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[bookmark: _Toc49547664]Introduction:
“Innovation is the specific instrument of entrepreneurship...the act that endows resources with a new capacity to create wealth.” ― Peter Drucker. 
Entrepreneurship is becoming more and more important in the world and its expectations are manifold. As an economic and social phenomenon, entrepreneurship is expected to reinvigorate the companies, institutions and individuals, contribute to the renewal of companies, participate in the creation of jobs, etc. As an academic discipline, expectations converge on education and research. 
While innovation activity has a strategic dimension as it determines the ability of the organisation to outperform its competitors and maintain its position in local, regional and international markets (Boly V., 2004, P21). Indeed, innovation enables the firm to overcome threats by transforming them into opportunities, and also enables the firm to maintain and increase its competitiveness (Soparnot R. and Stevens E, 2007). The weight of innovation in the economy is undeniable, which is reflected at the level of firms and at the level of countries by an increasing consideration of the determining factors of innovation activities.
This paper will discuss in a thorough way the various definitions and theories of entrepreneurship from different scholars that have dedicated their researches to the topic in the first section. In its second section, it will focus on the entrepreneur itself, his traits, characteristics and drivers by referring to different theories and concepts as arguments. The third section will concentrate on innovation, its types and importance in the entrepreneurial world. Lastly a discussion will be held to explain the common points and relations between the terms entrepreneurship, entrepreneur and innovation. 
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[bookmark: _Toc49547665]Entrepreneurship:
[bookmark: _Toc49547666]Definitions of Entrepreneurship 
Entrepreneurship has been defined in many ways, Schumpeter (1965) defined “entrepreneurs as people who exploit market opportunity through technical and/or organizational innovation”. However, Frank H. Knight (1921) and Peter Drucker (1970) have another perspective, they claimed that “entrepreneurship is about taking risk”.  For Bolton and Thompson (2000) an entrepreneur as “an individual who customarily creates and innovates to build something of recognized value around perceived opportunities”. And according to Hisrich (1990) an entrepreneur is characterized as “someone who demonstrates initiative and creative thinking, is able to organize social and economic mechanisms to turn resources and situations to practical account and accepts risk and failure”. As for Onuoha (2007) Entrepreneurship can be defined as, “is the practice of starting new organizations or reviving mature organizations, specifically new businesses generally in response to spotted opportunities». after Thomas and Mueller (2000), the research of entrepreneurship needs to be applied to global markets in order to explore the characteristics and factors that promote entrepreneurship in different countries and regions. It is reasonable to conclude that entrepreneurs embody the prevailing values of their country culture and that this culture has a significant influence on entrepreneurship.
[bookmark: _Toc49547667]Theories of Entrepreneurship:
[bookmark: _Hlk49536591]Academics have presented a variety of hypotheses that map out the field of entrepreneurship.   The origins of these ideas are psychology, sociology, economics, administration and anthropology. In the following section, we are looking closely at the multidisciplinary essence of entrepreneurship:
[bookmark: _Toc49547668]Economic Entrepreneurship Theories 
Economic entrepreneurship philosophy is deeply rooted in the classical and neoclassical theories of economics and the Austrian economy (AMP) method. The above theories deal with economic conditions that promote entrepreneurial behaviour.
Classical Theory 
Classical theory promoted the ideals of free exchange, specialisation and competition (Ricardo, 1817). The theory was the product of the industrial revolution in Britain, that occurred in the mid-1700s and continued until the 1830s. Classic movement identified the leading role of the entrepreneur in the production and distribution of products on a high competition market (Say, 1803). Classical economics have defined three forms of production: land; capital; and labour.
Neo-classical Theory 
It is the critisisms of the classical model that made the neo-classical model emerge and rise. It suggested that economic operations should be restricted to cases of pure exchange, reflect an optimal ratio and occur in an essentially closed economic system. The system should consist of trade parties, trading activities and the effect of trade outcomes on other market players. The value of trade, combined with a decreasing marginal utility, has given rise to enough traction for entrepreneurship in the neoclassical revolution (Murphy, Liao & Welsch, 2006).
Austrian Market Process (AMP) 
All unresolved concerns of the neoclassical revolution have contributed to a modern development that is known as the Austrian market Process (AMP). The AMP, a concept shaped by Joseph Aloi Schumpeter (1934), focused on human behaviour in the information economy. Schumpeter defined entrepreneurship as the motivating force behind market based systems.
In other terms, the main role of an organization was to produce something innovative that would contribute to mechanisms that served as a guiding force for a business economy. 
[bookmark: _Toc49547669]Psychological Entrepreneurship Theories
The individual is the level of evaluation in psychological theories (Landstrom, 1998). Such ideas illustrate the unique characteristics that identify entrepreneurship. Personal factors that need to be addressed and the locus of control are checked, and empiric evidence presented for three other emerging characteristics that have been described as being associated with entrepreneurial propensity.
Personality Traits theory
Coon (2004 ) describes personality traits as "strong attributes exhibited by a individual in most circumstances." To the trait theorists there are lasting personal traits or potentials of the man, which inevitably render him an entrepreneur. The obvious or rational query on your mind may be, "What are the exact traits / instinctual characteristics? "The response is not straight forward and we cannot refer to individual traits.
Need for Achievement theory
Although the trait model concentrated on sustaining inborn characteristics and locus of control on individual perceptions of incentives and penalties in his or her life (Pervin, 1980), McClelland 's need for achievement theory (1961) clarified that human beings have a desire for success, achievement, perfection, or accomplishment. Entrepreneurs are motivated by the desire to succeed and thrive.
Sociological Entrepreneurship Theory
Sociological theory is the third main principle of entrepreneurship. Sociological research relies on the societal sense. In other terms, society is typically the standard of study of sociological hypotheses (Landstrom, 1998). Reynolds (1991 ) described four social factors linked to entrepreneurship opportunities. The first is the social networks. The emphasis here is on developing mutual connections and partnerships that foster trust and not opportunism. The second was the life-stage context, which involves analysing the scenarios of life and the characteristics of people who have chosen to become entrepreneurs. The third background is the naming of racial communities. One’s personal sociological experience is indeed one of the main "drive" influences in becoming an entrepreneur. The fourth social background is community ecology. The assumption is that environmental conditions have an significant part to play in the success of businesses.
Anthropological Entrepreneurship Theory 
The fourth main principle is the anthropological hypothesis. Anthropology is a study of the roots, growth, practices and beliefs of a culture. In other terms, the culture of the inhabitants in the community. The anthropological theory suggests that social and cultural background should be investigated or considered for anyone to effectively start a business.
Opportunity–Based Entrepreneurship Theory 
Opportunity based philosophy is linked in names such as Howard Stevenson and Peter Drucker. An opportunity based approach offers a broad philosophical basis for entrepreneurship analysis (Fiet, 2002). Entrepreneurs do not induce change (as claimed by Schumpeterian or Austrian schools) but take advantage of the possibilities that change creates (technology, customer desires, etc.) (Drucker, 1985).
He further states, "This distinguishes an entrepreneur and an entrepreneur, the entrepreneur often finds improvement, reacts to it, and uses it as an incentive." What is clear in Drucker 's potential creation is that entrepreneurs have more of a view to the opportunities of success than to the challenges.
Resource- Based Entrepreneurship Theories 
Resource-based Entrepreneurship Theory claims that access to capital by investors is a significant indicator of opportunity-based entrepreneurship and new business growth (Alvarez & Busenitz, 2001). This hypothesis emphasizes the value of economic, social and human capital (Aldrich, 1999). Thus, Flow of resources therefore improves the individual's capacity to identify and respond on the possibilities that have been found (Davidson & Honing, 2003). Economic, social and human resources reflect three types in resource-based entrepreneurship theories.
[bookmark: _Toc49547670]Entrepreneur:
[bookmark: _Toc49547671]Entrepreneur definitions:
For the first time, the word "entrepreneur" appears in the text written by Cantillon (1755) entitled "Essai sur la Nature du Comerce en Général." The word refers to an individual who purchases goods at known prices and then resells them to the consumer at unknown prices, adding value to the business system. Classical economic movements that preceded Cantillon set the scene for equilibrium models by encouraging economic forecasts and an approach to uncertainty. After, the concept was reinforced by the distinction made between the investor and the entrepreneur, acknowledging the disparity in their desires in relation to the action taken. Van Praag (1999) outlined the key factors contributing to good entrepreneurship in the view of various scholars. Numerous theoretical and methodological research have shown that traits such as risk-taking, innovation, the need for growth and managerial maturity are essential virtues for entrepreneurship (Karlsson et al., 2004).
Van Praag (1999) outlined the key factors contributing to good entrepreneurship in the view of various scholars. Numerous theoretical and methodological research have shown that traits such as risk-taking, innovation, the need for growth and managerial maturity are essential virtues for entrepreneurship (Karlsson et al., 2004).
Many other scholars have brought their contributions to defining the term Entrepreneur, following is a table by Misra and Kumar (2000), gathering few popular definitions of an entrepreneur. 
[bookmark: _Toc49547672]Table1: Various entrepreneur definitions:
	Author
	Definitions

	Bygrave and Hofer (1991)
	An entrepreneur is a person who sees an idea and builds a company to follow it.

	Kirzner (1985)
	An entrepreneur is a person who has recognised the presence of benefit opportunities and has taken such acts to fulfil the existing unsatisfactory needs.

	Leibenstein (1968)
	An entrepreneur is a person who owns all the capital required to create and sell a product that responds to a demand shortage.

	Hoselitz (1960)
	An entrepreneur is a person who purchases at a price that is known and sells at a price that is unknown.

	Schumpeter (1934)
	An entrepreneur is a person who creates new combinations that create discontinuity. New combinations may include a new product or product standard, a new method of production, the creation of a new source of raw materials or the reorganisation of the industry.


Source: Misra and Kumar (2000).

[bookmark: _Toc49547673]Entrepreneur traits:
In the mid20th century, studies on the personality characteristics of entrepreneurs began, uniting approaches from sociology, psychology, economics, and market administration to address many questions: Who’s an entrepreneur? What drive them? What characteristics describe them?
Many scientific problems encountered the first few decades as researchers tried to establish a sound theoretical structure and effective measuring instruments. In the 1980s, some scholars concluded that there was no correlation between personality and entrepreneurship.
While the definition of personality remains fraught with its own collection of controversy, scholars have gravitated mainly to the concept of personality factor Big-5 over the last few decades.  Several additional qualities for entrepreneurial practice have been merged into thhe Bigincluding self-efficacy, creativity, locus of influence and risk attitudes. Researchers also combine these characteristics together and match them to characterize a multidimensional "entrepreneurial attitude."
[bookmark: _Toc49547674]The Big-5 model:
The Big5 model is a multidimensional approach to personality description, by evaluating openness, maturity, extraversion, congeniality, neuroticism intelligence and extraversion.  Since the 1980s, it has become a dominant paradigm of personality traits, and the Big-5 traits have been shown to influence career preference and job success. (e.g., 1992; Digman, 1990; Goldberg, 1990; John et al., 2008; Rauch, 2014). As described in John et al. (2008), the five “macro traits” cover a distinct set of characteristics:
•	Experience openness: Defines the scope, deepness, originality and sophistication of the experimental and mental life of a person.
•	Extraversion: suggests an active attitude to the social and material world and involves attributes including sociability, movement, assertiveness and positive emotionality.
•	Conscientiousness: explains the impulse regulation psychologically administered to promote mission- and goal-oriented conduct.
•	Agreeability: compares a prosocial and antagonistic disposition towards others and contains characteristics such as altruism, tendermindedness, confidence and integrity.
•	Neuroticism: compares emotional calm and evenness with negative emotionality, such as anxiousness, unease, sadness and tension.
[bookmark: _Toc49547675]Differences between entrepreneurs and managers:
Between 1960 and 2000, the bulk of the current research contrasting the prevalence of Big5 traits within business and manager populations occurred. Managers are often used as a point of reference for entrepreneurs, considering the classes' perceived need for directing staff and performing various activities. In a metanalysis of 23 studies undertaken in a number of countries from 1970 to 2002 and published in  Englishspeaking media, Zhao and Seibert (2006 ) say that an entrepreneur is more open to practice, more attentive, close to extraversion, less accommodating and less hyperactive (or in the Big-5 lingo, O+, C+, E, A-, N-). Of course, there are also individual studies demonstrating variations from this trend. For instance, in a study of approximately 220 managers and entrepreneurs in a big Canadian city by Envick and Langford (2000), the authors find entrepreneurs substantially less accommodating and cautious than managers and less extraverted. (O+, C-, E-, A-, N-), while confirming the other patterns observed in the meta study.
[bookmark: _Toc49547676]Other characteristics of an entrepreneur:
The non personality characteristics of entrepreneurs are studied by a wide literature. Parker (2009) discusses these determinants of entrepreneurship in greater detail.
[bookmark: _Toc49547677]Demographics : 
Research aims to assess the prevalence of entrepreneurship among individuals, young individuals, immigrants and non-minorities. Those simple regularities are largely dependable among subgroups of entrepreneurs such as self-employed people, the most reported example, and growth-oriented entrepreneurs, but the specifics would definitely vary according to the domain being examined.
Researches prove that young individuals are more motivated towards entrepreneurship but that the competitive effects of improved skills and capital to launch new projects (encouraging entry) with higher opportunities costs and family obligations (discouraging entry) appear to avoid significant variations across age ranges in entrepreneurship rates.
Women are less likely to pursue business than men, and the disparity has remained very constant over the past few decades. Following the increase in the involvement of women in the work force, surveys found contradictory evidence that female entrepreneurship rates continue to expand quicker than those for males. Female entrepreneurs are heavily concentrated in some industries, such as banking and manufacturing, while other industries, such as construction, are noticeably absent.
Analysis has found that Latinos and African Americans for instance are less likely than whites to become entrepreneurs (e.g., Fairlie and Meyer, 1996, 2000; Kauffman Index, 2016). A unusual exception is Reynolds et al. (2004) based study which shows minority groups are more likely to be "emerging entrepreneurs" than their white comparison groups.
Although some reports indicate that Asian entrepreneurs rates now exceed rates of whites, the trend for Asians appears to be more to that for whites.
Latest statistics indicate that migrants launch a large quantity of businesses in the US, approximately 1/4 of founders being immigrants compared to a 15 percent average share of foreign staff. Moreover, this disparity tends to be growing over the last 20 years (e.g., Fairlie, 2012; Kauffman Index, 2016; Kerr and Kerr, 2016).
[bookmark: _Toc49547678]Financial assets and wealth
The effect of income and financial assets on the possibility of beginning a company was widely analyzed, with Evans and Jovanovic (1989) and Evans and Leighton (1989) providing important early studies. 
There is obviously a strong link between wealth and admission, and the prevailing consensus for a long-time was that entrepreneurs had significant monetary restrictions, which are very important.
Subsequent studies employed unexplained shifts in wealth (inheritance, house worth rises, exchange-rate variations) that are potentially not connected with individual level skills  and resources from prior entrepreneurship in an attempt to create a causal association (e.g., Blanchflower and Oswald, 1998), typically lacking supporting evidence.
[bookmark: _Toc49547679]Industry experience and education 
Further important is the circulation of skills among entrepreneurs versus the general public. Academic surveys usually assess expertise through advanced schooling and work experience.
Experiments also evaluate a favorable association between schooling and ownership of businesses, but the data does not show very clear relationships (e.g. van der Sluis et al. 2008). Parker (2009) suggests that there is a strong positive association between educational success and entrepreneurship in about 60 percent of  studies. 
[bookmark: _Toc49547680]Innovation
[bookmark: _Toc49547681]Definitions of innovation:
Defining this concept proves to be a difficult task due to the diversity of criteria used by the different authors for the selection. Indeed, one of the main difficulties encountered when analysing innovation is the lack of consensus on the meaning of the term. However, many authors are unanimous in their view that innovation has a commercial purpose and is synonymous with novelty. For example, following a review of the literature, Garcia and Calantone (2002) based on the study of technological innovation, propose the following definition, which allows to understand the general idea of the concept of innovation :
"Innovation is an iterative process initiated by the perception of a new market opportunity or service opportunity for a technological innovation leading to development, production and marketing activities aimed at success commercialization of the invention".
The proposed definition focuses essentially on technological innovation. However, innovation may also relate to organization or marketing. This definition is therefore restrictive. Nevertheless, it reveals two important aspects the concept of innovation. The first is that, implicitly, innovation must be materialized or even marketable. This distinguishes the concept of innovation from that of invention, which may not have a practical application.
Invention is the production of new ideas (Osborn, 1988) while innovation includes the realization and commercialization of this invention (Osborn, 1988; Garcia and Calantone, 2002). Thus, to become an innovation, the invention must eventually be implemented.
A second important aspect of the concept of innovation concerns the dynamic dimension of innovation. of the phenomenon. Indeed, innovation is the result of an interactive learning process. more or less organized which induces a first change which often requires to make other changes that lead to other changes, and so on (Carrier and Julien, 2005). For Giget, it is "a long and complex, interactive and iterative process, which requires the involvement of many actors with complementary skills and must make the object of multiple adaptations in order to succeed ".  In recent works, we find the rather widespread definition of innovation proposed by Midler as a project, reinterpreted and expanded by Walsh and Romon in 2006, because the vision is the predominant one for organizing activities. of innovation by proposing a grid of concrete tools for managing the process innovation.
Innovation in the eyes of Romon and Walsh (2006) is neither technological nor organizational, nor commercial, it is multidimensional. They define it as "a deliberate process that leads to the proposal, in a market or in the company of a new product "Innovation is also defined as "all scientific approaches, technological, organizational, financial and commercial that result in, or are expected to lead to the realization of technologically new products or processes or improved " .
From these latter definitions, we deduce that the notion of innovation is seen as a "new" or "improved" concept. as a process to achieve a result. We will claim this vision because it will allow us to identify the succession of dynamic actions, The evolutionary and complex nature of innovation.
[bookmark: _Toc49547682]Typologies of innovation
it seems necessary to distinguish between the different types of innovations according to their level of application (characteristics and objectives) and the extent of change. that they entail for the company and the economy in general. Technological innovation can be analysed along two axes: its nature; its degree of novelty and impact on the economy. In the following section, we begin by presenting the typology according to the levels of application (product, process, organisational innovations, and marketing) and then the typology according to the extent of the change (incremental innovation versus radical innovation). 
[bookmark: _Toc49547683]Typology according to the nature of the innovation
The first distinction is to be made from the point of view of the intervention of innovation in the company's activities, mainly according to whether it concerns the production processes or the products offered by the firm. It is possible to refine this typology by drawing inspiration from the work of Schumpeter. More precisely, four levels of innovation intervention can be distinguished (Oslo Manual 2005).
Product innovation: 
Product innovation is the launch of a new or substantially changed product or service in aspect of its features or planned application. It is also viewed as a shift in the technical quality of the good or an improvement in the terms of use.
The main goal is to enhance the services provided to consumers and to address new demands. This style of innovation is usually focused on the expertise at the interface between the two worlds of the company: internal, research and development (R&D) operations and marketing; external, users of the products, suppliers, customers, competitors and sources of new opportunities (Satell, 2017).
Process innovation: 
A process innovation essentially concerns the implementation of a new or significantly improved production or distribution method. The methods may involve changes in the organisation of production, to reduce unit production or distribution costs and to improve quality (to develop new products which may also have specific production and distribution needs). This notion implies significant changes in techniques, hardware or software. 
These changes are generally aimed at simplifying the production process and reducing costs, in order to preserve and strengthen the competitiveness of the enterprise. In contrast to product innovation, process innovation is generally based on the development of supplier-oriented skills and especially equipment suppliers. Internal interface skills mainly concern the relationship between R&D and production, rather than R&D and marketing (Satell, 2017).
Organisational innovation: 
An organisational innovation is the implementation of a new administration in the practices, workplace or external relations of the company. It can be aimed at improving the performance of a company by reducing administrative or transaction costs, improving the level of job satisfaction, accessing non-market goods (such as knowledge, skills, and services), and improving the quality of work. (e.g. uncodified exterior) or by reducing the cost of supplies. Thus, it forms one of the facets of process innovation (Satell, 2017).
Marketing innovation: 
Marketing innovations seek to help address the demands of customers, to open up new opportunities or to place the company's product on the market in a different way to boost revenue. They include the introduction of new marketing strategies, which require major improvements in the design or packaging, advertising or price of a product. They correspond to process innovations and are also important for the success of product innovations (Satell, 2017).
[bookmark: _Toc49547684]Typology according to the degree of innovation
There are two dimensions to defining innovation models: the degree of novelty for the market and the degree of novelty for the company. The classification of innovations according to the type of change resulting from them and the degree of their impact on the market or technology is also important. This distinction mainly encompasses two types of innovation: radical innovation and incremental innovation. The first seeks to develop sources of value that firms themselves are not fully aware of. In contrast, incremental innovation is aimed at clear needs of current production processes or customers. These two types also imply a different balance between exploration and innovation activities of operation in the firm (March 1991).
Radical innovation: 
Radical innovation does not occur frequently. It corresponds to the introduction of a generic technology that affects work organisation and productivity in a large number of activities, both from the point of view of the company that introduced it and from the point of view of the market that received it. This type of innovation is a strategic asset for long-term growth, but its development is more costly and risky. It does not necessarily address a well-identified demand, but it creates a demand previously not expressed by the market. This demand often implies a new market structure and even the emergence of new industries and new competitors. It is perceived, by Schumpeter (1942), as a source of creative destruction (a qualitative change) that constantly revolutionises the economic structure, continuously destroying its old elements and creating new ones.
Incremental innovation: 
Incremental (or minor) innovation is a progressive change resulting from a radical innovation that improves a technology to adapt it to the specificities of the sectors and markets that will adopt it. It concerns the introduction by the company of improvements to existing products. The company may also introduce innovative equipment and components into the market or introduce into the company innovative equipment and components that it has not developed itself. These innovations are often carried out by companies that do relatively little internal research and make little use of external patents and licences. Nevertheless, they play an important role in increasing a firm's stock of knowledge and its capacity to develop new products or processes (Cohen & Levinthal 1989).
[bookmark: _Toc49547685]Discussion 
There is a mutually beneficial relationship between innovation and entrepreneurship, as innovation is funded by an entrepreneur and promoted by entrepreneurship. Without the advent of new technical inventions, entrepreneurship may hit a dead end, and without entrepreneurs, invention may remain only concepts locked in the mind of the innovator, which could be neglected and forgotten.
At this point of the report, and to demonstrate the relation between the entrepreneurship carried by an entrepreneur and innovation done by an innovator we should demonstrate the connection between the entrepreneur and the innovator, it is known as a mutually beneficial relationship; The innovator needs the entrepreneur to push his ideas to the market, and the entrepreneur needs the innovator's ideas that shake the market. It's possible that an innovative entrepreneur, or an entrepreneur inventor could exist, but it is a rare thing to happen and succeed. 
In order to attract entrepreneurs, innovators ideas must be attractive and useful, so that the entrepreneur believes it will make the target market fruitful, while the entrepreneurs must be the fastest in their industry and target the new market with leadership or domination, they need to be open to change, and very decisive to succeed in taking innovators ideas to market.
[bookmark: _Toc49547686]Conclusion:
The issue of entrepreneurship and innovation is the subject of an abundant literature in industrialised economies, and the two concepts are closely linked. The first is manifested by two forces: one related to the overall activities of the entrepreneur and the other stems from the entrepreneurial act that is often associated with the creation of new businesses. As for the second, can be explained by change, novelty, but also by another way of doing things. So, the two concepts can be related by the fact that innovation is often presented as the driving force behind entrepreneurial dynamics.
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