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	Abstract:
The informal business in Malawi presents a worthwhile income generating option to many individuals who are unable to secure employment in the formal sector. There are so many ventures that are run as personal businesses owned by individuals or family commonly known as vendors.
This article presents part of a big study which was assessing informal entrepreneurial training needs in Malawi. This article specifically presents the entrepreneurship motive and performance of the informal business in Malawi. 
This was an interpretive paradigm study, which involves qualitative research. The study adopted purposive sampling and data was collected using individual in-depth interview guided by a semi-structured questionnaire. 20 vendors were interviewed and data was analysed through ground theory by constant comparison approach.
The finding from the study shows that informal business typically earn less income, have unstable income and don’t have access to basic protection and services. Most vendors are self employed and this motivates the direct interest for the success of the business. Most vendors operate the business for survival.
In conclusion the informal business is more of distributive than productive as demonstrated.  It is recommended that for vending to be effective there is need to develop informal business development agencies and encourage a link between informal business agencies and informal business.
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1. Introduction
The informal economy consists of economic activities which have the potential to supplement the formal economy but remain within informal institutional boundaries for large societal groups (Webb et al., 2009). The informal economy represents a significant complement to the formal economy with recent estimates suggesting that it accounts for approximately 10–20% of annual 
gross domestic product in mature economies (World Bank, 2012)
Statistics on the informal economy are unreliable by virtue of the subject, yet they can provide a tentative picture of its relevance:  For example, informal employment makes up 48% of non-agricultural employment in North Africa, 51% in Latin America, 65% in Asia, and 72% in sub-Saharan Africa. In developing countries, the largest part of informal work, around 70%, is self- employed, while as in developed countries, wage employment predominates. The majority of informal economy workers are women. Policies and developments affecting the informal economy have thus a distinctly gendered effect. (World Bank 2012)
According to Olomi and Sinyamule (2009), entrepreneurship is way of thinking, reasoning, and acting that results in the creation, enhancement, realisation, and renewal of value for an individual, group, organisation, and society. Besides, there also the creation and/or recognition of opportunities followed by the will and initiative to seize these opportunities. However, it has been argued that  small/informal business is not  entrepreneurship (Olomi and Sinyamule, 2009), though there are more insights in informal business with potential to inform entrepreneurship  concept. 
Despite debates which suggest that almost all of those who start businesses in the informal sector remain at the micro level because they don’t generate sufficient income to grow (Olomi and Sinyamule, 2009). Informal occupations in Malawi present a worthwhile income generating option to many individuals who are unable to secure employment in the formal sector. There are so many ventures that are run as personal businesses owned by individuals commonly known as vendors. These ventures include clothing hawkers, hardware items hawkers, newspaper sellers, phone airtime sellers, etc. In fact according to Thesaurus English (US) dictionary, a vendor is a seller, salesperson, merchant, retailer, wholesaler, etc. This means a vendor only deals in finished products or services. Production processes are not the responsibility of the vendor. In the event that a product is produced by the same individual who sells it to the consumer, the term vendor shall only apply when such an individual engages in the selling of the product.
The businesses that are run by the informal vendors are not recognized as separate legal entities. This means that any contract that may be entered into between the informal vendor and another party would be enforceable between the vendor in his personal capacity and the other party. It is also important to mention that most of the informal vendors in the various cities in Malawi do not have permanent structures from where to do the selling. In some cases city assemblies and other organizations have assisted in the construction of structures designed for vendors in some parts of the country although not all vendors benefit from these facilities.
The topic under discussion in this paper is the entrepreneurial motive and performance of the informal vendors in Malawi. In order to ensure that we are on the same page as we proceed with this discussion, let us have the same understanding of the words ‘motive’ and ‘performance’. The word motive has a number of synonyms which include intention, purpose, aim, object, cause, motivation, drive, reason (Thesaurus: English (U.S)). On the other hand, the word ‘perform’ from which the noun ‘performance’ is derived has a number of synonyms, i.e. carry out, do, act upon, achieve, execute, make, complete (Thesaurus: English (U.S)). The discussion will therefore seek to establish whether vendor’s entrepreneurial motive or aim will have an impact on how he does his business. We should also be mindful of the fact that the word performance may mean the result of either an action or a series of actions. 
The activities of vending receive less attention by the majority of the population in Malawi. Most of selling processes are conducted without proper order. Goods are sold at low price which make them have very low profit. It is these people who do not appreciate the role that is played by the vendors to the economy that despise this sector. In other words, these people do not regard vending as an effective way of economic development because vending is haphazard. This nevertheless, the informal business forms a very effective mode of economic development in towns and cities in Malawi particularly to the lower class and unemployed residents. 
It is worth mentioning however, that regardless of the location, i.e. urban, semi urban or rural areas, there are some people who do not have the necessary cash to buy from main shops. Such people rely on vendors, and this is through vending around locations or designated places in the market. 
1. Literature review
Informal entrepreneurial activities are usually implemented as individual or family business. In family firms, family members seek to influence the firm's strategic direction and/or maintain control of it through their involvement (Chrisman et al., 2005). Worth reviewing are the principles of incentive pay as discussed by Migron and Roberts (1992) who also said, there are many situations whereby the act of providing incentives requires that employees’ pay depend on their performance. They also said that financial incentives must come from basing compensation to performance. This however suggests that if the employees’ increased incentives can be achieved when more effort is exerted, a motive or intention to get such increased levels of incentives is likely to emerge. If the motive indeed develops, the employees’ effort will be triggered and this will lead to achievement of the intended result (performance). However, in the discussion of the theory, Migron and Roberts (1992) appear to focus on employees of a particular employer. Whether this theory applies or not with regard to self employed individuals (informal vendors for example), a study was considered necessary to be carried out in Blantyre city to ascertain its applicability. It is worth noting however,  that Migron and Roberts (1992) recognize the possibility of other factors such as general economic conditions that are not controlled by the employee, but do affect performance. This was also an area that the study attempted to ascertain.
Bearing in mind that vendor relies on the availability of customers, who buy their commodities, it is important that we review the theory of the consumer. The way consumers behave is critical to entrepreneur, they must influence consumers to buy their product. Entrepreneurs must try to anticipate how consumers will react to changes in the prices of commodities. Scaramozzino and Vulkan (2007) attempts to discuss the consumer as regards individual preferences and utility. They start by looking at the choice problem faced by the consumer, and they stress the importance of knowing his objectives. There are two assumptions that Migron and Roberts (1992) cite, the first one being that consumers have preferences over the alternative consumption bundles which are available to them. The second assumption is that consumers try as much as they can to choose those consumption bundles which they prefer best, given their income and the constraints they may face. Their conclusion in this regard is that by consumers choosing their preferred alternative, they will be able to maximize their welfare. 
Whilst it is clear that the discussion is about informal vendors, it is also important to realize that just like formal firms the vendors pursue their undertakings from a business perspective. This implies that some factors which affect the business of formal firms may also affect the business of informal vendors. According to Gravelle and Rees (2004) the ‘firm’ as it has been traditionally conceived of in economics is more than simply a cooperating group of producers; it is a group with a particular organizational structure, and a particular set of property rights. In their illustrative example, Gravelle and Rees (2004) looked at a scenario where assets are owned in common with no individual having the right to exclusive use or disposal of any of the assets and decisions are taken by majority vote, they say this would clearly not be a firm as traditionally conceived. Gravelle and Rees (2004) conclude that the essential feature of the classical firm is the central figure, the owner, employer or entrepreneur, with whom all contracts are conducted, and who controls and directs in her own interests, subject to constraints arising out of the terms of the contract she has made. The Malawian informal vendors pursue their ventures as individuals in their personal capacity. The question is ‘Do the features of the classical firm as discussed by Gravelle and Rees (2004) apply to these informal vendors?’ The study was carried out trying to answer this question too.
 Many scholars and service marketers have explored consumers’ cognitive and affective responses to the perception of service attributes in order to benefit by providing what consumers need in an effective and efficient manner. Consumer satisfaction ( Cadott et al, 1987; Churchill & Surprenant, 1982; Fornell,1992; Oliver, 1997) and PSQ (Parasuraman et al, 1988) have been considered the primary intervening constructs in the area of service marketing because ultimately they lead to the development of consumer loyalty or re-patronization of a product or service. 
One of the most popular Enterprise Risk Management models, SERVQUAL, used in service marketing, was developed by Parasuraman, et al (1988). SERVQUAL is based on the perception gap between the received service quality and the expected service quality, and has been widely adopted for explaining consumer perception of service quality. Originally 10 dimensions of service quality were proposed (reliability, responsiveness, competence, access, courtesy, communication, credibility, security, understanding the consumer, and tangibles). Later these were reduced to five (reliability, responsiveness, empathy, assurances and tangibles). 
There is general agreement that the aforementioned constructs are important aspects of service quality, but many scholars have been skeptical about whether these dimensions are applicable when evaluating service quality in other service industries (Cronin & Taylor, 1992). Cronin & Taylor (1992) argued that the evaluation of service quality based on the expectation-performance gap derived from Parasuraman et al (1988) is insufficient because much of the empirical research supported performance-based measures of service quality. This has more explanatory power than measures that are based on the gap between expectation and performance (Churchill & Surprenant 1982). In addition, Cronin & Taylor (1992) argued that SERVQUAL focuses more on the service delivery process than on other attributes of service, such as service-encounter outcomes. In other words, the SERVQUAL measurement does not adequately explain a technical attribute of service. 
2. Methodology
This paper presents an interpretive study which was designed to understand the entrepreneurial motive and performance in informal economy in Malawi. It was a qualitative study because qualitative study attempts to develop understanding of the phenomenon under study, based as much as possible on the perspective of those being studies. Leech and Onwuegbuzie (2007) says qualitative research also provides a natural occurring information which helps to increase understanding of the phenomenon, and data is collected in close proximity to the specific situation with local context being taken into account and often centres on peoples’ life experience, this enables study of the phenomenon to make sense or interpreted with respect to the meaning people bring to them.
Therefore, purposeful sampling strategy was used to select the targeted participants of vendors.  According to McMillan and Schumacher, (2010) a purposeful sampling focuses on selecting information rich-cases whose study will illuminate the questions under study  McMillan and Schumacher, (2010) elaborate on purposeful sampling stating that you choose particular subjects based on judgment because they are believed to facilitate the better understanding of the phenomena. About data collection I opted for qualitative in depth semi-structured interview. Interviews provide in-depth information pertaining to participants’ experiences and stance of a particular topic. (McNamara, 2009). Twenty participants who were believed to have information regarding the study were interviewed. When meeting with the vendors, the investigator made sure that the mode of dressing on his part was informal. This approach was considered appropriate in order to obtain honest responses. It was believed that approaching the vendors in a formal manner would give them the impression that some immediate benefit would emerge depending on how they responded – a basis which would have compelled them to be either tongue-tied or dishonest in their responses.
 This course of action was considered necessary for it made the vendors to believe that the buyer was someone who was in support of their business. The rapport so created enabled them to feel free when narrating their experiences including their personal life as they responded to the investigator’s questions. (McNamara, 2009).
The research design was also included an element of observation. The aim for choosing this approach was to understand how these vendors interact with both their customers and non-customers. This approach also enabled the investigator to appreciate some of the opportunities and challenges facing the vendors so that a fair recommendation could be incorporated in the final report. 
 Data was analysed using ground theory, (Strauss, & Corbin, 1998) through constant comparison approach where themes developing from the captured data were compared as they emerge. 
3. Results and Discussion
[bookmark: _Toc351562273]Factors Influencing Motive and Performance
This paper was motivated by the findings of the study that investigated the entrepreneurial motive and performance of informal vendors. This paper recognizes the concentration of the vending business in urban areas. The study was therefore conducted in urban. Twenty vendors were interviewed. They were found along the streets and markets. 
The finding revealed that the majority of the individuals that are seen in the streets selling different products are informal vendors.  The interviewed vendors were categorized into four; women, men, educated youth and uneducated youth. More than half of vendors interviewed are women and following six were men/boys. The study did not probe the cause for more women, however, from the global literature, women are more in informal economy. The findings revealed that the vendors’ level of cash receipts is determined by the number of products they sell. This means the more the cash surpluses, the higher the vendors’ degree of excitement becomes. The anticipation of higher levels of cash enhances their desire to sell as large quantities as possible, and the desire to sell more develops into a motive to realize more cash surplus once the vendors set the ball rolling through increased resources or effort.  It was also clear from the findings that the entrepreneurs simply look at the cash surplus as profit. This is contrary to the model of profit maximization as discussed by Gravelle and Rees (2004) who consider that other factors need to be taken into account when determining the profitability of a firm. Such factors include time and effort expended by the entrepreneur as well as opportunity cost. The understanding is that the firm’s gross income increases with the  entrepreneurial input as the entrepreneur devotes more time to getting business and controlling costs, but at a diminishing rate. At the same time the entrepreneur foregoes the opportunities of using them elsewhere to generate income or indeed of having more time available for leisure. 
Whilst the model appears to be capable of giving precise results as regards the profitability of firms, its implementation can be difficult to administer with precision in firms that have inadequate resources. Most of the vendors’ level of education is on the lower and some of them are illiterate implying that job opportunities elsewhere are difficult to find. In fact most of the vendors regard the market from where they are operating as a place of no other opportunities. Effectively the opportunity cost is zero as far as these vendors are concerned. It is however not unreasonable to consider their reasoning as limited in scope bearing in mind that there are other small businesses that exist in the market. It is important however to understand that these vendors’ level of preference is higher on the part of vending as opposed to the other types of business or employment opportunities due to a variety of reasons, lack of appropriate skills being the major challenge. Although their personal services are not formally priced, the vendors unknowingly get paid a wage through drawings that are made from time to time to meet their personal costs.
Whilst most of the vendors view the existing market as a place of no other opportunities, a few of these vendors work hard in their vending business so that they can accomplish other achievements external to their business. Examples of these achievements are farming activities and the acquisition of landed property. It is clear therefore that external factors can trigger or activate the vendor’s motive to act in a particular manner in order to achieve a desired level of performance. 
The findings showed that vending prices are relatively low. This means that vendors are only able to maximize profits by employing cost control measures or by increasing sales. Despite their desire to sell increased quantities of products, the number of vendors is huge and it limits the flexibility. Some of the vendors who were interviewed mentioned that to win customer the price and quality of products has influence. This observation is in agreement with the theory of the consumer as reviewed above particularly on its assumptions that consumers have preferences over the alternative consumption bundles which are available to them, and that consumers try as much as they can to choose those consumption bundles which they prefer best, given their income and the other constraints they may face. 
Whilst twelve of the vendors expressed dissatisfaction with the level of rewards they get from their business, the other 8 vendor expressed great satisfaction with the performance of this business in terms of income levels as well as business growth. The levels of commitment were reported as the main factor that has enabled them to excel in business. The findings also showed that at the early stage of a vendor’s business life-cycle, the vendor’s motive is to make sure that they affords basic needs e.g. food, shelter, and clothing. At this stage, the level of commitment is limited by the availability of resources. If the available resources are only sufficient to generate income that will enable them to afford basic needs, it will remain business as usual. 
The finding also showed that as the business progresses, the vendor develops multiple motives which influence them to act or behave differently depending on nature of the motive. If the motive is to win the loyalty of a target group of buyers, the vendor endeavors to create a good rapport with individuals from the target group, in certain cases sells products to particular individuals on a credit basis. This approach enables the vendor to develop and strengthen the relationship with such clients. Networking of this nature has not only enabled their businesses to grow but has also assisted them to maintain the loyalty of their clients. 
The findings showed that vendors always have the desire to sell as many as possible in order to earn more income. However, for the motive to have a significant impact on performance, the quality and availability of the products becomes a vital factor. 
4. Conclusion
In conclusion therefore, the article revealed that performance of the vendors depends upon motive as well as other factors that either enhance or reduce the chances of achieving intended results. 
Income on the part of the vendors is guaranteed as long as they sell. Increased performance is influenced by motive to sell more. Vendors are also motivated by vendor/client relationship. Once vendor/client relationship is established, the vendor feels obliged to make sure clients access the particular product. This is common in situations where a vendor and a client agree other terms of payment. Some vendors prefer to have a handful of such clients because the system enables the vendors to receive a lump sum of money on a single future day.
In conclusion therefore, entrepreneurship skills are indeed of paramount importance and they form an integral part of the source of employment. For Malawian youths to reach greater heights in business endeavors, they need to have personal interest in self employment, and they should ensure that they have adequate resources for their business. A good credit culture needs to be developed or maintained if lending institutions are to fully support entrepreneurs in financing their business to achieve sustainable growth which will result into job creation.  Government too should provide an enabling environment at all times, and where necessary enter into partnership with international development agencies that are willing to assist in promoting entrepreneurship development programmes. 
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