e.g. own-account workers, heads of 

family businesses, or unpaid family workers), and wage workers (e.g. employees of informal 

enterprises, casual workers without a fixed employer, or unregistered workers). 

Although it has not been possible to obtain any data on the size and number of urban 

markets in Zambia, a study on the informal economy and social dialogue published by WoW 

(2007) found that the marketeers face great challenges on three particular levels. Firstly, the 

markets are poorly maintained and managed. Facilities such as provision of shelter, water, 

cleaning and toilets are examples of this. The study identifies two main factors contributing to 

this. On the one hand, the Market Law which governs market management in Zambia dates 

from the colonial era, and has not been suited to changing circumstances. On the other, 

markets are highly used as grounds for political party interference which distorts a sound 

market management. 

Secondly, insufficient trading space was identified as a major challenge for 

marketeers. The level of congestion was high in most markets due to a rapid expansion of 
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marketeers “outstripping the available spaces and facilities in the markets” (WoW, 2007: 8).  

As a result, many have started to trade outside the designated market places. A consequence 

of this is that marketeers remaining inside the market lose customers to those outside as these 

have the first contacts to the buyers. 

Lastly, poor market infrastructure and security were big problems. Most markets are 

old and decaying, and comprise low health and security standards. For example, many market 

stands are made out of wood which makes them prone to fire outbreaks, poor drainage 

systems make marketeers prone to waterborne diseases, and HIV/AIDS is in general a big 

problem. In conclusion, the report argues that “market vendors [...] are working in 

overcrowded markets with facilities that have not been properly maintained and markets that 

are chaotic and characterised by mismanagement and corruption” (WoW, 2008: 9). 

On a more general market level, Geertz (1992) argues that "Either the bazaar [market] 

is seen as the nearest real world institution to the purely competitive market of neoclassical 

economics - "penny capitalism"; or it is regarded as an institution so embedded in its 

sociocultural context as to escape the reach of modern economic analysis altogether" 

(ibid:225). Furthermore, although the usual principle of selling expensive and buying cheap is 

valid, what characterise these are the poor, scarce, maldistributed and inefficient 

communicated flows of information. 

Most markets in Zambia are under the administration of the Zambian Ministry of 

Local Government and Housing, and are managed by the Town/Municipal Council through a 

Market Master and Market Advisory Committee. In order to trade in the markets, each 

marketeer must pay a daily levy to the local authority of around ZMK 500-1,000
3
 (depending 

on the market). In 2007, the Zambian Parliament passed an act set out to provide for the 

establishment and regulation of markets and bus stations in Zambia, and will replace the old 

market act from the colonial era: the Market and Bus Station Act No. 7 of 2007. Among 

others things, the act states new rules for the levy system, and introduces Market Boards that 

will be responsible for the management of the markets in the future. It is also stated that third-

party associations shall not be allowed to operate from within the markets. The act is yet to be 

fully implemented. 

 

                                                 
3
 DKK 1 was on 8 July 2009 equivalent to ZMK 987, http://www.oanda.com/convert/classic, last retrieved 8 

July 2009 
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4.2 Zambia National Marketeers Association 

 

“We, the marketeers of Zambia having resolved to maintain the smooth 

running of all markets in  Zambia, protect our members from harassments, 

safeguard and uphold our members interests, raise the standard of living 

of all marketeers in Zambia, source funds inside and outside the country 

for the development of the welfare of our members, we hereby pledge to 

remain non-partisan and further pledges to all Zambian marketeers to the 

bonded duty of the association” (the preamble to ZANAMA‟s 

Constitution. [ZANAMA, 2005: 2]). 

 

4.2.1 ZANAMA’s Mandate 

ZANAMA was officially established as a non-profit association on 13 August 1999 by a 

group of marketeers who had experienced the need of having an organisational body that 

could represent them and address the injustices and vulnerabilities they encountered. On the 

one hand, the weak Zambian economy forced an exponential number of retrenched workers, 

particularly from the mining sector, to pursue means for ensuring their livelihoods in markets. 

On the other hand, the markets were under the sole management of the local authorities that 

had little or no external dialogue, and consequently often neglected and ignored the needs of 

the marketeers. As the present Chairman General, Elvis Nkandu, recalls, “it is like we are 

being victimised, being displaced, harassed in any way possible, so we thought „no, enough is 

enough‟ – there was need for us also to have an organisation to speak on our behalf”
4
. 

ZANAMA‟s primary mandate was therefore, and still is, to nurture and promote the interest 

and welfare of Zambian marketeers. According to Lameck Kashiwa, ZANAMA‟s Secretary 

General, “ZANAMA [...] is a representative organisation, representing workers in the 

informal economy. And ZANAMA has a specific constituency, and that is the market. So its 

role is specifically looking at the welfare of the market vendors”.
5
 

                                                 
4
 Interview with ZANAMA Chairman General, p. 3 

5
 Interview with ZANAMA Secretary General, p. 1 
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 In fulfilling this mandate, ZANAMA provides a broad range of services for its 

members. For instance, it builds and maintains infrastructure in the markets, offers soft-loans 

to eligible members, and provides collateral bargaining in negotiations with local and national 

authorities (see Appendix 6 – ZANAMA‟s objectives and functions). 

 Besides being an association representing marketeers, however, ZANAMA‟s identity 

can be further disaggregated (Larsen, 2009). On the one side, because ZANAMA functions as 

a check and balances to the local authorities in the management of the markets in which its 

programmes related to advocacy, lobbying and collective bargaining are particularly 

emphasised, parallels can be drawn to the labour unionisation of the informal economy 

(Birchall, 2001; ILO, 2002; Heidenrich, 2007). Organisations‟ role of raising the awareness of 

informal economy workers and lifting their recognition and acceptance is in this underpinned. 

On the other, however, ZANAMA also resembles a business association (e.g., Schmitz, 1999; 

Schmitz and Nadvi, 1999; Birchall, 2001; Bräutigam et al., 2002), in which its programmes 

yield substantial benefits for the local entrepreneurs and businesses in the markets. Therefore, 

ZANAMA can be argued to possess a dual identity with respect to its labour union and 

business association similarities. 

 

4.2.2 Organisational Structure 

ZANAMA‟s organisational structure consists of four governing bodies. See the following 

figure. 

 

Figure 3 – ZANAMA‟s organisational structure 

 

Source: own creation based on ZANAMA‟s (2005) Constitution 
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The National Convention is the supreme authority, and is held every five years. Its task is, 

among other things, to make constitutional amendments, to elect the Executive Committee, 

and to discuss the general development of the association. The next body is the Executive 

Council which meets twice a year and is responsible for the general management of the 

association. The daily national management, however, is handled by the National Executive 

Committee. It is therefore the highest permanent organ in ZANAMA, and is responsible for 

policy formulation, and the implementation of resolutions and directives. This body is situated 

at Chisokone Market in Kitwe, Copperbelt Province. The last governing body is the District 

Executive Committee which is responsible for the local management at the district level. It is 

to this body that the Branch Executive Committees report. These constitute ZANAMA‟s 

presence in the market places, and are thus closest to the members. In fact, most of 

ZANAMA‟s daily operations are commenced by the Branch Executive Committees. This can, 

for instance, be seen in the maintenance of market infrastructure, the cleaning of the markets, 

and the provision of soft-loans. Furthermore, the branches are financially independent from 

the rest of the association. This suggests that ZANAMA is characterised as a highly 

decentralised association. 

All governing bodies, apart from the National Convention, consist of a leadership 

structure that is elected on a four or five year basis, depending on the position. More 

specifically, this structure consists of a Chairman (and vice), a Secretary (and vice), a 

Treasurer (and vice), a Publicity Secretary (and vice), 4 committee members, 2 trustees, 2 co-

opted members. All the positions are furthermore unpaid, and to qualify to stand in elections, 

candidates must be a member of the association as well as be actively engaged in trading in 

the markets. All positions are elected by the members of the association 

 

4.2.3 Current Position 

The membership of ZANAMA has an estimated potential of 1.2 million marketeers (although 

this is very difficult to quantify due to poor data and high membership mobility), and it is 

therefore the largest association representing marketeers in Zambia (WoW, 2007). It is 

organised in approximately 130 markets in 8 out of Zambia‟s 9 regional provinces (not the 

Southern Province), and by the end of 2009, the association aims to be organised in all 

Zambian markets. The composition of ZANAMA‟s members consists of all types of 

marketeers: employers; self-employed; and wage-workers. Its main source of funding is 
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membership fees, but it also receives some financial resources from donations and the 

association vehicle (e.g. interest rates from the soft-loan schemes). 

 ZANAMA is also organised as the largest subsidiary under the Alliance for Zambian 

Informal Economy Associations (AZIEA). AZIEA is an umbrella organisation working for 

the rights, recognition and security of workers in the informal economy, such as marketeers, 

street vendors, cross-border traders, etc. It provides a platform for all informal economy 

organisations in Zambia, and aims at representing Zambian informal economy workers at a 

national and international level. This has it benefits for ZANAMA in several respects. First, 

ZANAMA stands stronger in terms of collective bargaining and advocacy as it is part of a 

larger network working with same issues. Second, through AZIEA, ZANAMA is formally 

linked to other informal economy associations in Zambia, such as Cross Border Traders 

Association, Zambia Fisheries and Marketeers Union, and Tuntemba Association of Zambia. 

This way, a forum for exchanging experiences and practices is established. Thirdly, AZIEA is 

an associate member of Zambia Congress of Trade Unions (ZCTU) which means that AZIEA, 

and ZANAMA indirectly, gets a public profile. Lastly, AZIEA is engaged in international 

partnerships with, for instance, the South African NGO StreetNet International, and the 

Danish NGO Mellemfolkeligt Samvirke (MS). This gives ZANAMA international 

recognition and experiences.  
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5 Analyses 

 

In this chapter, the analysis of how ZANAMA, through its institutional entrepreneurship, 

contributes to the private sector development in the Zambian markets will be conducted. The 

main points of the individual analyses will be summarised in subsequent tables. 

 

5.1 ZANAMA’s Effectiveness 

In analysing ZANAMA‟s effectiveness, this section will be based on the MIMNOE principles 

(Sowa et al., 2004) in relation to the mandate of the association – to nurture and promote the 

welfare and interest of marketeers. It will therefore be divided into sections with ZANAMA‟s 

management and programmes, focusing on the capacity and outcomes. 

 

Figure 4 – Analysis “ZANAMA‟s effectiveness” 

 

 

5.1.1 Management Effectiveness 

The capacity of ZANAMA‟s management is a multifaceted story. The mandate, objectives 

and functions of the association are also constitutionally written down (see Appendix 6 – 

ZANAMA‟s objectives and functions). This articulates ZANAMA‟s reason for being at the 

same time as it pinpoints through which means the association can achieve its mission. It has 

succeeded in erecting an organisational structure consisting of four governing bodies. This 

structure ensures that the association is represented at national, district and local levels, and 

can therefore facilitate an effective country-wide representation of marketeers. All the leaders 

are elected on a four or five year basis by the association‟s members. As ZANAMA is a 

member-based association, this is therefore important as to democratise and include the 

general membership. 
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 However, the association fails at providing frequent external and internal reports of its 

activities and financial situation. This undermines the ability of ZANAMA‟s stakeholders to 

obtain an overview of the operations of the association. As it is the role of the National 

Executive Committee to formulate and implement policies, directives and resolutions, this 

lack of reporting is problematic as it impedes the likelihood of different ZANAMA Branch 

and District Executive Committees to follow suit on organisational changes. An example of 

this was during the Zambian Presidential Election in the fall of 2008 when the National 

Executive Committee of ZANAMA chose to officially support Rupiah Banda, the presidential 

candidate of Zambia‟s largest political party, MMD, on the ground that marketeers with little 

or no education needed political guidance to elect the right candidate. This political stance, 

however, caused much frustration among division leaders, marketeers and the general public 

as ZANAMA has constitutionally stated that it shall be a non-partisan association. However, 

in 2005, the National Convention resolved that “ZANAMA will support political parties 

during elections whose agenda/manifesto include the welfare of marketeers and informal 

economy workers in general”.
6
 As this had not been effectively communicated to the vast 

organisation of ZANAMA, a vacuum between levels of the organisation was created. 

Consequently, people started to complain and accuse the ZANAMA leadership of being a 

mere „political puppy‟ of MMD. Correspondingly, the association is being accused from 

several stakeholders of lacking organisational transparency. 

 As earlier mentioned, due to its broad range of activities, ZANAMA can be 

characterised as a labour union and a business association. An interesting question is therefore 

how this affects the effectiveness of ZANAMA. In a study on this particular topic (Larsen, 

2009), it is argued that the dual identity influences ZANAMA‟s effectiveness both positively 

and negatively. Following Birchall‟s (2001) discussion on the synergies to extract from 

pursuing trade union-cooperative strategies for organising informal economy workers 

(Birchall defines cooperatives as “organizations of working people improving their economic 

position in the market” [2001: 11]), it is, on the one hand, argued that the dual identity 

influences its effectiveness positively in areas such as obtaining a strong and large association 

being able to influence policy makers and carrying out many different programmes 

simultaneously. This has given the occasion to build up a large membership which it can 

serve more effectively based on a strong organisational umbrella. On the other hand, however, 

ZANAMA‟s dual identity influences its effectiveness negatively with respect to issues such as 

                                                 
6
 ZANAMA 1

st
 Convention, Policy Resolutions, Held at Kitwe‟s Vocational Training Institute, 8-10 September  

2005 
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increased confusion among its members and loss of managerial focus. In conclusion, the 

study argues that the dual identity influences ZANAMA‟s effectiveness in a variety of ways, 

depending on the disaggregated focus, and that no singular conclusion could be drawn. 

 In respect to the outcomes of ZANAMA‟s management, the financial health and 

employee satisfaction are important indicators. In relation to the former, an objective 

assessment has not been possible due the lack of financial reports. According to perceptual 

measures, however, it is evident that the association does have financial problems which 

confine its effectiveness. For instance, as it is the aim of ZANAMA to represent marketeers 

nationally, an organisational geographic expansion has been a constant process since the 

inception of the association. This has reportedly been immensely slowed down due to 

financial restraints in the association. Furthermore, several Branch Executive Committees 

argued that because of financial constraints, these were unable to provide their members with 

the services they wished to provide. 

 At the same time, however, high employee satisfaction is traced in the association. 

This can objectively be seen in the large number of people contesting for leader positions. For 

example, when ZANAMA decided to set up a branch in Kasama in the Northern Province, the 

National Executive Committee had first elected a temporary inception Branch Executive 

Committee that would use 90 days to establish the necessary organisational structures to 

operate in the market. After the 90 days, it is constitutionally required that a permanent 

Branch Executive Committee shall be elected by the marketeers operating in the market. And 

judging by the high number of people contesting for these leader positions, the outcome of the 

management must be effective. High employee satisfaction can also be seen perceptually in 

the prestige of being a leader with ZANAMA. This is even though the positions are unpaid 

and on a voluntary basis. 

 

5.1.2 Programme Effectiveness 

With respect to analysing the effectiveness of ZANAMA‟s programmes, the section will be 

organised according to the dual identity of the association. This means that attention will be 

devoted to one programme representing its labour union identity and one representing its 

business association. More specifically, ZANAMA‟s collective bargaining and its soft-loan 

schemes will be analysed, respectively. A consequence of this analytical choice, however, is 

that the analysis of ZANAMA‟s programme effectiveness might not be fully covering. Even 



I n s t i t u t i o n a l  E n t r e p r e n e u r s h i p  i n  Z a m b i a n  M a r k e t s  P a g e  | 40 

  

 

though they present a comprehensive picture of the association, this can have implications for 

the validity of the investigation. 

 

Labour Union Identity 

Being characterised as a labour union on the one hand, one of ZANAMA‟s main activities is 

its collective bargaining. The association provides a united voice for marketeers in negotiating 

on their behalf with local and national affairs. Functioning as the largest and most recognised 

association representing informal economy workers and marketeers in Zambia, ZANAMA 

possesses a strong collective bargaining power and capacity to conduct this programme 

effectively. ZANAMA has created good relations with policy makers, and has, according to 

the association, pioneered and pawed the communication line between marketeers at the 

grassroots level and national authorities. 

The outcomes of this programme can be seen on several levels in how the association 

effectively negotiates with local and national authorities. For instance, the association has 

been active in reducing the level of the levies marketeers must pay to Town and Municipal 

Councils, based on the argument that the levies have increased disproportionally to the local 

authorities‟ services and responsibilities in the markets. 

At the same time, ZANAMA‟s strong collective bargaining power has made 

authorities outsource some market managing tasks to the association. For instance, in 2003, 

ZANAMA was asked to form a Market Task Force that should advise the government on the 

management of markets. This came after much pressurising from the association. Also, in 

same markets, the local authorities even let ZANAMA Branch Executive Committees collect 

levies on the behalf of the respective councils. In general, due to its size and power, the 

association has succeeded in becoming nationally recognised which is a benefit for the 

association at all organisational levels. 

However, in terms of how marketeers perceive the outcomes ZANAMA‟s collective 

bargaining, the picture is mixed. Some marketeers feel that ZANAMA is not doing enough to 

address their interests. A reason for this can be that this work is an indirect benefit for the 

marketeers, and is thus not directly felt. So despite its achievements as a collective bargaining 

actor, the effectiveness of the programme is reduced as the association has not effectively 

communicated its accomplishments with its stakeholders. 
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Business Association Identity 

One of the activities connected to its business association identity is its provision of soft-loan 

schemes. ZANAMA has since 2002 offered individual eligible members soft-loans with 

interest rates at 10 percent per month.
7
 As it is generally difficult for marketeers to access 

external finance, this help to self-help aims at financially empowering marketeers, allowing 

marketeers to expand their respective businesses, and create larger demand and thus more 

employment. The procedure is that once the marketeer in question has met the qualification 

criteria, he or she is required to pay 10 percent of the amount as a security before accessing 

the loan amount which usually ranges between ZMK 100,000 and ZMK 5,000,000. The 

maximum loan period is set to six months, and the experience of the association is that 

between 75 percent and 80 percent of the loan takers pay back on time. The scheme has 

therefore proved to be somewhat sustainable. 

 However, due to limited financial capacity of the scheme, it is yet to be employed on a 

vast national scale. Consequently, only a limited number of marketeers reap the benefits of it. 

Only about ZMK 150 million is in total circulation as soft-loans, and in the Luapula Province 

and the Northern Province, for instance, only ZMK 20 million is disposable. This restricts the 

effectiveness of the programme as it is in ZANAMA‟s vision to cover all marketeers in all 

markets of Zambia. 

 In respect to the outcomes and how the soft-loan schemes affect the marketeers, 

ZANAMA is convinced that that “financial assistance to marketeers contributes to the private 

sector development of Zambia whereby marketeers are in a better position to expand their 

businesses, increase their turnovers and profits, create employment, and hence alleviate 

poverty”.
8
 However, too few marketeers are participating in the scheme at the moment for it 

to be considered fully effective. Perceptually, this has also contributed to create a negative 

image of the association as members who have not been given the chance to partake in the 

scheme feel under-prioritised. Equally, as the majority of funds available for soft-loans are 

found in Kitwe where the National Executive Committee is located, other District and Branch 

Executive Committees around country feel neglected. This impedes the effectiveness of this 

programme. 

                                                 
7
 An eligible member: The marketeer is a ZANAMA cardholder, has been trading in the market for at least one 

year, owns a permanent trading ground, is known by ZANAMA‟s leaders, is seconded by at least two fellow 

marketeers, and has a permanent residential address. 
8
 Citation taken from a ZANAMA fund raising proposal named „Economic Participation Through Soft-Loan 

Schemes‟ in which ZANAMA in December 2008 applied for money to increase pool of capital available to the 

soft-loan scheme from a European Union/Zambian Government collaboration titled “Civil Society Participation 

in the Development of an Enabling Environment for Private Sector-Led Economic Growth”. 
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 To sum up this analysis, it is apparent that due to the disaggregated nature of 

organisational effectiveness it has not been possible to provide a unilateral answer to describe 

the effectiveness of the association. Instead, it is demonstrated that even though the capacity 

and outcomes of ZANAMA‟s management proved effective on certain issues, it was set back 

by others such as providing annual reports and utilising its governance structure optimally. 

The financial side and the lines of communication also showed that the effectiveness of the 

outcome of the management was restricted. The analysis of ZANAMA‟s programme 

representing its labour union identity showed that it is effective as to promote the interest and 

welfare of marketeers, but is equally set back due to varied perceptions. ZANAMA‟s soft-

loan scheme was also analysed to be effective in terms of its structures and processes, but 

ineffective due to ZANAMA‟s inability to employ it a vast national scale. 

 The main points of the analysis is summarised in the following table:  
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Table 2 – ZANAMA‟s organisational effectiveness 

  Management Programme 

   Labour union (collective 

bargaining) 

Business association (soft-loans 

scheme) 

Capacity 

(processes and 

structures) 

Objective  Established organisational structure with 4 

governing bodies 

 Clearly stipulated mandate, objectives and 

functions 

 Fails at providing reports of finance and 

activities 

 No formalised communication lines between the 

organisational levels 

 Large membership 

 

 Commenced in 2002 

 Necessary structures and processes 

to conduct it 

Perceptual  Stakeholders cannot assess the association 

objectively 

 The responsibilities of the District Executive 

Committee perceived vague and perhaps 

redundant 

 Dual identity 

 Lack of transparency 

 Most recognised informal 

economy association in Zambia 

 Good relations with policy 

makers and state officials 

 Poor at communicating its 

intentions to members 

 Rich experiences with soft-loans 

 Limited financial resources 

 Unable to employ it on a vast 

national scale 

 Biased towards Kitwe 

Outcomes 

Objective  Employee satisfaction: High number of people 

contesting for ZANAMA positions 

  Limited number of marketeers 

partaking in the scheme; 

Perceptual  Employee satisfaction High prestige in leader 

position 

 Financial health: E.g. organisational expansion 

slowed down due to financial constraints 

 Other: Management bias towards Kitwe where 

ZANAMA‟s HQ is located; frustration among 

some branches 

 Mixed perception of ZANAMA‟s 

efforts  

 Influenced laws and levies for the 

benefit of marketeers 

 Positive feedback for participating 

members 

Source: Inspired by Sowa et al. (2004) 
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5.2 Institutional Entrepreneurship 

This section will analyse the second variable of the theoretical framework: ZANAMA‟s 

institutional entrepreneurship. This will be based on Leca et al.‟s (2008) observations in 

which it is argued that an agent‟s institutional entrepreneurship should be assessed according 

to the enabling conditions and the processes. 

 

Figure 5 – Analysis “institutional entrepreneurship” 

 

 

5.2.1 Enabling Conditions of Institutional Entrepreneurship 

The aim of this section is to explore and explain what has enabled ZANAMA‟s institutional 

entrepreneur. More specifically, attention will focus on field-level conditions, actors‟ social 

position, and actors‟ specific characteristics. 

 

Field-level conditions 

There is a multitude of conditions identified at the field-level that has enabled ZANAMA‟s 

institutional entrepreneurship. As was mentioned, according to WoW (2007), marketeers face 

challenges on three levels: poorly managed and maintained markets; insufficient trading 

space; and poor market infrastructure and security. These challenges correspond well with 

market stakeholders‟ perception of the challenging conditions marketeers confront in the 

markets. Besides the challenge of making profits as competition is too fierce or because 

demand is too low, marketeers themselves point to how, for instance, poor infrastructures, 

such as lacking shelters and insufficient drainage systems, constitute particular challenges. 

This is especially the case during the rainy season where marketeers are more prone to 

waterborne diseases such as cholera and dysentery. Furthermore, the issue of space in the 

markets is identified as a general problem. Representatives from local and national authorities 

also emphasised the structures and sanitations as particular challenges for marketeers. 
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 In examining the informality of the markets, the enabling field-level conditions 

become even more evident. The informal economy concept refers to the economic activities 

that fall outside established institutional rules or are left without their protection and security. 

The International Labour Organization (ILO), in its 90th Session of the Annual Conference in 

2002, Decent Work and the Informal Economy, argued that, for instance, the lack of 

representational security for informal economy workers jeopardises the fulfilment of ILO‟s 

Decent Work campaign‟s four strategic objectives: fundamental principles and rights at work; 

employment promotion; social protection against vulnerabilities and contingencies in work; 

and promotion of social dialogue (ILO, 2002). 

 The level of institutional voids is also relevant in this connection. McKeever (2003) 

argues that there are per definition no formal institutions regulating the informal economy. 

Although this view might be somewhat exaggerated in respect to this context, it is true that 

basic institutions such as accessing finance from financial institutions are lacking in the 

markets. Respectively, marketeers cannot rely on conventional banking institutions for loans 

if they, for example, wish to expand or diversify their businesses. These voids also exist in 

relation to Venkataram‟s (2004) tangible and intangible institutions necessary for a 

Schumpeterian entrepreneurship to thrive. On the one hand, sound tangible institutions such 

as formal legal systems and transparent capital markets are deficient in the markets. On the 

other, however, intangible institutions such as economic and social safety nets, gateways to 

larger markets and the lack of executive leadership are omitting.  Evidently, these conditions 

have facilitated ZANAMA‟s institutional entrepreneurship. 

 Another condition explaining how this was enabled is that the organisational field was 

not institutionalised when ZANAMA was established, as there were no independent 

organisations representing interests of marketeers. As Leca et al. (2008) explain, the potential 

for an agent to initiate strategic action is the highest “when the organizational field has no 

structure, that is, when its degree of institutionalization is quite low” (Leca et al., 2008: 8). 

Prior to ZANAMA‟s establishment, the interest of marketeers was solely handled by Market 

Masters and Market Advisory Committees appointed by respective Municipal and Town 

Councils. According to ZANAMA, this was a problem as it politicised the markets when 

councillors, who were politicians, had the power to appoint and dissolve these committees. 

The result was therefore a situation where the Market Advisory Committees were just 
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“dancing to the tunes of the local authorities”,
9
 and did not dare to be vocal against the 

councils. 

According to ZANAMA, other factors explaining why the association was established 

are: the old and outdated market management legislations dating from the colonial era; the 

inability of marketeers to raise a critical voice against the management and maintenance of 

the markets; the continuous harassments and displacements marketeers experienced; the 

recognition of the need for democratically elected instead of council appointed committees in 

charge of the market management; and the use of markets as political battlefields. It was then 

decided that the best way to address these challenges and weaknesses was to unite as 

marketeers and form an association speaking on their behalf. 

 In sum, in explaining which field-level conditions that enabled the institutional 

entrepreneurship of ZANAMA, focus has dominantly been devoted to the presence of acute 

field-level problems that could facilitate crises in the markets as well as the absence of an 

institutionalised organisational field. On the one hand, it is evident that inadequate 

management and maintenance of markets, insufficient trading space, and poor market 

infrastructure and security enabled ZANAMA to address these issues, and thus act as an 

institutional entrepreneur. On the other hand, as there were no associations apart from the 

local authorities to nurture the interest of marketeers, ZANAMA saw it as pertaining to fill 

this gap. 

 

Actors‟ social position 

ZANAMA‟s social position becomes evident in regards to the composition of the 

association‟s leadership and its network of supporting associations. 

 ZANAMA is an association by and for marketeers. It is constitutionally required that 

for a candidate to contest for a leadership position, he or she shall be actively engaged in 

market trading. One of ZANAMA‟s main criticisms of the council‟s Market Advisory 

Committees is that it is mainly composed of appointed outsiders to the markets who do not 

have the necessary experiences and insights of the processes, dynamics and challenges of 

market vending. It was therefore essential for ZANAMA to establish an association that is 

solely composed by marketeers themselves. As ZANAMA‟s Chairman General notes: 

“Contrary to saying that it is the local authority that has the powers to manage these 

institutions, our argument has been that those that are working in these institutions are better 

                                                 
9
 Interview with ZANAMA Chairman General, p. 1 
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placed to manage these institutions because they know them better, they have the interests of 

the marketeers at heart, and interest of the markets at heart, so they are better placed to 

manage these institutions than any other outsider because we are always found here”.
10

 Thus, 

the unique perception of the markets obtained from the central position of ZANAMA‟s 

leaders has enabled the association to act as an institutional entrepreneur. 

 ZANAMA‟s access to resources obtained by its social position is also a facilitating 

condition for the association‟s institutional entrepreneurship. ZANAMA is the largest 

subsidiary in the umbrella association, AZIEA, which is also chaired by ZANAMA‟s 

Chairman General and Secretary General. Although this has caused some organisational and 

public confusion, it has also provided ZANAMA with a rich set of potential resources. For 

instance, AZIEA is an affiliate of the South-African based NGO StreetNet International, 

whose aim is “to promote the exchange of information and ideas on critical issues facing 

street vendors, market vendors and hawkers (i.e. mobile vendors) and on practical organizing 

and advocacy strategies”
11

. Also, AZIEA has since early 2009 cooperated with the Danish 

MS on projects related to democratisation and civil society. This has meant that ZANAMA 

has been provided with linkages to strong and influential organisations. In turn, this might 

have influenced ZANAMA‟s perception of the field in which it operates, and thus given 

incentives for institutional entrepreneurship. 

 

Actors‟ specific characteristics 

The specific characteristics of an actor have also been seen as an enabling condition of the 

association‟s institutional entrepreneurship. The skilled social action and the linkage between 

an actors‟ project and its characteristics are here emphasised. 

 All leaders of ZANAMA are themselves marketeers trading in the markets. Besides 

providing them with the necessary experiences to grasp the challenges of the markets, it also 

legitimises the association and its work. By relating their personal identity to ZANAMA, they 

create “a value congruence that is a potent force for social change when they act as 

institutional entrepreneurs” (Leca et al., 2009: 10). Through this legitimate position, 

ZANAMA is more likely to act as an institutional entrepreneur in which its work and 

activities are accepted by the public. 

 At the same time, ZANAMA can also be described as a skilled social actor in which it 

succeeds in building a collective identity amongst marketeers from which it can unfold its 

                                                 
10

 Interview with ZANAMA Chairman General, p. 3-4 
11

 http://www.streetnet.org.za/english/default.htm, last retrieved 05 July 2009 
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institutional projects. For instance, the association holds social gatherings on regular basis for 

its members, and it arranges parades on occasions such as Zambia‟s Independence Day. This 

has in many respects culminated in a situation where the marketeers‟ collective identity is 

considered a major benefit for the organisation: “The strength of this organisation is the 

strong spirit. The spirit of marketeers, because whenever you say „let‟s do this‟, they follow; 

„let‟s demonstrate on this particular issue‟, they demonstrate. When we say „let‟s close the 

market – no one should work until we do this‟, they follow just that. That spirit in itself – I 

think we really need to appreciate it, and that is the strength of this organisation”.
12

 

 Thus, in regards to the specific characteristics enabling institutional entrepreneurship 

for ZANAMA, its status as an association for and by marketeers as well as its skilled social 

actor attributes are relevant. The analysis on the enabling conditions of ZANAMA‟s 

institutional entrepreneurship are summarised in the following table: 

 

Table 3 – The enabling conditions of ZANAMA‟s institutional entrepreneurship 

Enabling conditions of institutional entrepreneurship 

Field level conditions  Poorly managed and maintained markets 

 Insufficient trading space 

 Inadequate market infrastructure 

 The informality of the markets 

 Uninstitutionalised organisational field 

Actors’ social position  ZANAMA leaders‟ status as marketeers  central perception of 

the organisational field 

 Largest AZIEA subsidiary  

 Connections to ZCTU/StreetNet International/MS 

Actors’ specific 

characteristics 
 ZANAMA leaders are all marketeers operating in the markets 

 increased legitimacy 

 Socially skilled actors  building a collective identity amongst 

marketeers 

 Strong ZANAMA spirit amongst members 
Source: Inspired by Leca et al. (2008) 

 

5.2.2 The Processes of Institutional Entrepreneurship 

In the next, the processes of ZANAMA‟s institutional entrepreneurship will be analysed. 

According to the literature, institutional entrepreneurs normally employ discursive strategies, 

mobilise resources, or design institutional arrangements. This analysis will therefore be 

organised around these insights. 

                                                 
12

 Interview with ZANAMA Chairman General, p. 6. 
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Discursive strategies 

ZANAMA‟s use of discursive strategies to both specify the weaknesses of existing 

institutional setups and to justify its institutional entrepreneurship is apparent in many 

respects. First, ZANAMA holds many public meetings in markets to inform marketeers about 

the activities and work of the association. Marketeers are in these meetings educated on their 

rights and freedoms as well as informed on how the presence of ZANAMA might benefit 

them. These meetings take place both in markets where ZANAMA already is established as 

well as in markets where the association is seeking establishment. This way, the association 

can mobilise legitimacy from existing and prospective members, and at the same time, it can 

recruit new personnel and leaders. 

 A perhaps more acute discursive strategy that ZANAMA embarks on is its proactive 

exposure through local and national media such as TV, radio and newspapers. The Chairman 

General of ZANAMA has become a public figure in Zambia through his many appearances in 

the media where he comments on matters relevant to the association and the marketeers. This 

exposure strategy is proactive in the sense that the association draws extensively on its rich 

network of journalists working for the big national and local news agencies, such as ZNBC 

and the Times of Zambia. As ZANAMA‟s Secretary General comments it: “our being on air, 

our advocacy on air, has helped us a lot to the level where we are. We have a lot of calls, 

emails, people suggesting that we go to this place because they are affected”.
13

 This exposure 

both creates awareness and legitimacy around ZANAMA and its work. 

 In a similar vein, ZANAMA also publishes its own monthly newspaper – Marketeers 

News – under the motto “The Voice of Marketeers”. Even though it is not made explicit that 

the paper is published by ZANAMA, freelance journalists are paid to write articles on behalf 

of the association concerning relevant issues around the activities and opinions of ZANAMA. 

For instance, in the August 2008 edition, the main story was about ZANAMA‟s rejection of a 

political clause and the Market and Bus Station Act. The primary target of Marketeers‟ News 

is marketeers, but it is also distributed to other stakeholders, such as politicians and local 

authority representatives. It is currently only published in the markets in the Copperbelt 

Province, and is sold at ZMK 3,000. 

 Through these different discursive measures, ZANAMA has built a platform from 

which it can specify the lack of institutions as well as the flaws and limitations of existing 
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 Interview ZANAMA Secretary General, p. 3 
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institutional setups in the context of the marketeers. At the same time, it can use the same 

platform to propose and justify new and existing projects addressing these weaknesses.  

However, at the same time as discursive strategies can mobilise legitimacy, finance 

and personnel, they can also discourage, and even exasperate, potential allies and stakeholders 

as their projects and views might have been presented too radical and far-reaching. For 

ZANAMA, this is particularly true as it has experienced much opposition from different 

corners since its inception. For instance, ZATMA, an association representing traders and 

marketeers in Kitwe, was “formed due to frustration in one association: ZANAMA”.
14

 Their 

main argument is that ZANAMA does not actually collect membership fees from their 

members, but rather levy them illegally. 

 ZANAMA‟s relationship with local authorities has also, in many instances, been 

characterised as confrontational due to nature of the association‟s discursive strategies. For 

instance, a representative from Kitwe Town Council expressed frustration as ZANAMA 

makes marketeers feel like the council is not doing anything in the market: “We are all trying 

to help the marketeers, but the other one [ZANAMA] is saying “what council is doing” so 

that people lose confidence in their council. That is one thing which I see which is bad. If they 

don‟t say that, they are free to be an association, but the only thing is that when council is 

trying to do something good, they will maybe block”.
15

 

 In sum, it has been shown how ZANAMA uses discursive strategies to unfold its 

institutional entrepreneurship. ZANAMA builds a platform from which it can mobilise 

legitimacy and also personnel, through discursive measures such as public meetings, exposure 

through local and national media, and the publication of an own newspaper. However, it has 

also been shown that ZANAMA has been perceived too radical and far-reaching by different 

actors, which has had a hampering effect on the association‟s institutional entrepreneurship. 

 

Mobilising resources 

In relation to mobilising tangible resources, it is evident that ZANAMA has been less 

successful in respect to accessing the financial assets. Good access to financial assets can be 

used to overcome obstacles when disclosing institutional projects, building coalitions with 

other actors, and pressurise important stakeholders. Not being able to access financial assets 

has, for instance, refrained ZANAMA from expanding as rapidly and widely as intended for. 

                                                 
14

 Interview with ZATMA, p. 1 
15

 Interview with Deputy Director of Community Services, Kitwe Town Council, p. 3 
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 However, even though the access to the financial resources is unsatisfying, 

ZANAMA‟s direct affiliation to AZIEA, and hence indirect affiliation to ZCTU, StreetNet 

International, and MS, provides ZANAMA a means for accessing financial resources, as 

many of these collaborations entail financial support for, for instance, capacity building. 

 In relation to ZANAMA‟s access to intangible resources, however, the picture is 

brighter. Intangible resources can be distinguished into the following: social capital; 

legitimacy; and formal authority. Social capital is defined as “one‟s position in a web of social 

relations that provide information and political support, and considers the concurrent ability to 

draw on the standing to influence others‟ action” (Leca et al. 2008: 15). As indicated earlier, 

ZANAMA possesses a rich network of influential actors. Be it journalists or strong umbrella 

organisations, the association has through these resources been able to commence upon and 

unfold its institutional projects. For instance, even though it was a controversial decision to 

publicly support the political party MMD during the Presidential Elections of 2008, the 

association was given the occasions to sit down with state officials to discuss how the 

government should go about its policies concerning the marketeers. ZANAMA‟s social 

capital can therefore be said to be relatively high, as it succeeds in drawing on and influencing 

a network and their actions in the favour of the association and its work. 

 ZANAMA also succeeds in employing its previously earned legitimacy. As 

ZANAMA has framed itself as an association for and by marketeers, it uses this legitimacy to 

be considered serious by the stakeholders to whom ZANAMA‟s activities concern. 

Particularly as ZANAMA is operating in an emerging organisational field of marketeer 

representation, it is important that the association is able to bridge different stakeholders and 

to meet the expectations of these. Legitimacy is thus important. This can, for example, be 

seen in the extent to which ZANAMA is allowed to operate from within the markets, collect 

monthly membership fees from its members, and freely build infrastructures in the market. 

Therefore, the association‟s ability to access and utilise the intangible resource in the form of 

legitimacy is seen as key to the success of ZANAMA‟s institutional entrepreneurship. 

 Another, but perhaps less significant, of ZANAMA‟s intangible resources is its formal 

authority. This refers to “an actor‟s legitimately recognized right to make decisions” (Leca et 

al., 2008: 16), and is a resource which can assist the framing and underpinning of the 

acknowledgement of an actor‟s discourses. In many markets in Zambia, ZANAMA possesses 

formal authority in relation to decisions such as the development of the market infrastructure 

and the distribution of vending spaces. In fact, in a certain segment of Chisokone Market, 

ZANAMA is given the authority to function as the Market Executive Committee on behalf of 
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the Town Council. Accordingly, ZANAMA‟s capability to employ this formal authority 

correlates positively with the association‟s subject position in the market, and thus the 

acknowledgement of its activities. 

 The main points from the preceding analysis in summarised in the following table: 

 

Table 4 – The processes of ZANAMA‟s institutional entrepreneurship 

Processes of institutional entrepreneurship 

Discursive strategies  Public meetings 

 Much media exposure 

 Publishes an independent newspaper: Marketeers‟ News 

 Some resistance from local authorities and other associations 

representing marketeers 

Mobilising resources Tangible 

 Lack of financial assets 

 Support from AZIEA/MS/StreetNet International 
 

Intangible 

 High social capital 

 Exploits previously earned legitimacy 

 Some formal authority framing and underpinning ZANAMA‟s 

discourses 
Source: Inspired by Leca et al. (2008) 
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5.3 Private Sector Development 

Although many different approaches and opinions are attached to private sector development 

(e.g., Schulpen and Gibbon, 2002), the following analysis will concentrate on how ZANAMA 

addresses and alters institutional voids in the Zambian markets that hamper market 

functioning and market participation. 

 

Figure 6 – Analysis “private sector development” 

 

 

5.3.1 Market Functioning 

As accounted for in the Literature Review, private sector development by ensuring market 

functioning might take many forms. While it is difficult to identity how ZANAMA channels 

market information and promotes competition, one key function of the association is its 

dispute resolution mechanism. When members of ZANAMA disagree and dispute with each 

others on issues such as trading and delivery of goods, enforcements of agreements and 

contracts, or violations of good trading practices, they can approach the respective ZANAMA 

Executive Committee in the market for advices and dispute resolution. As marketeers are, per 

definition, situated outside the formal institutional and legal rules of the society, these are not 

in a position to use already established public institutions as judicial systems and competitions 

laws. The process is typically that the marketeers involved meet an Executive Committee 

member, and the involved members are given the opportunity to present their side of the 

story. The ZANAMA representative then tries to arbitrate and resolve the dispute between the 

actors by proposing resolving suggestions and solutions. Even though the dispute resolution 

mechanism does not have any formal or binding authority, the solutions reached are usually 

respected and implemented. It can therefore be argued that ZANAMA provides a means for 

defining and enforcing property rights and contracts between marketeers. The functioning of 

the market dynamics is therefore promoted. 

ZANAMA‟s 

effectiveness 

Institutional 

entrepreneurship 

Private sector 

development 

H1 H2 
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 Another issue is that marketeers and their respective businesses, like other businesses, 

need to achieve economic growth in order to survive, and accessing external finance is an 

essential tool to do so. However, marketeers are either usually not able to provide the 

necessary securities or to meet the requirements of conventional banks. The presence of 

microfinance institutions in the markets is also often too limited for a vast number of 

marketeers to benefit from them, and they also tend to not reach the core poor (Altenburg and 

von Drachenfels, 2006). In addressing this institutional void, ZANAMA has commenced on 

the soft-loans scheme where ZANAMA offers its members the opportunity to access risk 

capital. 

An additional important tangible institution emphasised is the presence of a sound 

legal system. In this respect, ZANAMA enforces, at least in some market, the rule of law by 

forming security neighbourhood Crime Prevention Units. More specifically, ZANAMA 

Branch Executive Committees have hired security offices whose role is to maintain peace and 

security in the markets. For instance, in the Chisokone Market, the markets are continuously 

under the supervision of security officers who ensure that thieves and trouble makers are not 

able to operate freely. This security provision ensures that marketeers can operate their 

businesses efficiently without the threat of people committing crimes against them. However, 

it should also be mentioned that even though this enforcement of a sound legal system 

constitute an important function, concerns were raised from stakeholders towards the, at 

times, rough methods and practices used by the security officers. 

Besides the presence of tangible institutions is also the importance of intangible 

institutions in ensuring a thriving climate for Schumpeterian entrepreneurship. In relation to 

ZANAMA‟s contribution to the functioning of the markets, particularly two institutions are 

identified: safety nets and executive leadership. In regards to the former, it is argued that 

safety nets are important for businesses and entrepreneurs “who might fail in their attempt to 

create something new” (Venkataraman, 2004: 164). Integral to ZANAMA‟s organisation are 

the different sub-committees on areas such as funeral assistance and HIV/AIDS sensitisation. 

For instance, the HIV/AIDS sub-committees hold sensitisation campaigns around these 

diseases which demand numerous of marketeers‟ lives every year. Although this might not be 

directly linked to the marketeers‟ Schumpeterian entrepreneurship, it is evident that 

ZANAMA, through their sub-committees, provides their members with a set of social 

services that make it easier for them to go about their businesses. 

The other intangible institution ZANAMA addresses is the need for executive 

leadership in the markets. Through ZANAMA‟s Branch Executives Committees, the 
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association constitute an executive leadership. Even though ZANAMA‟s leadership is not 

interfering with the marketeers‟ businesses, it provides a mechanism whereby all other 

institutional aspects related to the functioning of the market is developed and coordinated. For 

instance, it is under this administration that the dispute resolutions unfold and the Crime 

Prevention Units and different sub-committees are organised. It is also here that the 

construction and maintenance of the physical infrastructure in the markets are commenced. As 

these functions facilitate and ease the dynamics and conditions for trading and market 

vending, they contribute positively to the functioning of the markets and thus the private 

sector development. 

Many of the abovementioned institutions relating to the functioning of the markets are 

usually situated with the Town/Municipal Councils. As a representative from the Ministry of 

Local Government and Housing expressed it: “They [Councils] should be able to generate 

enough revenue for them to manage the working environment, and also be able to pay for the 

working men, ensure a safe place for the marketeers, and also those who are buying food from 

them. And that is supposed to be managed by the local authority”.
16

 However, the capacity of 

the local authorities to undertake these tasks is, in many instances, restricted. The Kitwe 

Town Council, for instance, admitted that it is indeed a challenge to meet the marketeers‟ 

expectations, such as provision of water, security and collection of garbage. 

 Apparent institutional voids in regards to ensuring the functioning of the market are 

therefore left unaddressed, and ZANAMA‟s work in this respect has therefore been of great 

value as to promote private sector development through market functioning. 

 

5.3.2 Market Participation 

As private sector development eventually focuses on the alleviation of poverty (Schulpen and 

Gibbon, 2002), an assessment of how markets function is not sufficient. The emphasis must 

additionally be augmented with the activities and processes that address the institutional voids 

that hamper market participation of poor people (Mair et al., 2007). 

 Many of the functions and activities of ZANAMA that addresses the institutional 

voids hampering market functioning can also be seen in regards to participation, though with 

a different outcome. To begin with, through the association‟s sub-committees dealing with 

funeral support and HIV/AIDS sensitisation, certain vulnerabilities of the poor are targeted. 

The high prevalence of HIV/AIDS among Zambians and marketeers is, for instance, a factor 
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 Interview with Market Official, Ministry of Local Government and Housing, p. 1 
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that repels poor people for participating in the markets (the prevalence rate of Zambian adults 

aged 15 to 49 living with HIV was in 2007 15.2 percent [UNAIDS, 2008]; the prevalence rate 

in the markets is estimated to be higher [WoW, 2007]). Through ZANAMA‟s sensitisation 

campaigns, the common knowledge around the disease, how to prevent it, and how to live 

with it, is raised. 

Moreover, the centre of ZANAMA‟s soft-loan scheme is how it can enable businesses 

to grow. Alternatively, one could argue that through its soft-loan scheme, ZANAMA acts as 

an intermediate financial institution enabling people that are excluded from accessing 

conventional banks to participate in the market trading and exchange as they are able to 

access external finance. Focus is therefore not on external finance as “risk capital”, but rather 

as a necessary initial factor for participating in the markets. By being granted these small 

loans, marketeers can buy the initial bulks of goods, and subsequently sell them in the 

markets with a profit. However, this is only valid for established marketeers and not for new 

people wishing to enter the markets, as members who wish to receive loans must own a 

permanent trading ground in the market and must have been trading there for at least one year 

(see Footnote 7). 

The argument made about ZANAMA‟s Branch Executive Committees acting as an 

executive committee for marketeers is also applicable to market participation. As ZANAMA 

is an organisation representing marketeers, among its main activities are the collateral 

bargaining and lobbying towards local and national authorities. The level of the daily levies 

collected by Town/Municipal Councils is a particular concern in this regard. ZANAMA is 

principally against increasing the level of the levies as long as the local authorities cannot 

fulfil their duties related to the management and maintenance of the markets.  Consequently, 

on the one hand, ZANAMA ensures that the level of the daily levies collected by the councils 

reflects the services and duties they provide in the markets. Marketeers are therefore enabled 

to participate in trading and vending without fearing that the daily levies rise to levels they 

cannot meet. On the other hand, ZANAMA also pressurises the local authorities to become 

more accountable for the levies they collect. However, it should be mentioned that ZANAMA 

do collect membership fees from their members. Some stakeholders even draw parallels 

between ZANAMA‟s membership fees and the Council‟s daily levies. 

In summarising the two sections on market functioning and market participation under 

private sector development, parallels can be drawn to Schulpen and Gibbon‟s (2002) levels 

and elements of private sector development. The authors propose different measures for 

private sector development divided between international, macro, meso and micro levels. 
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However, as the preceding analysis of ZANAMA‟s contributions to the private sector 

development of Zambian markets did not identify any measures on the international level, this 

is excluded. The findings can be read in the following table: 
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Table 5 – ZANAMA‟s contributions to private sector development 

 Macro Meso Micro 

 State Branch Company 

Market functioning Physical infrastructure 

 Building roads, drainage systems, shelters, 

sanitation systems, market sweeping, etc. 

 Social security through ZANAMA sub-

committees  easier to conduct business 

 

Good governance 

 Dispute resolution mechanisms  defining 

and enforcing property rights and contracts 

 Ensures the rule of law 

 Varied perceptions about the law enforcing 

methods 

Institutional infrastructure 

 Executive leadership through 

ZANAMA Branch Executive 

Committees  coordination and 

development of institutional aspects 

related to the functioning of the 

markets 

 Intermediate financial institution 

through the soft-loan scheme  

ensures marketeers can access external 

finance to grow 

 Access to capital through soft-loans 

 Access to physical infrastructure 

Market participation Physical infrastructure 

 Social security through ZANAMA sub-

committees  addresses the vulnerability of 

the excluded 

Institutional infrastructure 

 Executive leadership through 

ZANAMA Branch Executive 

Committees  coordination and 

development of institutional aspects 

related to the participation of the 

markets 

 Intermediate financial institution 

through the soft-loan scheme  

ensures marketeers can access external 

finance to participate 

 Labour union  provides a united 

voice for marketeers 

 Some resistance on collection of levies  

 Access to capital through soft-loans 

 Access to physical infrastructure 

Sources: Inspired by Schulpen and Gibbon (2002: 3) and Mair et al. (2007) 
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6 Discussions 

 

In this chapter, the findings of the preceding analyses will be discussed in the light of the 

theoretical framework proposed. More specifically, the chapter aims at answering the two 

sub-research questions by discussing the validity of the two hypotheses that explain the 

theoretical framework. The framework‟s internal and external validity will subsequently be 

dealt with. 

 

6.1 Sub-Research Question 1 

The first sub-research question of the thesis asked: How does the effectiveness of marketeers 

associations influence their institutional entrepreneurship? In answering this, a hypothesis 

was developed, stipulating: The level of marketeers associations‟ effectiveness affects their 

institutional entrepreneurship correspondingly. The analysis of ZANAMA‟s effectiveness 

demonstrated, on a disaggregated level, that even though its management and programme 

capacity proved effective on some areas, it was set back by issues such as providing annual 

reports and utilising its governance structure optimally. The analysis of the association‟s 

institutional entrepreneurship was organised according to the conditions enabling 

ZANAMA‟s institutional entrepreneurship and according to how these processes unfold. This 

leads to the discussion of whether the hypothesis proposing a covariance between the two 

variables is empirically supported. As the effectiveness analysis focused on ZANAMA‟s 

management and programmes, and thus internal conditions of the association, it cannot affect 

the enabling conditions of the association‟s institutional entrepreneurship relating to the field-

level conditions. Field-level conditions, such as the poor public management and maintenance 

of the markets, insufficient trading space, and the uninstitutionalised organisational field, 

were analysed to play important roles in enabling ZANAMA‟s institutional entrepreneurship. 

However, as these are of an external nature to the association, it does not covariate with the 

level of ZANAMA‟s effectiveness. Rather, this suggests that the field-level conditions should 

be ascribed to the Zambian context in which the theoretical framework is framed. 

 In respect to enabling conditions relating to ZANAMA‟s specific character, however, 

the picture is different. It was argued that ZANAMA‟s legitimacy derived from being an 

association for and by marketeers had been decisive in enabling ZANAMA to act as an 

institutional entrepreneur. Organisational legitimacy, being defined as “the acceptance of the 
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organization by its environment” (Kotova and Zaheer, 1999: 64), is shaped by three factors: 

“(1) the environment‟s institutional characteristics; (2) the organization‟s characteristics, and 

(3) the legitimation process by which the environment builds its perceptions of the 

organization” (ibid.: 64). The source and level of the association‟s legitimacy can therefore be 

ascribed to the ability of ZANAMA to carry out its programmes in an effective manner. For 

example, marketeers partaking in the soft-loan scheme had a positive perception of the 

association and its work. This contributes to its legitimacy to act as an institutional 

entrepreneur. The success of the soft-loan scheme was analysed to be associated to its 

relatively high capacity in the programme effectiveness, hence they covariate. However, as 

the prevalence of the scheme is restricted to only certain markets, many marketeers are not 

able to reap the benefits of the access to external finance. Consequently, marketeers‟ 

satisfaction, and thus the legitimacy of the association, takes damage. 

The same tendency can also be seen with ZANAMA‟s collective bargaining and its 

effects on the legitimacy of the association. While the association is in many respects 

successful in influencing politicians and law-makers in the advantage of its members and 

marketeers in general, some marketeers still did not feel that ZANAMA does enough, and 

thus questioned its legitimacy. It was further argued that this varied perception reduced the 

effectiveness of the association as it had not successfully communicated its intentions with its 

members. It is thus evident that this particular ineffectiveness of ZANAMA‟s programme 

capacity has a questioning effect on the association‟s legitimacy which, in turn, is an enabling 

factor for ZANAMA‟s institutional entrepreneurship. It should, though, be mentioned that 

only two of ZANAMA‟s programmes were analysed in this respect. Although these were 

picked as representative programmes, this means that the discussion of the validity of its 

programme effectiveness may be restricted. 

The effectiveness of ZANAMA can furthermore be associated with its social position. 

It was argued that the association‟s unique perception of its organisation field enables it to act 

as an institutional entrepreneur. This can, at least partly, be ascribed to the capacity of 

ZANAMA‟s management where its organisational structure ensures that the association is 

represented nationally through the National Executive Committee and locally in the markets 

through the Branch Executive Committee. The leadership of the association is therefore in a 

good seat to acquire information concerning the challenges and obstacles that the marketeers 
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face. To recall the Chairman General of ZANAMA‟s argument: “[we] better placed to 

manage these institutions than any other outsider because we are always found here”
17

. 

In relation to the processes of ZANAMA‟s institutional entrepreneurship, the 

covariance with its effectiveness becomes even more apparent. Regarding ZANAMA‟s 

discursive strategies used to facilitate and unfold its institutional entrepreneurship, emphasis 

was devoted to strategies such as its public meetings and the extensive media exposure. As 

these are tools for the association to address the member‟s concerns and interests, they are in 

conjunction with the effectiveness of the association‟s labour union programmes wherein, for 

instance, collateral bargaining is provided for the members. Through this, ZANAMA has 

accomplished to create good relations with politicians and policy makers, and are in a position 

to influence these for the benefit of marketeers. 

However, it was also pointed to the fact that the discursive strategies have created 

much opposition from stakeholders such as other associations representing marketeers and 

local authorities. One of the main accusations was that ZANAMA is not accountable towards 

its members and operating environment. This relates directly to the ineffectiveness of 

ZANAMA‟s management capacity in which the association fails to provide frequent financial 

and operational reports. Accountability is “not only a means through which individuals and 

organizations are held responsible for their actions [...], but also as a means by which 

organizations and individuals take internal responsibility for shaping their organizational 

mission and values, for opening themselves to public or external scrutiny, and for assessing 

performance in relation to goals (Ebrahim, 2003: 815). External and internal reporting is 

therefore essential in this regard, and it is evident that the failure of ZANAMA to provide this 

has a negative effect on its institutional entrepreneurship; hence negative covariance. 

The other process investigated was ZANAMA‟s ability to mobilise both tangible and 

intangible resources in order to unfold its institutional entrepreneurship. It was argued that 

ZANAMA had been less successful in mobilising particularly financial assets. These could 

have been used to disclosing institutional projects, building coalitions with other actors, and 

pressurising stakeholders. This is again related to the ineffectiveness of ZANAMA‟s financial 

management. Even though it was, as stated, not possible to acquire an objective assessment of 

ZANAMA‟s financial situation, perceptual measures like the limits of the soft-loan scheme 

and the reduced pace of expansion revealed a poor financial situation. 
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 Interview with ZANAMA Chairman General, p. 3-4 
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In regards to its intangible resources, however, the following three were in focus: 

social capital; previously earned legitimacy; and formal authority. Firstly, its social capital 

was assessed to be high as the association is in a position to influence the actions of its 

network to the benefit of itself and its members. This can be traced back to the effectiveness 

of the association to carry out its labour union programmes where it has established good 

relations to important stakeholders. However, it was also argued that not all of ZANAMA‟s 

members perceived their collective bargaining efforts equally good. As the high social capital 

of ZANAMA has allowed it to create close ties to the ruling political party in Zambia, MMD, 

this mixed perception is most likely to amplify. Secondly, ZANAMA‟s ability to employ its 

previously earned legitimacy to unfold its institutional entrepreneurship relates much to the 

arguments already mentioned in this section; i.e. relatively high legitimacy due the status of 

ZANAMA‟s leaders as marketeers as well as its ability to conduct its programmes diligently. 

With this, the association has a platform from which it can unfold its institutional projects. 

Thirdly, ZANAMA‟s formal authority was analysed to be less significant, but still important 

as it has, for instance, in some markets, been given the authority to undertake the 

responsibilities of the local authorities‟ Market Advisory Committee. And in these instances, 

the effectiveness of ZANAMA‟s management and programme capacity and outcome is 

crucial as it directly describes how effective the association is to fulfil its mandate. 

In sum, it becomes clear that covariance exists between ZANAMA‟s effectiveness and 

the enabling conditions and processes of its institutional entrepreneurship, as stated in the 

hypothesis. However, this covariance applies only to aspects internal to the association, and 

thus leaves the external field-level conditions out. The discussion above demonstrated that 

both a positive and a negative covariance exist. This recognition has been necessary as the 

effectiveness of ZANAMA was assessed to be both high and low, depending on the 

disaggregated focus. In the light of this, the first hypothesis can therefore be validated 

(although with the restriction that the programme effectiveness might not have been analysed 

adequately). 

 

6.2 Sub-Research Question 2 

The second sub-research question asked: How does the institutional entrepreneurship of 

marketeers associations contribute to the private sector development in the Zambian 

markets? The second hypothesis of the thesis argued that: the level of marketeers 

associations‟ institutional entrepreneurship contributes correspondingly to the private sector 
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development in the Zambian markets. It will in this context not be relevant to discuss the 

enabling conditions of ZANAMA to act as an institutional entrepreneur as these have only 

triggered ZANAMA‟s institutional entrepreneurship, and are thus not directly linked to the 

outcomes of the association‟s institutional projects. 

 The analysis of ZANAMA‟s contributions to the private sector development in 

Zambian markets illustrated that the association contributes to both market functioning and 

participation. In relation to the former, focus was particularly directed towards how 

ZANAMA contributes to the private sector development through physical infrastructure and 

good governance at the macro level, and through the institutional infrastructure at the meso 

level. In relation to the market participation, it also became evident that ZANAMA 

contributes to the physical infrastructure at the macro level, and institutional infrastructure at 

the meso level. 

 In examining the relationship between the two variables, however, the positive 

covariance becomes evident on several levels. Firstly, at a macro level, it was argued that its 

provision of physical infrastructure such as road and shelters as well as social security was 

important for both market functioning and participation. These could not have been facilitated 

without the ability of the association to mobilise tangible and intangible resources. Even 

though it has been argued that ZANAMA is less successful at mobilising financial assets, it 

has in many markets accomplished to erect market structures which contribute to the private 

sector development. Additionally, the association‟s ability to employ its discursive strategies 

has facilitated, for instance, HIV/AIDS sensitisation campaigns. 

Secondly, ZANAMA contributes to private sector development at the meso level 

through the provision of an institutional infrastructure. Regarding the market functioning, this 

can be seen in aspects such as the presence of executive leadership in the markets and its role 

as an intermediate financial situation (through its soft loan schemes). The same elements go 

for the market participation, which is also supplemented by ZANAMA‟s role as a labour 

union for its marketeers. Again, the processes of ZANAMA‟s institutional entrepreneurship 

become relevant. This can, on the one hand, be seen in the association‟s ability to employ 

discursive strategies to create momentum around its activities related to provide institutional 

infrastructure. For instance, in relation to ZANAMA‟s provision of executive leadership in 

the markets that coordinates and develops institutional arrangements, its discursive measures, 

such as its public meetings and active media exposure, both specify the failings and flaws of 

existing institutional setups and justify new and altered projects and arrangements. On the 

other hand, ZANAMA‟s mobilisation of tangible and intangible resources is important as to 
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act as an intermediate financial institution. The association‟s ability to mobilise financial 

assets to distribute to the scheme has been important, even though it has to date been carried 

out on a limited scale. 

Thirdly and lastly, the private sector development at the micro level, seen through 

ZANAMA‟s facilitation of the marketeers‟ access to capital and physical infrastructure, is 

also directly linked to how the processes of the association‟s institutional entrepreneurship 

unfold. This is because this access is a direct outcome of ZANAMA‟s role as an intermediate 

financial institution at the meso level and its provision of physical infrastructure at the macro 

level. 

Evidently, a positive covariance between the processes of ZANAMA‟s institutional 

entrepreneurship and its contributions to the private sector development is empirically backed. 

The second hypothesis is thus validated. Institutional entrepreneurs are actors “channelling 

their efforts towards creating and transforming institutions that foster both economic and 

social development” (Mair et al., 2007: 36), and it has in this discussion been proved how 

ZANAMA‟s institutional entrepreneurship addresses institutional setups related to private 

sector development in the Zambian markets. However, what is also evident is that ZANAMA 

dominantly addresses institutional voids hampering private sector development in the 

Zambian markets. Institutional voids, defined by the absence or failure of market supporting 

institutions, were identified in relation to both market functioning and participation. This can, 

for instance, be seen in the marketeers‟ lack of access to external finance and social security 

as well as the absence of executive leadership in the markets. Therefore, ZANAMA‟s main 

task as an institutional entrepreneur is not to influence its institutional context, as proposed by 

many authors (e.g. Maguire et al, 2004; Levy and Scully, 2007; Perkman and Spicer, 2007), 

but rather to provide institutions in the face of their absence. This is particularly evident in the 

case of the Zambian markets which is characterised by their severe institutional voids. In 

fulfilling its mandate of representing the interest and welfare of Zambian marketeers, 

ZANAMA therefore steps in to bridge and fill these gaps, and thus act as an institutional 

provider. 

 

6.3 The Validity of the Theoretical Framework 

According to Yin (2009), the case study approach aims for analytical generalisability, in 

which “a previously developed theory is used as a template with which to compare the 
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empirical results of the case study” (Yin, 2009: 39). Therefore, “the investigator is striving to 

generalize a particular set of results to some broader theory” (Yin, 2009: 43). 

 This thesis has set out to investigate how marketeers associations in Zambia, through 

their institutional entrepreneurship, contribute to the private sector development in the 

Zambian markets, and has used the single-case of ZANAMA to do this. In this respect, a 

theoretical framework has been developed and empirically tested. The framework stipulates a 

positive covariance between the independent variable ZANAMA‟s effectiveness, the mediator 

variable institutional entrepreneurship, and the independent variable private sector 

development. However, in judging the quality of the theoretical framework, the framework‟s 

internal and external validity will be discussed in the following. 

 

6.3.1 Internal Validity 

The internal validity tells whether a causal relationship between the strategic variables has 

been established in the framework (Yin, 2009). 

 The tactics of pattern matching or explanation building are measures whereby the 

internal validity can addressed. The essence of these is to compare whether the pattern in the 

analysed case study corresponds with a predicted or a premade explanation. In the light of this 

research, a pattern of the relationship between the variables was initially proposed as a point 

of clarification to the research question. Furthermore, in the Literature Review, two separate 

hypotheses were developed on the backdrop of literature on institutional entrepreneurship, 

organisational effectiveness, and private sector development. These hypotheses stipulated a 

covariance between the strategic variables, and eventually formed the theoretical framework. 

Recalling the previous discussions, the hypotheses were empirically validated. This 

strengthens the theoretical framework‟s internal validity. 

 Another way to address the internal validity of the framework is to account for other 

or rival explanations to the dependent variable; i.e. to account for the possible presence of 

other independent variables precluding and neglecting the framework‟s independent and 

mediator variable. The concept of private authority may be such a variable. Private authority 

describes how actors (e.g. MNCs, NGOs, interest groups, etc.) “develop their own problem-

solving capacities outside the framework of states and intergovernmental organizations” 

(Ronit, 2001: 558), and present alternatives to public authorities (Cutler et al., 1999). As was 

previously discussed, the majority of ZANAMA‟s work is to fill the gaps of the 

Town/Municipal Council‟s management and maintenance of the markets. In this sense, 
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ZANAMA develops authority and problem-solving capacity to address these flaws. The 

literature of private authority could therefore provide an alternative explanation to the variable 

of institutional entrepreneurship. However, the analysis of ZANAMA‟s contributions to 

private sector development concluded that it is chiefly the institutional voids that impede 

market functioning and participation. It has therefore been necessary to focus on how 

ZANAMA alters existing and provides new institutions in the markets, which is the prime 

concern of the variable of institutional entrepreneurship. 

 In this regards, it should be mentioned that the strategic variables are framed within 

the Zambian context. However loosely defined it might be, the intention was to account for 

how the context of the case might have had an impact on the strategic variables and their 

relationships. Although no systematic analysis has been conducted on how the context has 

influenced the framework, it has shaped the overall lens through which the variables have 

been analysed. For instance, it was suggested that the enabling conditions of ZANAMA‟s 

institutional entrepreneurship should be ascribed to the context of the case. Other rival 

explanations should thus be adequately covered for. 

 The issue of feedback loops is also relevant for the internal validity of the theoretical 

framework. As discussed in section 3.2.2 The Relationships of the Theoretical Framework, 

feedback loops can occur on three dimensions: between the dependent and the independent 

variable; between the dependent and mediator variable; and between the mediator and the 

independent variable. First, the ability of ZANAMA to contribute to the private sector 

development in the Zambian markets can, for instance, have a positive impact on the 

outcomes of ZANAMA‟s programmes, as marketeers might to a larger degree recognise how 

the association‟s programmes benefit them. 

Second, the success of the association in addressing the institutional voids hampering 

market functioning and participation might, for instance, increase its legitimacy as 

stakeholders perceive how ZANAMA‟s work and activities contribute positively to the 

private sector development in the Zambian markets, and thus give their support to ZANAMA. 

Consequently, ZANAMA will have even more organisational room to unfold their 

institutional entrepreneurship than was the case before the feedback loop occurred. It can also 

be anticipated that ZANAMA‟s contributions to the private sector development increases its 

ability to mobilise both tangible and intangible resources. For example, through a stronger 

track record of achievements, ZANAMA will be in a stronger position to mobilise financial 

funds from external donors. 
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Third, ZANAMA‟s discursive strategies used to unfold its institutional 

entrepreneurship, such as the widespread media exposure, can also gather greater momentum 

around the association, and thus create increased public recognition on the outcome of its 

programmes. In sum, these three feedback loops do not immediately present a threat to the 

internal validity of the theoretical framework as such. This is because they do not alter or 

revolutionise the variables significantly, but are rather most likely to amplify the initial 

conclusions. 

Eventually, the matter of internal validity is a question of the theoretical framework‟s 

causality. In order for causality to occur, covariance between the variables should exist. The 

presence of this has been illustrated in the preceding discussions of the hypotheses predicting 

their relationships. Another criterion is that no other interfering variables should preclude the 

framework. As illustrated in this section, although alternative explanations to the dependent 

variable might exist, their explanatory abilities are inferior to the one of institutional 

entrepreneurship due to the level of institutional voids. This suggests that the independent and 

mediator variable are necessary when describing change in marketeers associations‟ 

contributions to the private sector development in Zambian markets. Furthermore, even 

though feedback loops might exist, they are not likely to alter the variables to a degree that 

might hamper the propositions of the framework. The last criterion for judging the occurrence 

of causality is whether the relationships between the strategic variables are theoretically 

founded. Even though no specific theory describes the relationship of this framework, it was 

developed on the backdrop of the literature presented in Chapter 2.  

In sum, based on the arguments above, a qualitative causal relationship in the 

theoretical framework can be proven, and this facilitates its internal validity. However, it 

should lastly be noted that even though the a causal relationship between the variables is 

present, it is not given that effective marketeers associations directly act as institutional 

entrepreneurs that contribute to the private sector development in the Zambian markets. 

Factors deriving the Zambian context, such as supporting policies and field-level conditions, 

may prevent this. Therefore, for the framework to be fully valid, it must be supported by an 

enabling context. 

 

6.3.2 External Validity 

The external validity of a research describes the degree of generalisability of the study‟s 

findings and conclusions beyond the immediate case in question. Said in other words, the 
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external validity addresses whether the cause-effect-relationships identified in this thesis can 

be found elsewhere among Zambian marketeers associations. Then, in order to assert that the 

theoretical framework is applicable to the target population, the external validity must be 

discussed. 

As has been mentioned, there are a number of associations representing marketeers in 

Zambia, such as Zambia Traders and Marketeers Association and Zambia Fisheries and 

Marketeers Union. However, as there are no complete register or database covering these and 

their memberships, this thesis relied on a single-case study of ZANAMA. The case of 

ZANAMA was chosen on four rationales. Firstly, the case is a representative one in which 

there are several associations representing marketeers in Zambia. These face many of the 

same external challenges that ZANAMA faces. Secondly, the case is considered unique in the 

sense that the association is the largest and most influential association representing 

marketeers in Zambia. Thirdly, as the case was argued to constitute a critical sample, the 

conclusions derived from this study are more likely to be valid for other Zambian marketeers 

associations alike. Lastly, the case was presented as paradigmatic as it is likely to function as 

a point of reference in Zambian marketeer representation. The interplay and synergies of these 

rationales are important for the external validity of the theoretical framework. Firstly, a 

general platform for empirically testing the theoretical framework has been established due to 

the representativeness of the case. Challenges related to aspects such as the poor public 

management and maintenance of the markets, the uninstitutionalised organisational field, and 

the institutional voids apply to the general operational context of marketeers association in 

Zambia. As the independent variable of the thesis depicts how marketeers associations 

contribute to the private sector development of Zambian markets, the results that have been 

derived from this rationale are therefore relevant for other marketeers associations in Zambia. 

Secondly, the unique structures, processes, strategies and experiences that ZANAMA 

has accumulated since its inception provide a valuable impetus for other associations with a 

similar mandate. By assessing how this has influenced its effectiveness, institutional 

entrepreneurship, and contributions to the private sector development in the Zambian markets, 

valuable insights and benchmarks will be provided for similar associations. This is 

particularly relevant as the theoretical framework signifies a significant mean for 

understanding how marketeers associations address institutional voids hampering market 

functioning and participation. 

Additionally, due to the case‟s critical status, the causality proven is likely applicable 

to similar marketeers associations of ZANAMA, i.e. relatively strong national associations. 
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While this is an important notion as it justifies the use of ZANAMA as a single-case in 

answering the research question, it has also the consequence that the conclusions derived from 

this research is of less relevance to ineffective marketeers associations. However, as was 

argued in the Methodology chapter, these are of less interest to the overall knowledge interest 

as these are not expected to contribute much to the private sector development in the Zambian 

markets. 

Lastly, as the case was argued to possess paradigmatic status, other Zambian 

marketeers association are likely to use ZANAMA‟s example as a point of reference as well 

as it inspire other associations to pursue the similar means. ZANAMA has, in that sense, 

brought a new paradigm as to how marketeers are represented in Zambia, and that entails that 

the thesis‟ conclusion are more likely to be applicable to other Zambian marketeers 

associations. 

However, there are three factors that have the potential of impeding the external 

validity of the theoretical framework: people, place and time. While the thesis argues that a 

causal relationship exists in the proposed theoretical framework, it has not assessed the impact 

of the individuals constituting the association in facilitating this causality. This was a 

deliberate delimitation as ZANAMA‟s leaders are elected for periods of four and five years, 

so the frequency of change in personnel is relatively high. However, it has been seen in the 

analyses that the strategic variables are indeed influenced by individuals. For instance, in the 

analysis of ZANAMA‟s effectiveness, organisational confusion arose as a result of dual 

positions held by ZANAMA‟s and AZIEA‟s Secretary General and Chairman General. 

Another point, although not made explicit, is that the success of ZANAMA‟s discursive 

strategies used to unfold its institutional entrepreneurship can to a large extent be ascribed 

individual characteristics and network of the present Chairman General. 

The second threat to the external validity relates to the place of the case. ZANAMA is 

a national association, represented in 8 out of Zambia‟s 9 regional provinces. The case should 

therefore immediately not possess any threat to the generalisability of the research. However, 

due to the action research strategy employed, a bias may have been encountered towards 

ZANAMA‟s operations in Chisokone Market in Kitwe where the association was originally 

founded and its headquarters is currently based. The ways whereby ZANAMA successfully 

addresses the institutional voids in this market is therefore undeniably more developed and 

coherent. This might have influenced the analyses as the picture presented of ZANAMA 

might not be representative for the association as a whole. 



I n s t i t u t i o n a l  E n t r e p r e n e u r s h i p  i n  Z a m b i a n  M a r k e t s  P a g e  | 70 

  

 

Lastly, the time factor might also challenge the external validity of the case. As the 

empirical framework of this thesis was based on a four months internship with ZANAMA, it 

is difficult to say whether a complete and representative picture of the association and its 

work has been obtained. For instance, during the period of the internship, Zambia witnessed 

the death of their President, Levy Mwanawasa, as well as a subsequent presidential election. 

This occupied much of the daily lives of Zambian population, and it might have had 

consequences for ZANAMA‟s operations as its leaders became active in the election process. 

It therefore immediately seems that the aspects of people, place and time might 

undermine the external validity of this research. However, bearing in mind that the external 

validity of the theoretical framework is a means for achieving analytical generalisability, the 

aspects of people, place and time are then not that threatening. The intention of this research 

has been to explore and explain through a theoretical framework how marketeers associations 

in Zambia, through their institutional entrepreneurship, contribute to the private sector 

development in the Zambian markets. It has therefore not sought after statistical 

generalisation, in which “an inference is made about a population (or universe) on the basis of 

empirical data collected about a sample from that universe” (Yin, 2009: 38). Consequently, in 

the light of the thesis‟ sampling model, the external validity in considered high. This means 

that a theoretical framework has been proposed that can be used to analyse the work and 

impacts of other Zambian marketeers associations. 
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7 Conclusion 

 

This master thesis was set out to abductively investigate the following research question: How 

do marketeers associations in Zambia, through their institutional entrepreneurship, 

contribute to the private sector development in the Zambian markets? Through a single-case 

of Zambia National Marketeers Association (ZANAMA), the purpose of the research was 

two-fold: on the one hand, it wanted to explore institutional entrepreneurship in Zambian 

markets; an area that has thus far received little academic attention. On the other, it was 

intended to theoretically explain how the Zambian marketeers associations, through their 

institutional entrepreneurship, contributed to the private sector development in Zambian 

markets. In this respect, a theoretical framework has been constructed, stipulating the 

relationship between the main variables of the thesis: marketeers associations‟ organisational 

effectiveness; their institutional entrepreneurship; and their contributions to the private sector 

development in the Zambian markets. 

 As was emphasised in the previous discussions, empirical support was found for both 

hypotheses underlying the theoretical framework. Regarding the first hypothesis (relating to 

the first sub-research question), „The level of marketeers associations‟ effectiveness affects 

their institutional entrepreneurship correspondingly‟, it was argued that ZANAMA‟s 

organisational effectiveness covariates with its institutional entrepreneurship on issues 

internal to the association. It was also argued that the variables covariate positively and 

negatively, depending on the disaggregated focus of the effectiveness. This means that, for 

instance, ZANAMA‟s legitimacy, which was analysed to be of an important value to the 

specific character enabling the association‟s institutional entrepreneurship, could be ascribed 

to the ability of ZANAMA to conduct its programmes in an effective way. However, it was 

also argued that ZANAMA had created some opposition stemming from its discursive 

strategies, and this was attributed to the ineffectiveness of ZANAMA‟s management at 

providing financial and operational reports. 

 In respect to the second hypothesis (relating to the second sub-research question), „The 

level of marketeers associations‟ institutional entrepreneurship contributes correspondingly 

to the private sector development in the Zambian markets‟, attention was devoted to how 

ZANAMA‟s institutional entrepreneurship addressed the institutional context hampering both 

functioning and participation in the Zambian markets. It was, for example, argued that 

ZANAMA‟s provisions of physical infrastructure in the markets and financial intermediate 
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institutions were important for the private sector development. These were, in turn, facilitated 

by the association‟s ability to mobilise tangible and intangible resources (as an institutional 

entrepreneur). However, it was also stressed that the association mainly addressed 

institutional voids by filling these, and hence acted more as an institutional provider. 

This suggests that the level of ZANAMA‟s effectiveness has a direct impact on its 

institutional entrepreneurship, which, consecutively, covariates with its contributions to the 

private sector development in the Zambian markets. This observation is an important measure 

to prove the causality of the framework. Another measure is that there are no other external 

interfering variables of any significance. The literature backdrop from which the framework 

was developed is also important when determining the framework‟s causality. 

Discussing the external validity of the theoretical framework, however, attention was 

focused on whether the findings of the single-case could be generalised to the target 

population of the study, i.e. Zambian marketeers associations. Here, the synergies derived 

from the four case-selection rationales (unique, representative, critical and paradigmatic case) 

were highlighted as central to the sole use of ZANAMA. Potential threats to the external 

validity deriving from the time, people and place of the conducted study were also mentioned. 

However, these were undermined as the thesis relies on analytical generalisability over 

statistical generalisability. 

 In conclusion, the thesis has, on the one hand, thoroughly explored Zambian 

marketeers associations‟ institutional entrepreneurship and their contributions to the private 

sector development in Zambian markets. For instance, it became evident that effective 

marketeers associations tend to act as institutional providers faced with severe institutional 

voids. On the other hand, the thesis has through a hypothetical-deducted theoretical 

framework explained how the level of Zambian marketeers associations‟ effectiveness has a 

direct impact on their institutional entrepreneurship, which, in turn, covariates positively with 

their contributions to the private sector development in the Zambian markets when supported 

by an enabling operating context. The implications of these conclusions are dealt with in the 

next chapter – Perspectives. 
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8 Perspectives 

 

Major implications of the conclusions above are listed in the following. The first to draw out 

of this is the necessity of treating organisations as endogenous variables to institutional 

change; hence institutional entrepreneurship. This is in distinction to the more conventional 

institutional view; i.e. that organisations act solely in conjunction with the institutional 

context in which they are embedded. As associations like ZANAMA are in a continuous 

pursuit of improving the operating environment for their members through different measures, 

it becomes clear that these associations challenge present institutional setups, and propose 

solutions in the betterment of the marketeers. It has thus been necessary to employ 

institutional entrepreneurship as an analytical lens in this respect. 

Second, in order to analyse associations‟ institutional entrepreneurship, it has been 

required to conduct a preliminary assessment of these associations‟ effectiveness. This means 

that, for instance, if a marketeers association proves to be ineffective on certain areas, this will 

have a negative impact on their ability to act as institutional entrepreneurship. This will then 

undermine their contributions to the private sector development in the Zambian markets. 

Effective associations, however, will be in a better position to act as institutional 

entrepreneurs, and thus contribute more effectively to the private sector development. A 

disaggregated analytical focus on the framework‟s variables has throughout the thesis been 

emphasised, signifying that associations can be effective on some areas while being 

ineffective on others. 

Third, when assessing how marketeers associations contribute to the private sector 

development in Zambian markets, this thesis has argued that one must account for market 

creation, market functioning and market participation. While market creation was not 

applicable to this case as ZANAMA exclusively operates in existing markets, an augmented 

focus on private sector development has been required as to ensure an inclusive 

conceptualisation of the notion, particularly when poverty alleviation is emphasised. 

The fourth implication of the thesis is the importance of embedding the framework‟s 

strategic variables and relationships within a general Zambian context. This requires a vivid 

description of the marketeers associations‟ operating environment, and has been particularly 

important when mapping out the institutional context in which they work. With respect to the 

field-level conditions enabling marketeers associations‟ institutional entrepreneurship, this 

has been especially valid. 
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A fifth implication is that effective marketeers associations may tend to act as 

institutional providers when faced with the institutional voids that characterise the contexts 

they operate within. This indicates that effective associations will step in and bridge the 

institutional voids hampering an effective private sector in the markets. This is in contrast to 

much hitherto literature on institutional entrepreneurship (which has predominantly been 

occupied with developed country contexts) in which it is argued that institutional actors rather 

influence and alter existing institutional contexts instead of performing institutional provision. 

Therefore, in the light of the initial research gap identified, i.e. the lack of theoretical attention 

on institutional entrepreneurship in developing country contexts, a different role for 

institutional entrepreneurs in developing countries is suggested. 

Lastly and perhaps most importantly, a practical implication of the thesis relates to the 

general recognition of marketeers associations. The thesis has demonstrated how effective 

marketeers associations, through their institutional entrepreneurship, contribute positively to 

the private sector development in the Zambian markets. As many of the organisations similar 

to the one analysed here are grassroots associations and are based in the informal economy, 

they often end up being only partly recognised in policy formulations (WoW, 2007). In 

conjunction with the findings of the thesis, the work and activities of associations alike should 

therefore receive higher recognition amongst stakeholders working towards private sector 

development in developing countries.  
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Appendix 1 – Levels and elements of private sector development 

Level Enabling environment 

International Macro Meso Micro 

Countries State Branch Company 

Elements  Free trade and rule governed 

international trade 

 Access to international markets 

(including coordination) 

Macroeconomic policies 

 Trade policy 

 Privatisation 

 Exchange rate and monetary 

policies 

 Public budget 

 Labour market policy 

 Observance of labour standards 

 Fiscal policy (tax) 

 Inflation reduction 

 Financial institutions (capital 

market) 

 Balance of payment regulations 

 

Physical infrastructure and human 

capital 

 Education and skill training 

 Health 

 Roads, railways, harbours, 

electricity, telecommunication, 

etc. 

 Intellectual capital 

 Social security and pension 

schemes 

 

Good governance 

 Fight against corruption 

 Transparency 

 Legal system 

Institutional infrastructure 

 Chamber of commerce 

 Employers organisation 

 Labour Unions 

 Intermediate financial institutions 

 R&D institutions 

 Training institutions 

 Sector-level market-institutions 

 Access to technology, 

expertise and capital 

 Manpower 

 Management and 

entrepreneurship 

 Market access and 

information 

Source: Schulpen and Gibbon (2002: 3) 
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Appendix 2 – Internship contract 
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Appendix 3 – Interview overview 

Interviewee Location Duration Date Focus 

1. ZANAMA    

 a. ZANAMA Secretary General Kitwe 1:03:22 h 16.09.2008 Explorative on ZANAMA/AZIEA, Zambian informal economy  

b. Branch Chairman Nakadoli Market Kitwe 37:52 m 24.09.2008 Explorative on a Branch Executive Committee (structure, dynamics, cooperation, etc) 

c. District Chairman Kasama Kasama 33:41 m 14.10.2008 Explorative on a District Executive Committee; internal and external cooperation 

d. Soweto Market Branch Lusaka 49:48 m 21.10.2008 Internal and external cooperation; activities; decentralisation/centralisation 

e. Branch Chairman Kasanda Market Kabwe 1:05:10 h 28.10.2008 Structure and challenges on branch level; coordination with organisation 

f. Solwezi Main Market Branch Solwezi 28:51 m 11.11.2008 Structure and challenges on branch level; coordination with organisation 

g. ZANAMA Chairman General Kitwe 1:33:38 m 30.11.2008 History of ZANAMA; ZANAMA‟s SWOT; marketeers; capacity of local authorities 

2. Authorities     

a. Ministry of Local Government and 

Housing, Market Official 

Lusaka 22:40 m 22.10.2008 Markets; Market and Bus Station Act; marketeers associations; local authorities 

b. Market Advisory Committee, 

Kabwe Main Market 

Kabwe 19:48 m 19.11.2008 Explorative on Market Advisory Commity; Council‟s perspective on market management  

c. Market Advisory Committee, 

Kasanda Market 

Kabwe 21:26 m 19.11.2008 Explorative on Market Advisory Commity; Council‟s perspective on market management 

d. Deputy Director of Community 

Services, Kitwe Town Council 

Kitwe 32:52 m 21.11.2008 Role and capacity of council; perception of ZANAMA; management and operation s of markets 

e. Market Master, Chisokone "B" 

Market 

Kitwe 29:43 m 02.12.2008 Chisokone B Market; the management of the market; ZANAMA; Town Council 

3. Other marketeers associations     

a.  SMDC Lusaka 1:02:40 h 22.10.2008 SMDC; markets in Lusaka; marketeers; role and capacity of council; perception of ZANAMA  

b. ZATMA, Vice National Chairman Kitwe  32:43 m 03.12.2008 ZATMA; marketeers; role and capacity of council; perception of ZANAMA; illegal levies 

4. Marketeers     

a. Kyawama Market Solwezi n. a. 10.10.2008 Challenges/barriers in the market; perception of ZANAMA and local authorities 

b. Solwezi Main Market Solwezi n. a.  10.10.2008 Challenges/barriers in the market; perception of ZANAMA and local authorities 

c. Chisokone Market Kitwe n. a. 26.10.2008 Challenges/barriers in the market; perception of ZANAMA and local authorities 

d. Chisokone Market Kitwe n. a. 28.10.2008 Challenges/barriers in the market; perception of ZANAMA and local authorities 
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Appendix 4 – Segmentation of Chisokone Market, Kitwe 

 

A – Clothes 

 New clothes 

 Second hand clothes 

 Shoes 

 Tailoring 

 

B – Food 

 Restaurant/take-away 

 Groceries 

 Fish (dry/fresh) 

 Fruit 

 Vegetables 

 Buthers 

 Chicken 

 Beverages 

 

C – Non-food 

 Hardware 

 Electronics 

 DVDs/CDs 

 Toys 

 Whole sale 

 Cosmetics/accessories 

 Furniture 

 Books 

 

D – Services 

 Traditional doctors 

 Barbershops 

 Electronic repair 

 Shoe repair 

 Saloons 
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Appendix 5 – Map of Zambia 

 

 

Source: http://www.lib.utexas.edu/maps/africa/zambia_pol01.jpg, last retrieved 23/07/2009 
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Appendix 6 – ZANAMA’s objects and functions 

 

The aims and objects of the association shall be: 

 

1. To promote and bring together in unity all marketeers in Zambia. 

 

2. To promote prosperity and provide education to it‟s members by training       them in 

business management, good conducts of accounts, establish good                      

relations with public institutions. 

 

3. To source and facilitate the provision of credit facilities for the members from various 

lending institutions within and outside the country 

 

4. To invest funds in short and long term projects for the betterment of the marketeers 

 

5. To formulate rules and regulations in conformity with the existing laws and by-laws of 

the local authority. 

 

6. To resolve and arbitrate disputes 

 

7. To project, promote and protect the image of the association by: 

 

a. Ensuring that marketeers are security conscience 

b. Forming security neighbourhood/Crime Prevention Units 

c. Liasing with all security agencies 

 

8. To work hand in hand with councils to ensure that markets are kept clean 

 

9. The Association shall endeavour to create employment amongst it‟s members and 

shall engage the services of experts labour as and when necessary 

 

10. The Association shall be non-partisan 

 

11. To appoint committee members to sit on the District, Provincial and National Boards 

dealing with market and marketeers affairs. 

 

12. To establish funeral committees at National, Provincial, District and Branch levels 

 

13. To encourage and mobilise all marketeers to be into one strong Association in Zambia 
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Appendix 7 – Content of enclosed CD 

 

The master thesis 

 Institutional Entrepreneurship in Zambian Markets – The Case of Zambia National 

Marketeers Association 

 

Transcriptions 

 ZANAMA 

o ZANAMA Secretary General 

o Branch Chairman, Nakadoli Market 

o ZANAMA Chairman General 

 Authorities 

o Ministry of Local Government and Housing, Market Official 

o Deputy Director of Community Services, Kitwe Town Council 

o Market Master, Chisokone “B” Market 

 Other marketeers associations 

o Zambia Traders and Marketeers Association 

 Marketeers 

o Kyawama Market, Solwezi 

o Solwezi Main Market, Solwezi 

o Chisokone Market 

 

Audio files 

 ZANAMA 

o ZANAMA Secretary General 

o Branch Chairman, Nakadoli Market 

o District Chairman, Kasama Market 

o Soweto Market Branch  

o Branch Chairman, Kasanda Market 

o Solwezi Main Market 

o ZANAMA Chairman General 

 Authorities 

o Ministry of Local Government and Housing, Market Official 

o Market Advisory Committee, Kabwe Main Market 

o Market Advisory Committee, Kasanda Market 

o Deputy Director of Community Services, Kitwe Town Council 

o Market Master, Chisokone “B” Market 

 Other marketeers associations 

o Soweto Market Development Committee 

o Zambia Traders and Marketeers Association 

 

 


