
3. To what extent do men and women differ as entrepreneurs in terms of the
types of companies they create and manage, the industries in which they
operate, the challenges they face, and their sources of competitive advantage?
Are these differences greater or less than they were five years ago? Are we
going to soon find that there are no differences between women and men
entrepreneurs?

4. Isn’t “corporate entrepreneurship” an oxymoron? Do the characteristics of an
established organization, such as its routines and structure, increase efficiency but
at the same time kill any entrepreneurial spirit? Is there any way that a company
can have the best of both worlds?

5. Is increasing the entrepreneurial orientation of a firm always a good thing? Or are
there circumstances or environments in which the further pursuit of opportunities
can diminish firm performance?
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