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Abstract

This study investigated factors affecting enterprise sales performance in Tanzania with emphasis on
education, business experience, financial access, age and total sales of entrepreneur. Cross-sectional data
from the 2022 Micro, Small, and Medium Enterprises (MSME) Survey by the National Bureau of Statistics
were analyzed using robust regression techniques to account for heteroscedasticity and ensure reliable
inference. The results indicated that education, business experience, financial access and age positively
affected enterprise sales of both male and female entrepreneurs, with female slightly outperforming male
enterprises, though the effect was marginally significant. The findings suggest that human capital factors,
particularly education and business experience play a crucial role in improving entrepreneurial outcomes.
Policy recommendations would include targeted training, mentorship programs, and practical business
education to enhance the performance of entrepreneurs, especially women. This study recommends that
further investigations be carried out on the factors that affect the sales performance among retail enterprise
to assist them have a clearer picture of how sales performance can be realized effectively.

Keywords: Enterprise Sales, Sustainable Performance, Education, Business Experience, Financial
Access, Tanzania

JEL Classification: LO, L11, L21, L23.
1. Introduction

Enterprise performance remains a critical driver of economic growth in developing countries, including
Tanzania. Despite growing attention to small and medium enterprises (SMEs), the role of enterprise in
influencing sales performance remains underexplored. Entrepreneurs have historically been facing various
barriers such as limited access to finance, practical training, education, and business networks, which may
affect their sales outcomes (Kantor, 2006). While some studies report persistent gaps among enterprises,
recent evidence suggests narrowing disparities in entrepreneurial performance (Kibasomba, 2020; Meyer,
2018). Previous research highlights factors such as education, business experience, financial access, and
age as determinants of enterprise performance. However, evidence from Tanzania remains fragmented, few
studies comprehensively analyze enterprises alongside human capital and resource variables. The
entrepreneurial environment in Tanzania has evolved a great deal since the 1990s due to socio-political
reforms, economic reforms and a shift in the role of women in the business environment. This research
background contextualizes the dynamics of enterprise sales performance in relation to the gender of
entrepreneurs in Tanzania from 2022. The Tanzanian economic liberalization reforms started in the 1980s
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and 1990s with a boom of entrepreneurship in the country. The deregulation and encouragement of the role
of the small and medium enterprises (SMEs)

(* ) Master Candidate, (**) Staff Department of Economics SAUT.

influenced the development of a more conducive environment with respect to small and medium enterprises
(Maliyamkono & Mann, 2000). During this time the role of the entrepreneurial business started to pick up,
but they met many obstacles. Most entrepreneurial activities were often impeded by culture, insufficient
access to capital and restrictive policies that affected their business performance and overall performance
(Hagberg, 2004). The early 2000s was marked by progress and challenges, a period in which there was a
growing support for women entrepreneurship in Tanzania with government and non-governmental initiated
programs to empower women in entrepreneurship (ILO, 2009). Although this initiative, the gap in the sales
performance continued to persist as a result of the size of the business.

Small businesses were characterized by lower sales volume, while the large businesses had more sale
volume (Kantor, 2006). Although women were making inroads into the entrepreneurial field, it was
expected of them to behave in a way that allows them to access financial resources to contribute to country’s
economic growth (Meyer, 2018). Women contribution to the economy become more known during the
2010s with different initiatives of equality and empowerment of women by becoming more visible on the
national agenda (World Bank, 2013). Those efforts started showing positive results as women’s sales
performance improved, especially in areas as trade, tourism, and agriculture (Snyder and Rwabuhemba,
2015). An improved business environment strategy developed in the country in 2024, emphasizing a
significant understanding of the necessity of enterprise in economic development. The technological aspect
became revolutionizing to the people in business to be able to access broader markets and increase their
sales figures. This led to increase in the ratio of businesses with greater sales volumes (UNDP, 2021,
Mshomba, 2022). Therefore, the main aim of this study was to investigate factors that affect enterprise sales
performance among retail businesses in Tanzania using robust regression techniques to account for
heteroscedasticity and ensure reliable inference.

1.2 Statement of the Problem

For all business enterprises, profit is a determinant factor for their existence in everchanging environment.
The primary objective of each business enterprise is to make profit for its existence and also for expansion
and diversification. Keeping other things constant, the profitability of an organization depends on its sales
volume (Ahmed et al, 2022). Therefore, an examination of factors affecting enterprise sales volume is
crucial because it helps the researcher to learn about the past and current sales trend and the overall
profitability of the enterprises in the country. One always hopes for fluctuation in sales figures over the
past years. Some of the challenges experienced by enterprises in Tanzania include cash flow
mismanagement, poor reporting structures, financial availability, and accessibility. These challenges have
been common in small business and retail industry of the ordinary Tanzanians (Kibasomba, 2020). Because
they impact negatively on sale volumes, profitability, and business expansion. On the effectiveness of
competition and how it affects sales performance among retail businesses, cannot easily and explicit be
explained effectively how it can affect enterprise sales performance. It’s important noting that evidence
shows that customer loyalty affects the sales performance of the enterprise (Hagberg, 2004). Taking into
consideration all these issues, it would lead to a great easiness of this milestone often experienced by small
and medium enterprises for the business profitability. This also requires the government to do its part as the
main actor in growth and development of the country. It is a crucial issue that requires the attention of the
authority for investigation and intervention, to help curb declining trends in small and medium enterprise
sales and profitability (Makene, et al., 2020). On the effectiveness on how competition affecting sales
performance among retail businesses, it was not so explicit on how effective it affects it. It was very evident
that customer loyalty affects the sales performance of the retail business.
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2. Overview of the impact of enterprise sales performance in Tanzania

The convergence of sales performance of an enterprise is a field of research that has become extremely
important since 1994. It is an overview of the changing roles in entrepreneurship and its impact on sales
performance during the decades leading to the year 2022. Studies conducted in mid 1990s revealed that
enterprises had major hurdles such as accessing capital and a lack of networking opportunity. According to
Brush et al. (2001), such barriers usually led to poor sales performance by business enterprises. There were
also gender biases to some extent in the entrepreneurial environment and social norms that created the
perception that women were less efficient in a sales position, which ultimately prevented them from
developing their business (Elam et al., 2020). According to Kelley et al., (2016), the number of starting up
businesses in the country has been increasing, both men and women were taking part in such activities.
Research also revealed that some entrepreneurs tended to use other forms of sales and methods of customer
engagement that at times resulted in creative methods of boosting sales in particular markets. McKinsey
& Company (2018) posit that organizations that had more gender representation at the top level were much
more successful in terms of profitability and performance, which implied that women leaders achieved
higher sales performance. That the performance of different teams was mostly better and superior to that of
homogenous teams, as a sign that indicated the emergence of the necessity to have fair representation in
entrepreneurial activity. The COVID pandemic was a radical shift in the world of business, because it
affected the process of sales greatly. Most entrepreneurs tried to fast adjust to digital technologies and
Internet sales platforms, demonstrating strong resilience and innovation in a difficult time. This flexibility
did not only sustain sales, but it resulted in growth even under outside pressure. During the 2025 year, an
increased focus on intersecting business enterprises with other elements of socioeconomic status, race, and
age, which intersect with entrepreneurial success (Bruni et al., 2020). Such complexities can be considered
to give a more in-depth picture of the factors that affect the sales performance of the business enterprises
in the country. In addition, there is a need to discuss the necessity to have supporting policies and programs
that encourage inclusiveness in entrepreneurship, where all business would have equal opportunities.

3. Literature review

The theoretical foundation for studying the impact of enterprise sales performance was grounded in both
entrepreneurship theories, human capital theory, and resource-based perspectives as discussed below:

The entrepreneurship theory underlines the difference between socio-cultural, institutional, and
economic structures between entrepreneurs. It further asserts that the roles, norms and inequality in life can
intervene in access to factors of business resources, networks, and markets which eventually influence
business performance (Brush, de Bruin and Welter, 2009). The obstacles that are usually experienced by
female entrepreneurs in Tanzanian often include poor access to finance, reduced mobility and market reach
that might influence their sales performance relative to their male counterparts.

Human Capital Theory explains that the productivity of individuals including business owners that is
determined by level of education, experience and abilities (Sweetland, 1996). The difference between level
of education and training can lead to performance differences between business owners. Entrepreneurs who
have less formal education and train in business might have worse sales results.

Resource Based View explains that the performance of a firm is influenced by its access and control over
valuable, rare and inimitable resources (Barney, 1991). Entrepreneur may have impact on the availability
of important resources, including capital, technology, and skilled labor. Structural barriers can also limit the
resource base of entrepreneurs especially in developing countries such as Tanzania that can limit their
growth and sales performance.

Institutional Theory is a social science framework that examines how organizations and individuals are
shaped by the rules, norms, and values of their broader social and cultural environment to gain legitimacy
and survive. It explains how structures like laws, social expectations, and professional standards become
established guidelines for behavior, and it highlights how organizations often conform to these institutional
pressures, not just for efficiency, but to gain social acceptance and legitimacy (Scott, 2001). In the context
of entreprencurship it implies laws, social norms, regulatory bodies and financial systems that are critical
in the creation of opportunities and limitations to business owners. The theory has been used in the
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Tanzanian case study to understand the reasons why entrepreneurs usually struggle to attain high sales
performance because of some imposed barriers on access to credit, market information, and business
connections as well as limited property rights, gender-biased financial systems, inability of representation
in decision making platforms and inflexible cultural norms (URT, 2020; UN Women, 2021). These
institutional restrictions inhibit the success of women to grow their businesses and compete with men on
an equal level in the market, which in effect affects their sales output. In addition, non-formal organizations
like societal norms that value men in business may demoralize women to join high growth industries or
increase their clientele base thereby supporting gender inequality in firm performance (Brush et al., 2009).
Institutional Theory then offers a basis upon which gaps in performance of gender in business can be
analysed through reference to structures of the system.

Network Theory - offers a useful perspective in which one can view gender disparities in enterprise sales
performance. It also highlights that access and utilization of social and business networks by entrepreneurs
to a large extent affect their business performance in terms of market access, access to information, and
access to capital and customers. Good and robust network can promote the visibility of an enterprise, its
competitive edge hence increasing its sales performance (Aldrich and Zimmer, 1986).

The empirical review in this section offers valuable information on the performance of enterprises locally
and internationally, in terms of sales performance. The majority of the studies revised indicate the disparities
in performance of business often attributed to differences in resources, networks, capital, and market
opportunities. The National Bureau of Statistics (NBS, 2023) argued that most small and medium
businesses in the country tend to declare lower average monthly sales. This lack of performance has been
attributed to limited access to finance, limited market penetration, and lesser degrees of formal business
training amongst women entrepreneurs. Batonda (2024) studied SMEs owned by women in Mwanza City,
he discovered that the gender-based restrictions, particularly the strategic decision-making, competition in
the marketplace, and financial management, had a profound impact on sales and profitability of these
enterprises. On the same note, a study by UN Women (2021) in the East African Region indicated that
women entrepreneurs were often constrained by social norms and institutional barriers to venture in higher-
value markets, which directly affects their revenue performance. Klyver & Grant (2010) discovered that
there are key relevant factors for entrepreneur to succeed, such as access to credit and educational that add
the differences in business performance. Entrepreneurs like woman operate in the low growth sectors such
as the retail and informal services where they are likely to yield less sale opportunities (Amornkitvikai &
Harvie, 2018).

Mbwambo (2022) found that enterprises that have diversified sales teams are more likely to perform better
compared to those that have homogenous sales teams, since diverse viewpoints may result into new ways
of doing things and connecting with customers. Mwombeki (2022) used the World Bank enterprise survey
data to determine variables that affected the increase in revenue among Tanzanian SMEs. The research
established that female forms of ownership, finances, and talent in labour played a major institutional role
in influencing the growth of revenues, which implied gender-specific barriers to sales performance.

4. Methodology

4.1 Research Design

The choice of methods and techniques to be used in the research process was known as a research design.
This paper employed a quantitative research design based on secondary cross-sectional data. The design
enables the analysis of relationship between enterprise sales performance while controlling for other
enterprise and entrepreneur characteristics (Gujarati, 2004). A systematic empirical analysis of observable
occurrences utilizing statistical, mathematical and computer methods is known as a quantitative research
strategy. Using mathematical models, ideas and hypotheses to explain the events being studied was the aim
of quantitative research design (Creswell, 2014).

4.3 Data types and Sources
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Data was collected from a sample of enterprises at one point in time to examine the variations in sales
performance of male and female owned business (Creswell, 2014). The sample comprised heterogeneous
groups of small and medium enterprises (SMEs) in different sectors including trade, services,
manufacturing, and agriculture in different locations including Dar-es-Salaam, Mwanza, Arusha and
Mbeya. The sampled enterprises were diverse with respect to ownership (gender), size, years of operation,
access to finance, level of education of the owner and geographical location. These attributes enabled the
study to collect diverse profiles of enterprises and determined how these factors interacted each other to
impact sales performance (NBS, 2023). The study was based on secondary cross-sectional data used to test
how gender impacts on the performance of enterprises sales in Tanzania. Cross-sectional data are observed
at one point in time and thus it can be used to compare the various enterprises or individuals, without
following them across time. The data was collected from the National Bureau of Statistics (NBS) Micro,
Small, and Medium Enterprises (MSME) Survey Report (NBS, 2022). It is a nationally foremost
information on enterprise features, ownership detail, performance metrics as well as socio-economic factors
of business proprietors in all areas in Tanzania. The data used suit the research because it gives specific
answers on such variables as gender, sales revenue, education level, and access to finance, business location,
and number of employees, owner age, and business experience. The secondary data was used due to its
accessibility, comprehensiveness and cost-effectiveness. It also enables the researcher to analyze it on the
basis of big and representative sample of enterprises and this increases the external validity and
generalization of the results.

4.4 Conceptual Framework

The study conceptual framework is shown in figure 1. It shows the relationship between the performance
of enterprise in sales including other variables that might mediate or moderate this relationship. In the
center, the independent variable is the enterprise (owner) and the dependent variable is enterprise sales
performance, which is measured in terms of monthly or annual revenue.

Control variables .
Education level

Age
Experience
Financial access

Independent variable Dependent Variable

Enterprise/ Gender Sales performance

Figurel: Conceptual Framework (Source: Researcher formulation, 2025)

The framework also takes into consideration a number of control or intervening variables that affect the
results of business irrespective of the owner. They include finance accessibility, education level, number
of years of operation, location of the business, and industry (Batonda, 2024; NBS, 2023). All these are
merged to help explain the presence of the disparities in sales performance that are a result of inequality of
access to resources and opportunities. The theoretical framework of the conceptual model is based on
entrepreneurship hypothesis that female entrepreneurs face disproportional socio-cultural, institutional and
economic challenges, which often restrain their potential to develop their businesses (Brush et al., 2009).
This paradigm assists in testing the hypothesis that type of owner of enterprise makes a significant impact
on the enterprise sales performance, it also determines the pathways in which such impact happens. It helps
in directing of the research by revealing how the independent variable (Owner/gender) can have an impact
on the dependent variable sales performance (monthly / annual revenue, sales volume, or profit margins)

17



Factors affecting enterprise sales performance in Tanzania

possibly with other control variables, such as Age of the owner/manager, Education level, Access to finance,
Experience in business, Business size (number of employees, capital), Location (urban/rural).

4.5 Data analysis

The analysis of the date was conducted following the study’s objectives, questions/hypotheses. The
descriptive statistics were used to summarize the basic characteristics of the data which included means,
standard deviations, frequencies and percentages of the continuous and categorical variables. Bivariate
analysis was conducted to investigate the initial connections between the sales performance and the
individual explanatory variables. Multiple linear regression model through Ordinary Least Squares (OLS)
technique was used to analyze the effect of enterprise sales performance together with control factors
(education level, age, Experience, access to finance, business size, and business location). In order to
achieve validity of the model, significant diagnostic tests were performed, including the Variance Inflation
Factor (VIF) to determine multicollinearity, the Breusch-Pagan test to determine heteroscedasticity, the
Shapiro-Wilk test to determine the normality of the residuals and the Ramsey RESET test to determine the
model specification. Logarithmic transformation of the dependent variable and robust standard errors was
used where appropriate to increase the accuracy of the model. The regression results was tabulated and
explained in accordance with the study hypotheses but it was accompanied with graphical illustrations in
order to improve information about the findings.

4.6 Model Specification

A multiple linear regression model by Bardasi, Sabarwal, and Terrell (2011) was employed to determine
the effect of the sales performance of enterprises. The model is based on the Social Role Theory (Eagly,
1987), which identifies the societal expectations in defining the enterprise’s roles and their effect in
economic behavior. The sales performance and enterprise relationship model is given in equation (1)

U= X0 PiZi) oo (1)

Equation (1) is a Social Role Theory, where the performance of sales is determined by enterprise and other
related factors. The model linear regression form was expressed as given in equation 2 below:

SALESi = B0 + B1ENTi + B2EDCi + B3AGEi + PAEXPi + BSFIAI+ €i...veevveeeoeeeeeieeeeeee, 2)

Where; B0 is the intercept (amount of sales); B1 —p7 are the coefficients; ENT = Enterprise, AGE = Age,
EDC = Education, EXP = Experience, FIA = Financial Access = and j is the error term standing for other
variables that are not included in the model.

L(SALESi) = B0 + B1ENTi + B2EDCi + B3AGEi + BAEXPi + BSFIAi + €i..vvvveeveeeeee, 3)

4.7 Estimation Method

The model was estimated using the Ordinary Least Squares (OLS) method in a multiple linear regression
model. The assumptions of both linearity, independence, homoscedasticity and normality hold. Several
diagnostic tests both the VIF for multicollinearity, heteroscedasticity (Breusch Pagan/Cook Weisberg test),
and normality of residues (Shapiro Wilk test) were all conducted.

4.8 The Variables Measurement and Expected signs.

Variables in this study were chosen depending on the research objectives, theoretical framework, and the
literature. The dependent variable is the performance of the enterprise sales and the crucial independent
variable is the enterprise (gender). There are a number of control variables which cater for other possible
determinants of the sales performance in terms of education level, age, experience, access to finance,
business size, and location. All the variables are operationalized in a manner that is consistent with the past
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research and in accordance to the available secondary data through the 2022 MSME Survey of the National
Bureau of Statistics (NBS, 2023) in Tanzania.

The anticipated value of the coefficient of each variable in the regression model is grounded on the Social
Role Theory (Eagly, 1987) and the outcome of other empirical studies (e.g., Bardasi et al., 2011; Beck and
Demirguc-Kunt, 2006). These signs show the direction of influence that is likely to be realized by each
explanatory variable on the performance of enterprise sales. The positive sign (+) means that the variable
will enhance the sales performance whereas negative sign ([?]) means that the variable will reduce the sales
performance. The following table 1, summarizes the measurement of each variable and the relationship,
which is anticipated between the variables and the dependent variable.

Table 4.1: Variable Measurement and Expected Signs

Variable Type Measurement/Definition Expected Justification
Sign

Sales Dependent | Continuous: Annual sales | Indicator of enterprise performance;

Performance revenue in TZS  (log- log used for normalization.

transformed)

Gender Independent | Dummy: 1 =Male, 0 =Female | + Males may have better access to
markets/resources due to social
roles.

Education Control Categorical: Highest level | + Higher education enhances business

Level attained (e.g., primary, knowledge and decision-making.

secondary, tertiary)

Age Control Continuous: Age of business | £ May bring experience (positive) or

owner in years reduced risk appetite (negative).

Experience Control Continuous: Number of years | + Experience increases skills,

in business networks, and strategic thinking.

Access to | Control Dummy: 1 = Has access to | + Access to finance enables capital

Finance finance, 0 = No access investment and growth.

Source: Researcher’s Construction (2025)

5. Results and Discussions

5.1 Results

Table 5.1: Descriptive Summary Statistics
Variable Obs Mean Std. Dev. Min | Max
Log sales 859 12.25 1.13 8.01 | 16.52
Gender(female=1, O=otherwise) 2811 | 1.43 1.07 -9 2
Education (years) 3105 | 3.72 343 -9 11
Education squared 3105 | 25.59 29.32 1 121
Age 3105 | 30.35 17.64 -9 84
Experience (years) 3105 | 2.44 7.06 -9 66
Experience squared 3105 | 55.82 193.49 | 4356
Financial access 1 (1-if money lenders,0-otherwise) 3105 | 1.31 2.52 -9 2
Financial access 2 (1-if microfinance,0-otherwise) 3105 | 1.30 2.58 -9 2
Financial access 3 (1-if friends/relatives,0-otherwise) 3105 | 1.18 2.57 -9 2

Source: World enterprises Survey (2022)

Table 5.1 shows a descriptive summary of variables used of the study after eliminating invalid entries (-9).
The dependent variable, log sales had a mean of 12.25 and a standard deviation of 1.13 with 859 reports.
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The values were 8.01-16.52 indicating moderate variations in the enterprise sales performance. With the
explanatory variables, enterprise was rated in terms of female =1 and otherwise = 0. The mean was 1.43,
and the standard deviation was 1.07 and valid range was 0-2, which showed that the sample represented
both classes. The mean number of years that the respondents had attended school was 3.72 with the standard
deviation of 3.43 and the highest and lowest values obtained were 0 and 11 respectively. The mean of
squared term of education was 25.59, with a range of 1 to 121 as it covers any non-linear effects. The
average age of the respondents was 30.35 years with the standard deviation of 17.64, the lowest age in the
sample is 0, the highest age was 84, which is enough evidence of both young and old entrepreneurs. On the
same note, the mean experience was 2.44 years with a standard deviation of 7.06 with a range of 0 to 66
years. The squared term of its means was 55.82 and the range was between 1 and 4,356, which is a high
level of heterogeneity especially among highly experienced people. As far as the financial access is
concerned, there were three indicators. The mean access to money lenders stood at 1.31 (SD = 2.52),
microfinance institutions were at 1.30 (SD = 2.58), and friends/relatives stood at 1.18 (SD = 2.57). All the
variables were between 0 and 2, indicating that those who had financial access and those who did not.

5.1.2 Regression Analysis results: Model estimation

The results of the regression analysis are discussed here in terms of the magnitude and direction of the
estimated coefficients, their statistical significance to determine the validity of the hypotheses of the
research.

Table 5.2: Regression Analysis Results: Model estimation

Variable Coefficient Std. Error t-value p-value 95% Confidence
(Coef.) Interval

Enterprise  (1-female,0- | 0.0918 0.0413 2.22 0.026 0.0108 0.1729

otherwise)

Educ 0.0255 0.0166 1.54 0.125 -0.0071 0.0581

educ squared 0.0073 0.0018 4.09 0.000 0.0038 0.0108

Age 0.0002 0.0034 0.05 0.957 -0.0065 0.0069

Exper 0.0222 0.0100 2.22 0.027 0.0025 0.0419

Exper squared -0.0007 0.0004 -1.91 0.057 -0.0014 0.00002

Financial access 1(1- | -0.0259 0.0427 -0.61 0.545 -0.1097 0.0580

money lenders,0-

otherwise)

Financial access 2(1- | -0.0085 0.0423 -0.20 0.841 -0.0915 0.0746

microfinance ,0-

otherwise)

Financial access 3(1- | -0.0532 0.0441 -1.21 0.228 -0.1398 0.0334

friends/relatives,0-

otherwise)

Constant 11.9075 0.1368 87.05 0.000 11.6390 12.1761

Source: World enterprises Survey (2022)

Table 5.2 shows the results of Ordinary Least Squares (OLS) regression analysis of the model. In case of
heteroskedasticity, the estimated coefficients were not biased, the standard errors were inefficient and non-
uniform, resulted in the inefficient t-statistics and p-values.

5.1.3 Heteroscedasticity Test

Heteroscedasticity testing hypothesis is presented as:

H_0: p=0, Constant Variance of the residuals-Homoskedastcity

H_1:p#0, Non-constant variance of the residuals-heteroskedasticity

The criterion for this test is to fail to reject the null hypothesis, which assumes that the residuals have
constant variance.
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Table 5.3: The Breusch-Pagan/Cook-Weisberg Test for Heteroscedasticity

Breusch-Pagan / Cook-Weisberg test for heteroscedasticity

Ho: Constant variance of the residuals
Variables: fitted values of Total sales
chi2(1) = 4.87

Prob > chi2 = 0.0273

Source: STATA Estimation (2025)

The Breusch Pagan / Cook Weisberg test was used to test whether the residuals in the regression model had
constant variance which is a major assumption under Ordinary Least Squares (OLS) estimation. The null
hypothesis of the test is that there is a constant variance of the errors (homoscedasticity).

As shown in Table 5.3, the test results reveal a Chi-squared statistic of 4.87 and a corresponding p-value of
0.0273. Since the p-value is less than the 5% level of significance, the null hypothesis is rejected. This
indicates that there is evidence of heteroscedasticity in the model. Therefore, the assumption of constant
variance is not satisfied, and the model estimates in not reliable and inefficient making the need to apply
robust standard errors.

5.1.4 Multicollinearity test

Multicollinearity should be checked to make sure that the regression results are consistent and estimated
coefficients can be deemed consistent and interpreted (Gujarati and Porter, 2009). To evaluate the concept
of multicollinearity, the Variance Inflation Factor (VIF) was obtained of each independent variable. The
VIF values are represented in Table 5.5.

Table 5.5: Multicollinearity test Results

Variable VIF 1/VIF
Financial access(1-friends/relatives,0-otherwise) 5.18 0.1930
Financial access(1-money lenders,0-otherwise) 4.53 0.2206
Financial access(1-Micro finance,0-otherwise) 4.45 0.2248
Exper 2.52 0.3976
exper2 2.10 0.4753
educ_sq 1.46 0.6831
Educ 1.45 0.6917
Age 1.28 0.7834
Gender(1-female,0-otherwise) 1.07 0.9359
Mean VIF 2.67 —

Source: STATA Estimation (2025)

Table 5.5 gives the outcome of the multicollinearity test with Variance Inflation Factor (VIF). The VIF is
used to indicate the amount of relation that an independent variable has with the rest of the explanatory
variables within the model. In general, when the VIF is more than 10, then there is a severe issue of
multicollinearity (Gujarati and Porter, 2009). The maximum VIF in this research is 5.18 with the financial
access of friends/relatives and then 4.53 with the financial access of money lenders and 4.45 with the
microfinance access. VIF values of all the other variables, experience, education, age and gender among
others lie below 3. VIF of 2.67 provides yet another evidence that multicollinearity is not a grave issue in
the model. On the whole these findings indicate that there is no strong correlation between the explanatory
variables and regression coefficients can be read using the regression.
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Table 5.6: Summary of Hypothesis Verification

Hypothesis | Null Hypothesis (Ho) P- Decision Conclusion
value

H: Financial access has no significant | 0.774 | Fail to | Financial access does not
influence on total sales reject Ho significantly affect total sales

H: Education has no significant impact | 0.000 | Reject Ho Education significantly and positively
on total sales performance influences total sales

Ha Business experience has no | 0.049 | Reject Ho Experience significantly affects total
significant effect on total sales sales, though with diminishing returns

Ha The age of the entrepreneur has no | 0.960 | Fail to | Age has no significant impact on total
significant influence on total sales reject Ho sales performance

Source: Researcher’s Construction (2025)

Hypothesis testing based on the robust regression model shows that education and business experience are
the most important predictors of sales performance, while financial access and age were not statistically
significant. These findings support the argument that human capital, represented by education and
experience, are essential to successful entrepreneurship. The findings align with prior studies in Tanzania
and other developing countries that highlight the importance of education, training, and mentoring for
entrepreneurs versus only finding ways to support entrepreneurs with finance.

5.2 Discussion

This study examined the impact of enterprise on sales performance in business in Tanzania using cross-
sectional data from the Micro, Small, and Medium Enterprises (MSME) Survey (NBS, 2022) were analyzed
using robust regression techniques to account for heteroscedasticity and ensure reliable inference. Main
focus was on how access to finance, education, business experience, and age affect entrepreneurs’ total
sales performance. The estimated regression results with robust standard errors provided inference by
controlling for the heteroscedasticity established in the baseline model. The findings showed that
enterprise’s coefficient of 0.0918 with a p-value of 0.080, suggested that female entrepreneurs receive little
sales compared to other entrepreneurs, although its effect was significant at the margin. This finding
validates the argument by Kibasomba (2020) that to some extent female entrepreneurs are competing better
with male entrepreneurs in the market economy. However, the lower level of significance after controlling
for heteroscedasticity implies that enterprise alone may be a poor predictor of sales once other dimensions
of doing business are factored out. This contrasts with earlier work by Kantor (2006), who concluded that
persistent gender differences in sales performance existed due to differing access to resources, but it also
points towards the prevailing trends in Tanzania of diminishing gender gaps for entrepreneurs. Education
had a mixed but generally positive effect on total sales. Education coefficient was positive (0.0255) and on
the boundary of being significant (p = 0.064), and its squared term was highly significant and very
significant (0.0073, p = 0.000). Meaning that higher levels of education contribute more to business success
than basic education. The finding is consistent with human capital theory Kibasomba (2020) who indicated
that education-knowledge and skills improve productivity and management capacity. Similarly finding was
expressed by Mutandwa and Kinyangi (2017) that education improves business decision-making and
competitiveness Business experience had a positive and significant coefficient (0.0222, p = 0.049),
indicating that business experience impact on sales performance. But the experience term squared was
negative and only significant (-0.0007, p = 0.074), suggesting decreasing returns as experience increases
beyond a certain point.

This suggests that while initial years of experience contribute towards better business decisions and

management efficiency, its payoff diminishes over time unless the entrepreneur continues to innovate. This
is in line with Mushongah and Zahra (2020), who explained that experience enhances performance up to a
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certain point, after which more learning is better than experience length. The age coefficient was positive
but statistically insignificant (0.0002, p = 0.960), indicating that the age of an entrepreneur does not
influence total sales much. This implies that younger and older entrepreneurs perform equally once other
characteristics such as education and experience are accounted for. This result aligns with Kibasomba
(2020) who indicated that age does not significantly contribute to variations in business performance.
However, Nguyen and Luu (2020) did not find any significant effect of age on sales growth for small firms.
Financial access indicators money lenders, microfinance institutions, and relatives or friends all obtained
negative coefficients (—0.0259, —0.0085, and —0.0532 respectively) and were not significant. This indicates
that these sources of funding do not play a substantial role in sales performance. Non-significance may be
due to such factors as high interest charges, small loan amounts, and ineffective investment management.
These findings are supported by Nguyen and Luu (2020), who confirmed that informal financial sources
have a tendency of underperforming in inducing small business growth due to inefficient utilization of
borrowed funds. But findings contradict financial inclusion theory expectation which pointed out that
microfinance access positively affects business performance when funds are properly utilized (World Bank,
2013).

Diagnostic tests confirmed the model stability. The Breusch—Pagan test confirmed the presence of
heteroscedasticity, which was resolved by applying robust standard errors. This ensured that coefficient
estimates and significance levels were valid. The test of multicollinearity confirmed that all Variance
Inflation Factor (VIF) values were below 10, indicating that multicollinearity was absent and that results
could be interpreted safely. In respect to the research hypotheses pertaining to the current study, it was found
that financial access had no significant impact on total sales in favor of the first null hypothesis. Education
had a positive effect, thus leading to the rejection of the second null hypothesis. Business experience had a
positive and significant effect on total sales, thus necessitating the rejection of the third null hypothesis.
Age had no significant impact on total sales, thereby confirming the fourth null hypothesis.

Overall, the findings are consistent with some previous literature and theoretical hypotheses. They validate
the salience of experience and education as key drivers of business performance, as proposed by human
capital theory, and reduce the assumption that access to finance and age are key determinants of success.
The results also show that female entrepreneurs in Tanzania are closing performance gaps with their male
counterparts at a rising rate, which reflects changing social and economic circumstances. The study offers
proof that education and experience are the primary drivers of business sales performance in Tanzania.
Gender positively influences performance but has limited impact, as is age and access to money, which
remains statistically insignificant. These findings again confirm that human capital-related factors
principally knowledge, ability, and experience are more crucial to business success than demographic
features or access to funds.

6. Conclusion and Recommendations

6.1 Conclusion

The aim of this study was to analyse factors affecting enterprise sales performance in Tanzania. The findings
showed that enterprise’s coefficient of 0.0918 with a p-value of 0.080, suggested that female entrepreneurs
receive little sales compared to other entrepreneurs, although its effect was significant at the margin. This
finding validates the argument by Meyer (2018) and Kibasomba (2020) that to some extent female
entrepreneurs are competing better with male entrepreneurs in the market economy. Kantor (2006) argued
that persistent differences in sales performance existed due to differing access to resources. The coefficient
of variable education had a mixed but generally positive effect on total sales. Education coefficient was
positive (0.0255) being significant (p = 0.064), and its squared term was highly significant and very
significant (0.0073, p = 0.000). Meaning that higher levels of education contribute more to business success
than basic education. Therefore, education is an important determinant of sales growth based on this
research.

Business experience had a positive and significant coefficient (0.0222, p = 0.049), indicating that business
experience impact on sales performance. But the experience term squared was negative and only significant
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(—0.0007, p = 0.074), suggesting decreasing returns as experience increases beyond a certain point. This
suggests that while initial years of experience contribute towards better business decisions and management
efficiency, its payoff diminishes over time unless the entrepreneur continues to innovate. This is in line with
Kinyangi (2018) who explained that experience enhances performance up to a certain point, after which
more learning is better than experience length. He also agrees that experienced entrepreneurs understand
better the market conditions and consumers' needs and therefore better sales capacity. The age coefficient
was positive but statistically insignificant (0.0002, p = 0.960), indicating that the age of an entrepreneur
does not influence total sales much. This implies that younger and older entrepreneurs perform equally once
other characteristics such as education and experience are accounted for. This result aligns with Nguyen
and Luu (2020 who indicated that age does not significantly contribute to variations in business
performance. Financial access indicators money lenders, microfinance institutions, and relatives or friends
all obtained negative coefficients (—0.0259, —0.0085, and —0.0532 respectively) and were not significant
(Meyer, 2018; Kibasomba, 2020). Generally, the findings confirm that education, experience, and
entrepreneurship know-how are the most important factors of human capital affecting enterprise sales
performance. This supports the hypotheses that entrepreneur’s education, and experience have an important
role in increasing des sales performance of the firm.

6.4 Policy Recommendations and Implications

Based on the above study conclusion, some policy implications are offered in order to maximize the effect
of enterprise sales performance in the country. by intervening in experience, education, and gender.
Firstly, the positive effect of enterprise on business sales signifies the need for greater empowerment and
support for all entrepreneurs in business. It is recommended that the government through relevant Ministry
and in collaboration with the Small and Medium Enterprises Development Agency (SMEDAN), to set up
business training an mentorship programs, to help increase business knowledge of the small operators.
These programs should be directed at imparting functional skills, business strategy, and market access to
enable women business owners to maximize their full potential in facilitating sales expansion.

Secondly, as education is highly necessary, specialized entrepreneurial education programs for both current
and aspiring entrepreneurs need to be designed and presented by the Ministry of Education and Vocational
Training. Such programs need to emphasize higher-level business skills, financial literacy, and innovation
competencies that directly affect enterprise performance. Tertiary education institutions and vocational
training institutions can serve as centers for offering these educational interventions.

Thirdly, evidence suggests that that business experience enhances sales performance, albeit at declining
rates. This implies that intentional knowledge-sharing and mentoring programs are essential. It is
recommended that business organizations in the country (the Tanzania Chamber of Commerce, Industry,
and Agriculture (TCCIA) in particular, organize mentorship programs where experienced entrepreneurs
would be mentoring the less experienced ones. This would enable sharing of practical experience,
encourage innovation, and help young entrepreneurs to be capable of overcoming obstacles.

Finally, since age and finance availability are cannot add to total sales performance, it is suggested that
policy intervention should not depend on provision of credit alone. Microfinance institutions and
commercial banks must design financial products in a way that captures exactly what entrepreneurs need,
complemented by training in effective fund utilization, business planning, and risk management so that
access to finance is best placed to affect sales performance.
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