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Abstract 

Entrepreneurial opportunities are frequently noted and addressed in the literature 
of immigrant entrepreneurship; however, little is known about how these 
entrepreneurial opportunities come into existence and how immigrant 
entrepreneurs create such opportunities. The purpose of this thesis is to examine 
why and how immigrant entrepreneurs create entrepreneurial opportunities 
through embedding processes in the home country and the host country. 
Sweden was chosen as the country of residence of immigrant entrepreneurs 

from Lebanon, Syria, Cameroon and Mexico. Four cases were selected in this 
study. Each case illustrates an opportunity creation process in a different 
industry, between a different home country and Sweden as the host country and 
by immigrant entrepreneurs with different backgrounds. 
By using the mixed embeddedness perspective as the theoretical lens in 

combination with the literature on entrepreneurial opportunity and immigrant 
entrepreneurship, this thesis develops a model of entrepreneurial opportunity 
creation as an integration process. The findings suggest that entrepreneurial 
opportunity creation can be considered as a process of local integration by 
immigrant entrepreneurs into the host country and a re-integration of these 
entrepreneurs into the home country. At the beginning of the opportunity 
creation process, immigrant entrepreneurs feel socially excluded in the host 
country. Throughout the opportunity creation process, immigrant entrepreneurs 
interact with different actors in the host country and gradually move from being 
socially excluded to socially included, which illustrates a local integration process. 
In this process, immigrant entrepreneurs become localized through different 
activities that embed them in the local context. The process of entrepreneurial 
idea and business concept development and the refinement of the business 
concept in this thesis illustrates an ongoing and non-linear process of: being 
locally integrated through creating trust in the local people, acculturating and 
creating a sense of belonging; and being re-integrated to the home country 
through maintaining and establishing new links to the home country. 
The study contributes to the mainstream entrepreneurship and immigrant 

entrepreneurship in several ways. First, it contributes to studies on immigrant 
entrepreneurship by investigating why immigrants embark on a journey to be 
entrepreneurs and how immigrant entrepreneurs create entrepreneurial 
opportunities through embedding processes in the home and the host country. 
The study demonstrates how an entrepreneurial opportunity is created as a social 
integration process.  
Second, the study contributes to literature on entrepreneurship and 

immigrant entrepreneurship by incorporating the entrepreneurial opportunity 
creation process with acculturation strategies. It illustrates how the 
entrepreneurial opportunity creation process intertwines with the four strategies 
of acculturation. 
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Third, the study contributes to the mixed embeddedness perspective by 
adopting the process approach and proposing mixed embedding as a new 
concept which centers on the interplay between the home and the host country’s 
influences on immigrants’ business activities; by extending mixed embeddedness 
from the national level of the home country or the host country to the 
transnational level between the home country and the host country; and by 
proposing an alternative way to view an entrepreneurial opportunity as a creation 
process instead of being discovered.  
Fourth, the study contributes to the immigrant entrepreneurship literature in 

Sweden by furthering the understanding of entrepreneurial opportunity creation 
by immigrant entrepreneurs in Sweden.  
Furthermore, the study suggests some implications for practice. The study 

proposes some embedding mechanisms which can be implemented in business 
support programs for immigrant entrepreneurs and in integration programs for 
immigrants in general. The design of the business support programs can aim to 
help immigrant entrepreneurs to: create credibility through contacts and 
experiences that they establish and gain in the local community; create familiarity 
to the local community through associating business concepts with well-known 
values; engage in the local life to understand customers’ mindsets, master the 
local language to understand local customers’ needs; and establish 
new/strengthen connections to the home country. The design of integration 
programs can aim to undertake activities that help immigrants increase the 
interaction between the local people and themselves. This type of interaction 
could be increased by organizing meetings and activities in which immigrants are 
introduced to different local sports clubs and hobby clubs. An approach in which 
the host country’s language is practiced and mastered anywhere and anytime 
should be adopted in the integration programs. 

Keywords: immigrant entrepreneurship, opportunity creation, entrepreneurial 
opportunity, social integration, Sweden, mixed embeddedness, mixed 
embedding. 
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1   Introduction 

Taste of Beirut in Jönköping, Sweden, was established in 2004. It was a major 
success. The local people in Jönköping were curious due to the name of the 
restaurant, and they told each other how exciting it was to taste the food there 
and to experience a little feeling of being in Beirut, Lebanon, with Arabic music, 
belly dancing and shisha. The entrepreneurial idea of bringing the spirit of food 
from Beirut, Lebanon, to Jönköping, Sweden, was created by George, a 
Lebanese-born Swede, and, Haidar, a Syrian-born Swede. On the other side of 
the world, across the Atlantic Ocean, in Silicon Valley, California, U.S.A., Alex 
Au, a Hong Kong-born graduate of the University of California at Berkeley, 
founded Vitelic Semiconductor Corporation with its headquarters in his home 
(Saxenian & Edulbehram, 1998). Au raised capital for his company from his 
homeland Hong Kong and also developed markets in Hong Kong and the U.S.A. 
(Saxenian & Edulbehram, 1998).  These two stories are not unique. Around the 
world, the entrepreneurial opportunities created by immigrant entrepreneurs in 
their host countries are often related to their home countries.  
The number of businesses established by immigrant entrepreneurs is growing, 

and the phenomenon is becoming worldwide due to international migration. 
Immigrant entrepreneurs and their businesses have played an important role in 
contributing to the economic development of the host country and in facilitating 
trading between the home country and the host country (e.g. Vissak & Zhang, 
2014; Ram & Jones, 2008; Kloosterman, 2003; Portes, Haller & Guarnizo, 2002; 
Saxenian, 2002). However, little is known about why immigrant entrepreneurs 
create specific entrepreneurial opportunities related to their home countries, but 
not other opportunities, and how they do it. Seeking the answers for these two 
questions, research on immigrant entrepreneurship informs us that the 
entrepreneurial opportunities created by immigrant entrepreneurs have not yet 
earned sufficient attention in this research field (e.g. Aliaga-Isla & Rialp, 2013; 
Aliaga-Isla & Rialp, 2012). The purpose of this thesis is to examine why and how 
immigrant entrepreneurs create entrepreneurial opportunities through 
embedding processes in the home country and the host country. 

1.1 Arriving at the research problem 

The impacts of migration spread to both the countries of residence and the 
countries of origin, economically and socially. In this thesis, an immigrant 
entrepreneur is a person who was born outside his or her current country of 
residence and engages in self-employment (based on Chaganti & Greene, 2002; 
Collins 2003). Immigrants initiate business activities connected to their countries 
of origin, based on their needs of establishing and maintaining connections to 
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their roots (Waldinger, Aldrich & Ward, 1990; Light 1972). Business activities 
among immigrant entrepreneurs continue to grow at a larger extent, not only 
importing ethnic products but also expanding to other service sectors in both the 
country of origin and the country of residence. There are a growing number of 
businesses created by immigrant entrepreneurs that contribute to the economic 
and social development in the country of origin as well as the country of 
residence (e.g. Ram & Jones, 2008; Kloosterman, 2003; Saxenian, 2002). For 
example, in the United Kingdom, immigrants’ businesses make a significant 
contribution to the economy, with a growing number of businesses equivalent to 
a quarter of a million (Ram & Jones, 2008). In the U.S.A., a study by Saxenian 
(2002) emphasizes the importance of immigrant entrepreneurs in facilitating 
economic growth in Silicon Valley and promoting investment and trade between 
the U.S.A. and these immigrant entrepreneurs’ home countries.  
The literature on immigrant entrepreneurship explains why immigrant 

entrepreneurs create businesses in the host country and how they create these 
new organizations through different phases such as planning, organizing and 
establishing by utilizing human capital (Kanas, Van Tubergen & Van der Lippe, 
2009) or ethnic resources (Min & Bozorgmehr, 2000; Kim & Hurh, 1985). 
However, little is known about how these immigrant entrepreneurs arrive at 
specific entrepreneurial ideas, how immigrants’ entrepreneurial opportunities 
come into existence or how immigrant entrepreneurs develop these ideas further 
into full entrepreneurial opportunities and commercialize these opportunities 
along with the establishment of their ventures. Based on the work of 
Venkataraman (1997) concerning opportunity and Alvarez, Barney and 
Anderson (2013) concerning entrepreneurial opportunity creation, in this thesis, 
an entrepreneurial opportunity comes into existence as a result of a market’s 
competitive imperfections, which are created endogenously by the actions of 
entrepreneurs who seek to exploit them.  
In mainstream entrepreneurship research, entrepreneurial opportunity is 

considered a distinguishing factor and a core attribute in entrepreneurship 
research (Alvarez & Barney, 2007, Shane & Venkataraman, 2000; Fletcher, 2006) 
because it is the critical first step of the entrepreneurial process (Timmons, 
Muzyka, Stevenson & Bygrave, 1987; Hills, Lumpkin & Singh, 1997). Moreover, 
creating entrepreneurial opportunities is considered a key activity in wealth 
creation (Ireland, Hitt & Sirmon, 2003). Applying the same logic to the central 
role of the entrepreneurial opportunity in entrepreneurship research, 
entrepreneurial opportunity as a topic warrants more attention in immigrant 
entrepreneurship research. Our understanding of entrepreneurial opportunities 
in immigrant entrepreneurship is still limited due to the following reasons.  
First, research focused on entrepreneurial opportunities only provides an 

understanding of the factors that influence opportunity; it does not further our 
knowledge of entrepreneurial opportunity itself. These studies have not actually 
explored the configurations of the concept of entrepreneurial opportunity. 
Entrepreneurial opportunity in immigrant entrepreneurship is treated as an 
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isolated activity. To date, entrepreneurial opportunities by immigrant 
entrepreneurs are referred to as “opportunity exploitation” (Bolívar-Cruz, 
Batista-Canino & Hormiga, 2014), “opportunity discovery” (Aliaga-Isla & Rialp, 
2012), “opportunity identification” (Clydesdale, 2008), and “opportunity 
structure” (e.g. Waldinger, Aldrich & Ward, 1990; Kloosterman, Van Der Leun 
& Rath, 1999).  
These studies identify factors that influence immigrant entrepreneurs’ 

opportunities such as knowledge (Aliaga-Isla & Rialp, 2012), networks (Dai, 
Wang & Teo, 2011), ethnic resources (Rath & Kloosterman, 2000), and ethnic 
diversity (Pathak, Laplume & Xavier-Oliveira, 2013). Such explanations provide 
a somewhat fragmented and incomplete picture of how these factors influence 
entrepreneurial opportunities in what specific ways and the outcome of such 
influences on the entrepreneurial opportunity. These studies focus on (a) the 
early stage of the entrepreneurial activity, i.e., the startup phase (e.g. Bolívar-
Cruzet al., 2014); (b) ethnic enclave serving the ethnic community (e.g. Bolívar-
Cruzet al., 2014); (c) the opportunity structure (e.g. Lassalle & McElwee, 2016; 
Kloosterman, Rusinovic & Yeboah, 2016; Kwak, 2013; Liu, 2012; Kwak, 2010; 
Kloosterman & Rath, 2001; Kloosterman et al., 1999). Among these studies, only 
Aliaga-Isla and Rialp (2012) studies discuss the concept of entrepreneurial 
opportunity in a clear and detailed manner. These authors posit that the 
information that immigrant entrepreneurs acquired in the home country triggers 
entrepreneurial ideas in the host country. However, the ways in which such 
information can trigger entrepreneurial ideas in the host country is still unknown. 
Other studies slightly touch upon this concept at a very superficial level, without 
providing a definition of entrepreneurial opportunities.  
Second, entrepreneurial opportunity is discussed in immigrant 

entrepreneurship studies as a supplementary concept to the main concept of 
venture creation or immigrant entrepreneurship in general. Entrepreneurial 
opportunity is a term used in studies of immigrant entrepreneurship, but how 
immigrant entrepreneurs arrive at these types of opportunities is not thoroughly 
discussed. The focus of these studies is mainly on how immigrant entrepreneurs 
create venture or the factors that affect immigrant entrepreneurs’ motivation to 
start a business. For instance, research on immigrants’ venture creation focuses 
on understanding how immigrant entrepreneurs gather the resources to start 
their businesses or why immigrant entrepreneurs decide to be self-employed (e.g. 
Baltar, 2013; Min & Bozorgmehr, 2000; Kim & Hurh, 1985). Another example 
is a study by Baltar and Icart (2013), who posits that institutional rules influence 
immigrant entrepreneurs’ motivation to start ventures because these rules 
facilitate the development of opportunities. However, in what specific ways these 
rules influence the creation of entrepreneurial opportunities is not discussed in 
the study.  
Again, the entrepreneurial opportunities created by immigrant entrepreneurs 

in these studies are discussed at a superficial level and as an isolated activity or 
one-time insight. These studies do not focus on exploring the entrepreneurial 
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opportunity itself. Thus, the literature on immigrant entrepreneurship does not 
provide much understanding of how immigrant entrepreneurs create these 
entrepreneurial opportunities in comparison with mainstream entrepreneurship 
research in which entrepreneurial opportunities are explored at a much deeper 
level. Research on entrepreneurship investigates how entrepreneurial 
opportunities come into existence by studying the process of how these 
opportunities are developed in the following ways: (a) through understanding 
how an idea is generated and shaped (Dimov, 2007a; Dimov 2007b; Davidsson, 
2003); (b) through the continuous actions of entrepreneurs (Alvarez & Barney, 
2007); and (c) through the interactions between the individuals and the 
environment (Fletcher, 2006). Dimov (2007a) emphasizes studying 
entrepreneurial opportunity in a processual manner instead of a “single, one time 
insight” (Dimov, 2007a; p.717). To date, entrepreneurial opportunities in 
immigrant entrepreneurship are not yet discussed at the level of detail as they are 
in the mainstream entrepreneurship literature. Research on entrepreneurial 
opportunities in immigrant entrepreneurship lags behind in comparison with the 
development of this topic in the mainstream entrepreneurship literature. This 
situation is consistent with a recent call for further understanding the 
entrepreneurial opportunities created by immigrants in a few studies (Aliaga-Isla  
& Rialp, 2013; Drori, Honig & Wright, 2009). Drori et al. (2009) call for more 
research on “why, how and when do individuals and/or organizations pursue 
new business ventures, while relying on abilities and opportunities stemming 
from the exploitation of resources, both social and economic, in more than one 
country?” (p. 1002). This shows that, among immigrant entrepreneurs, there is a 
need to investigate the entrepreneurial process generally and entrepreneurial 
opportunities specifically. 
Immigrant entrepreneurship is a unique and relevant research field for 

studying entrepreneurial opportunities for several reasons. The literature on 
immigrant entrepreneurship indicates that the specific home country and the 
host country to which these entrepreneurs are tied and the unique position of 
immigrants in these two countries make immigrant entrepreneurs conduct 
business activities differently from regular entrepreneurs (e.g. Clydesdale, 2008; 
Johnson, Munoz & Alon, 2007). For example, in Johnson et al. (2007), the 
authors propose a model of ethnic entrepreneurship, emphasizing the study of 
ethnic entrepreneurship in connection to social systems and the external 
environment (Johnson et al., 2007). In this model, the authors highlight the 
influence of the host country and the motivations for emigration, which is 
partially connected to the home country. Simultaneously, immigrants’ business 
activities set influences in the home country and the host country (e.g.  Saxenian, 
2002). Immigrants have a particular combination of resources and the 
characteristics of the home country and the host country that influences business 
activities in various ways in comparison with their peers who were born in their 
country of residence (Aliaga-Isla & Rialp, 2013; Ndofor & Priem, 2011; Masurel 
& Nijkamp, 2004). For instance, a study by Masurel and Nijkamp (2004) posits 



1 Introduction 

21 

that there is a difference between the first and the second generation of 
immigrant entrepreneurs with regard to motivation. The first generation is 
influenced by discrimination, the lack of recognition of degrees from the home 
countries, and the desire to achieve a higher status, whereas the second 
generation is influenced by “block promotion” (Masurel & Nijkamp, 2004). 
The reciprocal influences between the home country and the host country 

and immigrants’ business activities are consistent with the view in mainstream 
entrepreneurship research that suggests that entrepreneurship is the result of the 
interaction between individuals and the surrounding contexts (Jack & Anderson, 
2002; Fletcher, 2006). Taking the same view, the entrepreneurial process in this 
field is the interaction between immigrant entrepreneurs and the multiple 
contexts that they are tied to or embedded in. These interactions may shape the 
entrepreneurial opportunity differently due to the specific condition of the 
context, which consists of influences from the political, cultural, social and 
cognitive structures (Fletcher, 2006; Welter, 2011) in at least two countries: the 
country of origin and the country of residence at different levels, such as at the 
macro, the meso and the micro levels (Kloosterman et al., 1999). This suggestion 
is consistent with the emphasis on immigrant entrepreneurs’ unique position of 
occupying two geographical locations in providing and supporting unique 
information flows that can help create opportunities that may not otherwise 
come into existence (Drori et al., 2009). Being in this unique position and 
interacting with the home country and the host country, immigrant entrepreneurs 
may create their opportunities differently in comparison with non-immigrant 
entrepreneurs.  

1.2 The Purpose  

The literature on immigrant entrepreneurship implies that entrepreneurial 
opportunities created by immigrant entrepreneurs are influenced by immigrant 
entrepreneurs’ connections to the host country and the home country in terms 
of social networks, resources and access to human and financial capitals (e.g. 
Portes, Guarnizo & Landolt, 1999; Drori, Honig & Ginsberg, 2006; Sequeira, 
Carr & Rasheed, 2009). However, these explanations only provide an 
understanding of the factors that influence entrepreneurial opportunities but do 
not provide an understanding of how the opportunity is created as a process and 
how factors from the host country and the home country influence the process 
of opportunity creation. Thus, it is important to unpack the process of how 
immigrant entrepreneurs create their entrepreneurial opportunities in 
connections to the home country and the host country. 
The purpose of this thesis is to examine why and how immigrant 

entrepreneurs create entrepreneurial opportunities through embedding 
processes in the home country and the host country. 
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I focus only on the processes of how immigrant entrepreneurs are influenced 
by the home country and the host country. Therefore, how immigrant 
entrepreneurs influence the home country and the host country is not discussed 
in this thesis. To fulfill the purpose of this thesis, first, I adopt the approach of 
entrepreneurial opportunity creation. Second, I choose mixed embeddedness as 
the theoretical lens and social constructionism as my philosophical stance. Third, 
I choose Sweden as the empirical context to explore the phenomenon. Finally, 
four cases of successful immigrant entrepreneurs are selected.  
The purpose of this thesis is fulfilled by studying the entrepreneurial 

opportunities of immigrants as follows. First, opportunities are understood as 
they are created through an interaction process between entrepreneurs and the 
home country and the host country, in which entrepreneurs’ actions play a central 
role. Second, an opportunity creation process is studied as a non-linear, iterative, 
recursive and continuous process that involves developing entrepreneurial ideas 
and business concepts and refining business concepts. The opportunity creation 
lasts as long as the venture exists. Third, an opportunity creation process consists 
of both formation and exploitation phases in which an opportunity is formed 
and modified several times, depending on the interactions between the 
entrepreneurs and the home and the host country. Finally, an opportunity 
creation process is treated as a process of embedding in the home country and 
the host country. 
I choose mixed embeddedness as the theoretical lens for three main reasons. 

The first reason is the notion of mixed embeddedness aids in the study of the 
entrepreneur’s actions in the context in which these actions occur. The second 
reason is mixed embeddedness facilitates capturing the sequences and cycles of 
the entrepreneur’s actions in a more holistic manner, employing the 
socioeconomic and politico-institutional dimensions of the home country and 
the host country. The third reason is mixed embeddedness helps gain an 
insightful understanding of the complexity of the process through capturing the 
interactions between the entrepreneur and the context (which creates the 
process) at different levels and in a more comprehensive manner. Theoretically, 
one can divide embeddedness into different dimensions, as suggested by 
Kloosterman et al. (1999); however, in reality, these dimensions overlap with 
each other and simultaneously interact with different levels in an ongoing process 
of embedding in which “an entrepreneur becomes part of the local structure” 
(Jack & Anderson, 2002, p. 467). In my opinion, it is difficult to classify mixed 
embeddedness into different dimensions, as suggested by Kloosterman et al. 
(1999); instead, mixed embeddedness is an ongoing process in which these 
dimensions overlap and interact with each other. Mixed embeddedness in this 
thesis centers on the following characteristics. First, mixed embeddedness 
focuses on the interplay of the home country’s and the host country’s influences 
on immigrants’ business activities. Second, mixed embeddedness is an ongoing 
process in which the socioeconomic and politico-institutional dimensions of the 
immigrant’s host country and home country overlap and interact with each other 
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and occur among different levels, including at the macro, the meso and the micro 
levels. Therefore, mixed embeddedness in this thesis does not concentrate on 
classifying such dimensions.  
Sweden is chosen as the empirical context of the study for the following 

reasons. First, immigrant entrepreneurship in Sweden is an under-developed area 
of research (Slavnic, 2013; Slavnic, 2004). For instance, immigrant entrepreneurs 
in Sweden have been studied as a homogenous group regardless of the 
differences in immigrants’ ethnicities or cultures. There should be more studies 
on specific groups of immigrant entrepreneurs. Second, the phenomena of why 
immigrants embark on a journey to be entrepreneurs and how they create their 
entrepreneurial opportunities are under-researched in Sweden (Slavnic, 2013). 
For example, little is known why specific groups of immigrants focus on 
establishing businesses in specific types of industries/sectors. A large amount of 
research concerns immigrant entrepreneurship in the hotel, restaurant and taxi 
sectors, whereas little research has been conducted on immigrant 
entrepreneurship in the agriculture, sports and technology sectors. Third, Sweden 
is becoming a popular destination of migrants, with the foreign-born population 
accounting for 14% of the total population (OECD, 2015).  
This study chooses to examine four cases of successful entrepreneurs. Two 

of these entrepreneurs created entrepreneurial opportunities in the restaurant and 
ethnic store sector. The other two created entrepreneurial opportunities in the 
Information Technologies (IT) sector. These cases are selected as established 
firms for the purpose of gaining an insightful understanding and broader picture 
of the longitudinal process of how these entrepreneurs created entrepreneurial 
opportunities from the moment of considering embarking on a journey to be 
entrepreneurs to running their firms. 

1.3 Contributions 

This study extends the contributions of prior work in many ways. First, 
entrepreneurial opportunity in the immigrant entrepreneurship literature has not 
gained much attention; thus, this thesis advances our understanding of why and 
how immigrant entrepreneurs create entrepreneurial opportunities through 
embedding processes in the home country and the host country. Entrepreneurial 
opportunity is studied as a process of local integration by immigrant 
entrepreneurs into the host country and the re-integration of these entrepreneurs 
into the home country. At the beginning of the opportunity creation process, 
immigrant entrepreneurs feel socially excluded at different degrees in the host 
country. Throughout the opportunity creation process, immigrant entrepreneurs 
interact with different actors in the host country and gradually move from being 
socially excluded to socially included, which illustrates a local integration process. 
In this process, immigrant entrepreneurs become localized through different 
activities that embed them in the local context. The process of entrepreneurial 
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idea and business concept development and the refinement of the business 
concept in this thesis illustrates a process of: being locally integrated to the host 
country, creating trust in the local people, acculturating and creating a sense of 
belonging; and being re-integrated to the home country through maintaining and 
establishing new links to the home country. 
Second, the study contributes to literature on entrepreneurship and 

immigrant entrepreneurship by incorporating the entrepreneurial opportunity 
creation process with acculturation strategies. It illustrates how the 
entrepreneurial opportunity creation process intertwines with the four strategies 
of acculturation. 
Third, the study contributes to the mixed embeddedness perspective by 

adopting the process approach and proposing mixed embedding as a new 
concept which centers on the interplay between the home and the host country’s 
influences on immigrants’ business activities; by extending mixed embeddedness 
from the national level of the home country or the host country to the 
transnational level between the home country and the host country; and by 
proposing an alternative way to view an entrepreneurial opportunity as a creation 
process instead of being discovered.  
Fourth, the study contributes to the immigrant entrepreneurship literature in 

Sweden by furthering the understanding of entrepreneurial opportunity creation 
by immigrant entrepreneurs in Sweden.  
Furthermore, the study suggests some implications for practice. The study 

proposes some embedding mechanisms which can be implemented in business 
support programs for immigrant entrepreneurs and in integration programs for 
immigrants in general. The design of the business support programs can aim to 
help immigrant entrepreneurs to: create credibility through contacts and 
experiences that they establish and gain in the local community; create familiarity 
to the local community through associating business with well-known values; 
engage in the local life to understand customers’ mindsets; master the local 
language to understand local customers’ needs; and establish new/strengthen 
connections to the home country. The design of integration programs can aim 
to undertake activities that help immigrants increase the interaction between the 
local people and themselves. This type of interaction could be increased by 
organizing meetings and activities in which immigrants are introduced to 
different local sports clubs and hobby clubs. An approach in which the host 
country’s language is practiced and mastered anywhere and anytime should be 
adopted in the integration programs. 

1.4 Thesis Outline 

Chapter 1 problematizes the phenomenon and sets the foundation for this 
thesis. The remaining parts of this thesis are structured as follows: 
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Chapter 2 provides the theoretical foundation of this thesis. The first part of 
the chapter examines the current status of entrepreneurial opportunity research 
on immigrant entrepreneurship. The current literature on immigrant 
entrepreneurship does not provide us with significant knowledge of how 
immigrant entrepreneurs create an entrepreneurial opportunity. Due to the 
limited understanding of entrepreneurial opportunity in immigrant 
entrepreneurship, it is important to examine research on entrepreneurial 
opportunity in the mainstream entrepreneurship literature to further our 
understanding of the nature of entrepreneurial opportunity. Therefore, the 
second part of the chapter presents discussions on entrepreneurial opportunity 
in entrepreneurship research. From analyzing the relevant research on 
entrepreneurial opportunity creation and comparing it with research on 
immigrant entrepreneurship, the evidence indicates that entrepreneurial 
opportunities by immigrant entrepreneurs can be created based on the 
interactions between these entrepreneurs and the host country and the home 
country. In light of this conclusion, mixed embeddedness is chosen as the 
theoretical lens to examine this phenomenon. This theoretical lens is presented 
in the third part of this chapter. The chapter concludes with suggestions on how 
to study the phenomenon.  
Chapter 3 presents an overview of the empirical setting of this thesis. The 

setting for this research is the entrepreneurial opportunity creation process by 
immigrant entrepreneurs in Sweden. This setting is unique and relevant for 
examining why and how immigrant entrepreneurs create entrepreneurial 
opportunities through embedding in the home country and the host country in 
different ways. It starts with a discussion of Sweden as a destination of migration, 
showings that Sweden is becoming a popular destination of immigrants. The 
second part of the chapter centers on understanding the people who are 
considered immigrant entrepreneurs in Sweden. The third part of the chapter 
centers on the overview of the immigrants’ businesses in Sweden in different 
sectors. The fourth part discusses different forms of discrimination against 
immigrants in Sweden as one of the main motivations why immigrants start their 
own businesses. The fifth part highlights the importance of considering the 
differences in the characteristics of each immigrant group. The chapter concludes 
with suggestions on studying entrepreneurial opportunities by immigrant 
entrepreneurs in Sweden. 
Chapter 4 outlines the research method, with a detailed explanation of the 

research methodology, the research approach, data collection and the data 
analysis framework. The chapter starts by positioning the philosophical stance. 
The philosophical point of departure in this thesis is social constructionism. 
Social constructionism provides a foundation for re-constructing and 
understanding the creation process of an opportunity, which is achieved through 
interpretive analysis with a qualitative approach and case studies as the research 
method. Strategies and the process of data collection and data analysis are 
explained in detail to ensure a high level of transparency of how the research was 
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conducted. The chapter concludes by discussing strategies for achieving rigor 
and quality in the study. 
Chapter 5 presents the case descriptions of this study. These descriptions 

provide the reader with the prerequisites for understanding the four processes 
before proceeding to the findings and discussion chapters. The research was 
conducted in Sweden as the country of residence of immigrant entrepreneurs 
from Lebanon, Syria, Cameroon and Mexico. Four cases were chosen in this 
study. Each case description starts with a short summary of the profiles of the 
entrepreneurs who established a business. Subsequently, the case description is 
followed by the details of the opportunity creation process. The opportunity 
creation process consists of why these immigrants became entrepreneurs and 
how these entrepreneurs developed their entrepreneurial idea and business 
concept and refined the business concept. The case description concludes with a 
short summary of the future development of each business. 
Chapter 6 provides the findings, including aggregate dimensions and themes 

across the four cases. This chapter presents, in detail, the process of why and 
how immigrant entrepreneurs create entrepreneurial opportunities through 
embedding in the home country and the host country. This chapter consists of 
three main parts that correspond to the three aggregate dimensions in the data 
structure. The first aggregate dimension demonstrates why immigrants embark 
on a journey to entrepreneurs through illustrating the influencing triggers from 
the home country and the host country. The second aggregate dimension shows 
how an entrepreneurial idea and a business concept are developed through 
interacting with different groups of people in the home country and the host 
country. The third aggregate dimension describes how a business concept is 
refined through societal connecting to the host country and to the home country.  
Chapter 7 presents the analysis of my thesis. In the first part of this chapter, 

the concept mixed embedding process as the interplay between the home and 
the host country is discussed. The second part of this chapter presents a model 
of opportunity creation as a social integration process. The discussion of this 
model centers on explaining the opportunity creation process through the 
following three levels of mixed embedding in the home country and the host 
country: (a) the individual level, (b) the group level, and (c) the societal level. 
Underlying the model of opportunity creation as a social integration process are 
the mechanisms of immigrant entrepreneurs’ embedding in the home country 
and the host country.  The third part of this chapter discusses these mechanisms. 
The chapter ends with concluding remarks on opportunity creation through 
mixed embedding. 
Chapter 8 outlines the conclusions of this thesis, highlighting the 

contributions of this thesis to immigrant entrepreneurship research and the 
mixed embeddedness perspective. The first part of the chapter centers on a 
discussion of opportunity creation as an integration process, with the 
opportunity creation process being connected to acculturation strategies. 
Subsequently, the second part of the chapter presents my contributions in 
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relation to the mixed embeddedness perspective. Mixed embeddedness is 
revisited through the lens of the process and multiple levels approach. In 
addition, I also revise the view and propose an alternative view of entrepreneurial 
opportunity from the mixed embeddedness perspective. The chapter concludes 
with some implications for practice. 
Chapter 9 presents some research topics for future research. The first part 

of the chapter presents some suggestions for understanding entrepreneurial 
opportunity creation as a reciprocal embedding process, which indicates that 
immigrant entrepreneurs not only are influenced by the home country and the 
host country but also set influences on the two countries. The second part of the 
chapter centers on suggestions for further incorporation of entrepreneurial 
opportunity creation and the entrepreneuring perspective. The third part of the 
chapter discusses the possibility to examine the dual-national space between the 
home country and the host country constructed by immigrant entrepreneurs. The 
fourth part of the chapter suggests further investigation concerning the family 
influences on immigrant entrepreneurship. The last part of the chapter proposes 
to further our understanding of the influences of transnational context on 
immigrant entrepreneurship. 
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2 Theoretical Framework 

2.1 Introduction 

This chapter provides the theoretical foundation of this thesis. The purpose of 
this thesis is to examine why and how immigrant entrepreneurs create 
entrepreneurial opportunities through embedding processes in the home country 
and the host country. To fulfill this purpose, the first part of the chapter examines 
the current status of entrepreneurial opportunity research on immigrant 
entrepreneurship. Entrepreneurial opportunity has not earned much attention in 
immigrant entrepreneurship as a research topic (Aliaga-Isla & Rialp, 2012). The 
concept of entrepreneurial opportunity has been used in many studies on 
immigrant entrepreneurship; however, only a limited number of studies have 
discussed how an entrepreneurial opportunity comes into existence (Smans, 
Freeman & Thomas, 2014; Aliaga-Isla & Rialp, 2012). The current literature in 
immigrant entrepreneurship does not provide us with significant knowledge of 
how immigrant entrepreneurs create an entrepreneurial opportunity.  
Due to the limited understanding of entrepreneurial opportunity in immigrant 

entrepreneurship, it is important to examine research on entrepreneurial 
opportunity in the mainstream entrepreneurship literature to further our 
understanding of the nature of entrepreneurial opportunity. Therefore, the 
second part of the chapter presents discussions on entrepreneurial opportunity 
in entrepreneurship research. In the mainstream entrepreneurship literature, 
entrepreneurial opportunity has earned a considerable amount of attention as a 
research topic because it is considered as distinguishing factor and a core attribute 
in entrepreneurship research (Alvarez & Barney, 2007; Shane & Venkataraman, 
2000; Fletcher, 2006). The entrepreneurial opportunity is the critical first step of 
the entrepreneurial process (Timmons, Muzyka, Stevenson & Bygrave, 1987; 
Hills, Lumpkin & Singh, 1997). Moreover, creating entrepreneurial opportunities 
is considered a key activity in wealth creation (Ireland et al., 2003). By examining 
the literature on entrepreneurial opportunity in the mainstream entrepreneurship 
literature, I propose that the entrepreneurial opportunities of immigrant 
entrepreneurs must be examined (a) in a process manner and (b) in relation to 
immigrant entrepreneurs’ actions in the home country and the host country. The 
immigrant entrepreneurship literature shows that immigrant entrepreneurs’ 
business activities are influenced by the home country and the host country. By 
analyzing the relevant research on entrepreneurial opportunity creation and 
comparing it with research on immigrant entrepreneurship, the evidence 
indicates that entrepreneurial opportunities of immigrant entrepreneurs can be 
created based on the interactions between these entrepreneurs and the host 
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country and the home country. In light of this conclusion, mixed embeddedness 
is chosen as a theoretical lens to examine this phenomenon. Hence, this 
theoretical lens is presented in the third part of this chapter. The chapter 
concludes with suggestions on how to study this phenomenon.  

2.2 Entrepreneurial opportunity in 
immigrant entrepreneurship  

2.2.1 An overview 

Entrepreneurial opportunity as a topic in immigrant entrepreneurship research is 
fragmented. The amount of research studying entrepreneurial opportunity is 
limited in this field. Entrepreneurial opportunities are discussed in the following 
ways: (a) opportunity recognition-discovery-exploitation (e.g. Smans et al., 2014; 
Aliaga-Isla & Rialp, 2012) and (b) opportunity structure (e.g. Kloosterman, 2010; 
Kloosterman & Rath, 2001). 
First, the entrepreneurial opportunities of immigrant entrepreneurs are 

referred to as opportunity recognition and opportunity exploitation (e.g. Bolivar-
Cruz, Batista-Canino & Hormiga, 2014), opportunity identification (e.g. Smans 
et al., 2014; Clydesdale, 2008), and opportunity discovery (e.g. Aliaga-Isla & 
Rialp, 2012; Vinogradov & Elam, 2008). To date, what constitutes an 
entrepreneurial opportunity is not addressed in a clear manner. For example, 
opportunity identification is used frequently in a number of studies (e.g. Smans 
et al., 2014; Clydesdale, 2008); however, the explanation of the concept of 
opportunity identification is still missing. Among these studies, the study by 
Aliaga-Isla and Rialp (2012) clearly defines entrepreneurial opportunity according 
to Shane (2000) as a situation in which new goods, services, raw materials and 
organizing methods can be introduced through the formation of new means-
ends. The results of the study indicate that the opportunity process among Latin 
American in Barcelona is influenced by factors from both the home countries 
and the host country. 
The literature on immigrant entrepreneurship identifies factors that influence 

entrepreneurial opportunity discovery; for instance, previous experience in both 
the home country and the host country, knowledge or networks, proficiency in 
the language of the host country, cultural barriers, ethnic resources, and country 
of origin regionally based ethnic ties (e.g. Bolívar-Cruzet al., 2014; Smans et al., 
2014; Aliaga-Isla & Rialp, 2012; Clydesdale, 2008). How and in what ways these 
factors influence entrepreneurial opportunities are rarely addressed in detail. To 
date, the authors of these studies have not dismantled the concept of 
opportunity.  
Second, entrepreneurial opportunities in the immigrant entrepreneurship 

literature are discussed in light of “opportunity structure”, which explains the 
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entrepreneurial opportunities open to immigrant entrepreneurs in the host 
country market (Vissak & Zhang, 2014, Kloosterman & Rath, 2001; 
Kloosterman, 2003). Opportunity structure refers to the condition of the market 
and non-market factors that influence the availability and financial rewards of 
wage or salary employment (Waldinger et al., 1990). Kloosterman (2010) 
discusses the importance of opportunity structure as one of the deciding aspects 
of immigrants’ economic activities because it shapes the business of the potential 
market and determines the potential success of the future enterprise. 
Opportunity structure is analyzed in terms of two dimensions, accessibility and 
growth. Opportunity structure and the market are interconnected. With potential 
entrepreneurs, the market should be explored to ascertain whether it is accessible 
and whether there is a demand in the market for specific types of products or 
services. If there is such a demand, then entrepreneurs should have the ability to 
have sufficient resources such as financial, human, social and ethnic capitals 
(Kloosterman, 2010). A typical contrasting example to illustrate the opportunity 
structure aspect is an examination of the types and trends of immigrant 
enterprises. From the literature in the field, one can find two main types of 
entrepreneurial opportunity among immigrant entrepreneurs. The first is 
entrepreneurial opportunity associated with ethnic shops, stores or services. The 
second is associated with high skilled, high tech products or services. Often, with 
immigrant entrepreneurs, there is limited access to financial and human 
resources; therefore, they start businesses that do not require much of these 
resources. With this logic, many immigrant entrepreneurs end up running the 
same types of businesses in the same local area and serving the same target 
groups. In term of accessibility, there is considerable room for these types of 
businesses; however, in terms of growth, there are few promising opportunities. 
Not all immigrant businesses belong to these types, which do not require much 
financial and human capital. Immigrants can also establish businesses that require 
a high level of access to both financial and human capitals. For example, 
Taiwanese and Indian entrepreneurs in Silicon Valley create opportunities to 
establish businesses in the IT industry, requiring a high-skilled knowledge of IT 
(Saxenian, 2002). On one hand, not every immigrant will have access to this 
market; only a select group of immigrants will have access, i.e., those who have 
the required skills and knowledge. On the other hand, it is very promising with 
regard to the growth potential. These two examples show that it is important to 
explore opportunity in relation to the market structure in the host country. 
Although “opportunity structure” provides insights on the demand side of the 
host country market in regard to immigrant entrepreneurs’ opportunities, little is 
known about how these opportunities come into existence.  
The discussion above suggests that entrepreneurial opportunities in 

immigrant entrepreneurship are studied at a superficial level and are influenced 
by factors from the home country and the host country. We must further our 
knowledge of this topic. This is consistent with the research call by Dori et al. 
(2009) to explore how immigrant entrepreneurs can create entrepreneurial 



2 Theoretical Framework 

31 

opportunities through exploiting resources in more than one country. 
Entrepreneurial opportunities are embedded in and are indirectly discussed in 
the venture creation process and in the immigrant entrepreneurship literature in 
general. Therefore, to gain more insight and knowledge on this topic, it is 
necessary to examine the potential influences of the home country and the host 
country on immigrant entrepreneurship in general. In the two following sections, 
a literature review regarding the potential influences of the home country and 
host country on entrepreneurial opportunities is presented. These influences are 
drawn from the factors that influence immigrant entrepreneurs’ business 
activities in the immigrant entrepreneurship literature. 

2.2.2 Potential influences of the home country on 
entrepreneurial opportunities 

Ethnic networks, laws and regulations, social norms and family bonding are 
among the main influences of the home country on immigrant entrepreneurship. 
Immigrant networks contribute to the establishment and operation of immigrant 
businesses (e.g. Turkina & Thai, 2013). For instance, a study by Turkina and Thai 
(2013) indicates that resource, such as networking, plays an important role in 
encouraging immigrants to be self-employed and to conduct entrepreneurial 
activities. Therefore, this type of resource influences how immigrant 
entrepreneurs create entrepreneurial opportunities as well. In Saxenian (2002), 
the author suggests that high-skilled immigrant entrepreneurs in Silicon Valley 
create and maintain their ethnic networks in the host country as well as long-
distance networks in their home countries. The influences of such networks can 
facilitate potential entrepreneurial opportunities in the region. How these 
influences have an impact on immigrants’ business activities in general and more 
specific on immigrants’ entrepreneurial opportunities are not discussed in detail 
in these studies. 
The laws and regulations in the home country can act as a facilitator of or 

obstacle to the opportunity creation process among these entrepreneurs. Acting 
and reacting to favorable political regions and institutional regulations can 
provide a good foundation for initiating business ideas that lead to potential 
opportunities. For example, a study conducted by Kwak (2013) shows that the 
regulation promoting overseas travel in South Korea during the late 1980s and 
the visa-free agreement between South Korea and Canada encouraged the 
establishment of Korean enterprises in the education industry in Vancouver. This 
phenomenon explains part of the reason why there has been a steady growth of 
English language schools founded by Korean entrepreneurs in Vancouver.  In 
this study, Kwak (2013) explains why Korean entrepreneurs establish these types 
of businesses in Canada; however, the study does not explain why these Korean 
entrepreneurs create this specific entrepreneurial opportunity (but not others).  
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Immigrants still maintain the background of their home country with them 
when they live in the host country. They are still attached to the norms of the 
home country in different ways. For example, this influence can be observed 
through their needs to consume ethnic products such as food, clothing and media 
(Piperopoulos, 2010; Singh & Denoble, 2004). Another example is, in some 
cultures, family bonding and solidarity play an important role in everyday life 
through interacting with family members, and immigrants may be interested in 
starting a business or developing a business idea as the tradition in the family or 
the influences of other family members. This is illustrated in studies conducted 
by Rogoff and Heck (2003), Landau (2007) and Iyer and Shapiro (1999). In these 
studies, family tradition is one of the reasons why immigrants start their 
businesses. 
These studies do not discuss entrepreneurial opportunities as the main 

phenomena; instead, they focus on understanding the influences of the home 
country on immigrants’ business activities in general. Given that creating an 
entrepreneurial opportunity is a part of business activities, the influences 
addressed in these studies can also have an impact on entrepreneurial 
opportunities in immigrant entrepreneurship. Having a unique position of 
occupying the two geographical locations of the home country and the host 
country, immigrants’ business activities are influenced by both countries (Drori 
et al., 2009). In the following section, the influences of the host country on 
immigrant entrepreneurship are presented.  

2.2.3 Potential influences of the host country on 
entrepreneurial opportunities 

The literature on immigrant entrepreneurship shows that the network in the host 
country, time, location, education, and the language of the host country are 
among the influences on immigrants’ business activities. First, the networks in 
host countries can facilitate new business activities or business growth (Brenner, 
Menzier, Dionne & Filion, 2010; Saxenian, 2002). For example, a study 
conducted by Zhou (1998) shows that the location is of great importance for 
Chinese entrepreneurs to exploit their market niches in the accounting, banking 
and computer distribution sectors.  In a recent study, Kloosterman (2010) 
emphasizes the dimensions of time and place in the country of residence, 
specifically the available market and allowing new entrants from the perspective 
of rules and regulations. A specific example in his research is the case of the 
bicycle business, making use of the demand in the market of Amsterdam, at the 
right time and the right place, to create a new product that addresses a new need. 
This type of product success indicates that interactions with actors in a location 
may influence how immigrant entrepreneurs create entrepreneurial 
opportunities. 
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Second, the rules and regulations in the host countries have major impacts on 
immigrants’ economic activities. In terms of entrepreneurial opportunity 
creation, these actors can act as facilitators or obstacles. One example is the 
literature on motivation, which is built on the push and pull factor theory in 
immigrant entrepreneurship, suggesting that one of the reasons why immigrants 
decide to be entrepreneurs is unemployment and the lack of access to labor 
market opportunities (Piperopoulos, 2010). From the political and institutional 
perspective, what hinders immigrant entrepreneurs from gaining access to the 
labor market in the host countries can be the rules and regulations that do not 
recognize foreign skills and educational qualifications. If immigrants have an 
education obtained in the host country, in some certain situations, advantages are 
offered to immigrant entrepreneurs because they may have knowledge of specific 
areas necessary to start their businesses (Saxenian, 2002) or have access to 
relevant knowledge about the host country (Vinogradov, Kolvereid, 2007).  
Third, the common issues that immigrant entrepreneurs face are the language 

and cultural barriers, exclusion and discrimination in the host countries. The 
exclusion and discrimination that immigrants face in the host country are the 
reasons why they turn to self-employment (e.g. Wang, 2013; Kwak, 2013; Portes 
& Sensenbrenner, 1993). A study conducted by Raijman and Tienda (2003) 
explores the effects of language and culture in the host country on the business 
activities of Korean and Mexican immigrants in Chicago. In certain cases, the 
language and culture barriers hinder the creation of business activities among 
immigrant entrepreneurs because they lack the linguistic and cultural knowledge 
of the host country. In Australia, the level of fluency in the English language 
among female immigrants influences entrepreneurial opportunities (Collins & 
Low, 2010). Limited knowledge of the local culture is another common issue 
among different groups of immigrants (Light, 1979; Light & Gold, 2000; Min & 
Bozorgmehr, 2003; Volery, 2007). It may be the reason why many immigrant 
entrepreneurs focus on ethnic customers as target groups and do not reach out 
to natives in the host countries as the main groups. Another aspect is the length 
of time in the host country. Immigrants’ knowledge of the host country can be 
dependent on the length of time that immigrants reside in the host country. This 
type of knowledge and length of time may influence immigrants’ perceptions of 
entrepreneurial opportunities, as in the case of the U.S.A. (Sequeira et al., 2009). 

2.2.4 Concluding remarks 

The concept of entrepreneurial opportunity is often referred to in variety of 
studies but, to date, it has not been further dismantled to understand how an 
entrepreneurial opportunity comes into existence and the configurations of such 
an opportunity (e.g. Smans et al., 2014; Aliaga-Isla & Rialp, 2012; Clydesdale, 
2008; Vinogradov & Elam, 2008). How immigrant entrepreneurs arrive at such 
opportunities, what actions these entrepreneurs perform to create such 
opportunities and how these opportunities evolve require further study. There is 
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also a lack of studies on the processes of entrepreneurial opportunities in 
immigrant entrepreneurship (Aliaga-Isla & Rialp, 2012), which may help us 
further our understanding of the phenomenon. 
The literature on immigrant entrepreneurship indicates that there are 

potential influences of the home country and the host country on the 
entrepreneurial opportunities. In what ways these influences have an impact on 
entrepreneurial opportunities in immigrant entrepreneurship has not yet been 
discussed. The literature in this field also suggests that immigrants have a 
particular combination of resources of the home country and the host country in 
comparison with their peers who were born in their country of residence (Ndofor 
& Priem, 2011; Masurel & Nijkamp, 2004). This unique combination may shape 
how these immigrant entrepreneurs differently create entrepreneurial 
opportunities. These studies are consistent with the studies by Clydesdale (2008) 
and Johnson, Munoz and Alon (2007), who suggest that the specific home 
country and the host country to which these entrepreneurs are tied and the 
unique position of immigrants in these two countries make immigrant 
entrepreneurs conduct business activities differently from regular entrepreneurs.  
Entrepreneurial opportunities in immigrant entrepreneurship is under-

researched. The current literature on immigrant entrepreneurship does not 
provide sufficient answers to these questions regarding entrepreneurial 
opportunities. Therefore, it is relevant to examine the research on entrepreneurial 
opportunities in the mainstream entrepreneurship literature to illuminate this 
phenomenon in immigrant entrepreneurship.  

2.3 Entrepreneurial opportunity process 

The literature on immigrant entrepreneurship indicates that there is a lack of 
studies that take the process approach in general, especially in the area of 
entrepreneurial opportunities (Aliaga-Isla & Rialp, 2012). In addition, the 
influences of the home and host countries on immigrants’ business activities 
suggest that immigrants’ business activities are embedded in the home country 
and the host country (Valdez, 2008; Kloosterman et al., 1999). This is consistent 
with the results of research in the entrepreneurship literature that indicate that 
individuals’ business activities are dependent on the context in which the 
activities are performed (Fletcher, 2006; Jack & Anderson, 2002). The 
implication is that immigrants’ business activities are influenced by the home 
country and the host country (e.g. Piperopoulos, 2010; Singh & Denoble, 2004; 
Brenner et al., 2010, Saxenian, 2002). Entrepreneurial opportunities are a part of 
business activities; therefore, how immigrant entrepreneurs create these 
opportunities is also influenced by the home country and the host country.  
Based on this line of reasoning, employing a process approach to study 

entrepreneurial opportunities in immigrant entrepreneurship is an appropriate 
choice. The discussion above suggests that the entrepreneurial opportunities 
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created by immigrant entrepreneurs are influenced by the home country and the 
host country, which supports the approach to studying entrepreneurial 
opportunities as a creation process.  
Hence, in the following sections, I discuss the process approach in 

entrepreneurship and entrepreneurial opportunity creation and compare it with 
the development of immigrant entrepreneurship to create a theoretical 
foundation to study the entrepreneurial opportunities created by immigrant 
entrepreneurs. 

2.3.1 Process approach in entrepreneurship research 

Research shows that there is a shift from understanding entrepreneurship by 
studying the traits of an entrepreneur to understanding the complexity of 
entrepreneurship by the entrepreneurial process taking into account (Shane & 
Venkataraman, 2000; Shane, 2012), which involves the interaction between 
individuals as entrepreneurs and the context. This is consistent with the 
development of studying entrepreneurship as a practice theory of 
entrepreneuring that focuses on the actions and interactions between individuals 
and the context (Johannisson, 2011; Steyaert, 2007). The complexity of this 
interaction calls for more research to understand the insights into the process to 
understand the nature of “all the functions, activities and actions associated with 
perceiving opportunities and creating organizations to pursue them” (Bygrave, 
2004, p.7). This suggests that there are unexplored areas in the process domain 
with regard to entrepreneurship research (Moroz & Hindle, 2012).  
In the immigrant entrepreneurship literature, this development has also occurred, 
as shown by the shift from studying the traits and characteristics of immigrant 
entrepreneurs to the research call to understand the entrepreneurial process in 
immigrant entrepreneurship (Aliaga-Isla & Rialp, 2012; Vinogradov & Elam, 
2008). 
Two important characteristics of a process are duration and multiplicity 

(Moroz & Hindle, 2012). Duration comprises the length and continuity of a series 
of actions and reactions that occur from the past to the present (Bergson, 1983). 
Multiplicity refers to the interactions between individuals and different actors in 
context (Bergson 1983; Fletcher, 2006; Moroz & Hindle, 2012) and shows how 
dynamic the process itself is, which calls for further research to examine the 
following two important aspects: what has happened in a process and how things 
happened or how action is perceived (Moroz & Hindle, 2012). In the immigrant 
entrepreneurship literature, the interactions between individuals and different 
actors in the home country and the host country can be observed in many studies 
that use the mixed embeddedness perspective as a theoretical approach (e.g. 
Lassalle & McElwee, 2016; Kwak 2013; Kloosterman, 2010; Kloosterman et al., 
1999; Kloosterman & Rath, 2001). In the previous sections in which potential 
influences of the home and host countries on immigrants’ entrepreneurial 
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opportunities are examined, these interactions vary from ethnic networks and 
community networks to laws and regulations. 
The literature on entrepreneurship shows that most of the process models 

manage to present components and the duration as well as a continuum of the 
course of actions and reactions (Ardichvili et al., 2003; Bhave, 1994; Gartner, 
1985). The majority of the models are stage models, in which the process is often 
divided into major phases (e.g. Baker & Nelson, 2005; Bhave, 1994; Corbett, 
2005; Cunneen & Mankelow & Gibson, 2007). The advantage of having this type 
of model is that it is easy to follow the stages in the process; however, it does not 
fully reflect the interactions of the different components representing the 
different actors in the process (Moroz & Hindle, 2012). By contrast, static models 
highlight the relationships between different actors. What is missing in this type 
of model is the sequences of actions and reactions of the entrepreneurs (e.g. 
Ardichvili et al., 2003; Ireland et al., 2003; Shane, 2003).  
Dynamic process models focus on examining and understanding how and 

why the differences in the context can influence the outcomes, taking into 
account temporal events (Moroz & Hindle, 2012). The advantage of using this 
model is that the sequences of actions and the temporal order, from which the 
process is created, can be captured (e.g.  Downing, 2005). The shortcoming of 
this model is its inability to address the dynamics matter of the process (e.g. 
Moroz & Hindle, 2012; Carter, Gartner & Reynolds, 1996).  
In immigrant entrepreneurship, studies mainly focus on three types of 

models: static, stage and dynamic process models (e.g. Baltar & Icart, 2013; 
Aliaga-Isla & Rialp, 2012; Vinogradov & Elam, 2008). In this field, the first type, 
the static process model, emphasizes the relationships between the immigrant 
entrepreneurs and the different actors in the host country and the home country. 
For instance, a study by Johnson et al. (2007) identifies actors from the host 
country environment (access to capital, entrepreneurial opportunities, 
institutional support) and the home country (motivation for emigration) that 
influence the type and level of entrepreneurial activities conducted by immigrant 
entrepreneurs. The study is able to illustrate the relationship between these actors 
and immigrant entrepreneurs’ activities. However, the limitation of the model is 
its inability to show the sequence of immigrant entrepreneurs’ activities. The 
second type, the stage model, focuses on portraying the sequence of immigrant 
entrepreneurs’ actions; however, the interactions between the different actors in 
the models are neglected (e.g. Aliaga-Isla & Rialp, 2012). In the study by Aliaga-
Isla and Rialp (2012), the authors propose a model of entrepreneurial opportunity 
discovery by immigrants. The model portrays how immigrants discover 
entrepreneurial opportunities through the following 2 stages: (1) acquiring 
knowledge in the home country in the pre-migration period and in the host 
country and (2) the immigrant’s skills. The missing information is that the model 
does not show how the pre-migration period and the post-migrant period 
interact with the immigrant’s skills. The third type, the dynamic model, 
emphasizes the relationships between different actors and the temporal 
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sequences of the actions. This type of model is illustrated in a study by 
Vinogradov and Elam (2008), who propose a process model of immigrant 
entrepreneurship. The main focus of the model is the venture creation process, 
of which entrepreneurial opportunity discovery is a part (Vinogradov & Elam, 
2008). In this model, the authors show how immigrant entrepreneurs create a 
new venture step by step: discovering the opportunity, exploiting the 
opportunity, acquiring resources and creating a new venture. The authors also 
show how specific factors interact with each stage of the model. The drawback 
of this model is the missing link between the different levels of the interactions, 
which include the micro, the meso and the macro levels.  
Analyzing past and present process models in the entrepreneurship field and 

in immigrant entrepreneurship research, I propose that the process should be 
studied as a sequence of actions and reactions in the manner of a continuum that 
reflects both the past and the present, highlighting the complexity of the 
interactions between different actors in the context and the individuals.  Studying 
the process in such a manner helps fulfill the purpose of this thesis, i.e., 
examining why and how immigrant entrepreneurs create entrepreneurial 
opportunities through embedding (processes) in the home country and the host 
country. This process approach can help identify the sequences of actions and 
reactions performed by immigrant entrepreneurs in the host country and the 
home country. In doing so, we can further our understanding of how an 
entrepreneurial opportunity is created by immigrant entrepreneurs. The concept 
of entrepreneurial opportunity has not been addressed well in the immigrant 
literature. In the following section, I discuss entrepreneurial opportunity in 
relation to the mainstream entrepreneurship literature as a theoretical basis for 
studying this concept in immigrant entrepreneurship. 

2.3.2 Entrepreneurial opportunity  

An important component in the entrepreneurial process is the entrepreneurial 
opportunity. In the entrepreneurship literature, opportunity has been an 
important topic and is a central concept (Shane & Venkataraman, 2000). 
Venkataraman (1997) emphasizes the need to gain more knowledge of 
entrepreneurial opportunities because, without opportunities, there is no 
entrepreneurship. According to Venkataraman (1997), an opportunity exists as a 
result of the competitive imperfections that exist in the market. The key element 
here is the competitive imperfections. Venkataraman (1997) does not specify 
how the competitive imperfections are created or exploited. Research in the 
entrepreneurship literature proposes two alternatives regarding how these 
competitive imperfections are created. The first alternative suggests that 
competitive imperfections may be created by exogenous shocks to pre-existing 
markets, with opportunities then coming into existence and being discovered by 
entrepreneurs (Shane, 2003). The second alternative suggests that competitive 
imperfections may be created “endogenously by the actions of entrepreneurs that 
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seek to exploit them” (Alvarez et al., 2013, p. 303). These two alternatives 
represent the two main views of entrepreneurial opportunity. The first alternative 
indicates entrepreneurial opportunity discovery (Shane, 2003), and the second 
alternative illustrates entrepreneurial opportunity creation (Alvarez & Barney, 
2007).  
The majority of research in the immigrant entrepreneurship literature takes the 
approach of the discovery view to study entrepreneurial opportunity (e.g. 
Bolívar-Cruzet al., 2014; Smans et al., 2014; Aliaga-Isla & Rialp, 2012; Clydesdale, 
2008; Vinogradov & Elam, 2008; Lassalle & McElwee, 2016; Kwak, 2013; Liu, 
2012; Kloosterman, 2010; Kloosterman & Rath, 2001). In these studies, 
entrepreneurial opportunities are portrayed as they exist prior to being 
discovered by immigrant entrepreneurs, and these opportunities are well 
developed when they are discovered. Studies on entrepreneurial opportunities in 
the immigrant entrepreneurship literature do not reveal how an entrepreneurial 
opportunity moves from that moment of being discovered by immigrant 
entrepreneurs to the moment of being implemented in a venture. This finding is 
consistent with the suggestion of a study by Dimov (2007a) that indicates that 
the drawback of this view is that it collapses the time between the first insight 
and the idea that is eventually exploited (Dimov, 2007a). The implication is that 
there is a process of development between these two points of time (Korsgaard, 
2013). Therefore, to understand entrepreneurial opportunities in immigrant 
entrepreneurship, it is important to examine the process of how an 
entrepreneurial opportunity is created.  
The literature on immigrant entrepreneurship suggests that immigrants’ business 
activities are dependent on the home country and the host country. The 
implication is that the entrepreneurial opportunities of immigrant entrepreneurs 
are also dependent on the host country and the home country. Drawing from the 
above discussion, I propose employing entrepreneurial opportunity creation as 
an alternative method of studying this phenomenon in immigrant 
entrepreneurship. My focus in this thesis is to understand an opportunity as being 
created; hence, the discovery view of entrepreneurial opportunities is not 
discussed in this thesis. In the following section, I discuss entrepreneurial 
opportunity creation.  

2.3.3 Entrepreneurial opportunity creation 

The literature on entrepreneurial opportunity has developed from studying the 
phenomenon by centering on the characteristics of entrepreneurs without 
considering the influences of the surrounding context (Gartner, 1998) to 
studying the phenomenon as a process by taking into account the individual 
entrepreneurs and the context in which entrepreneurial actions occur (Dimov, 
2007a; Alvarez & Barney, 2007; Fletcher, 2006). In this process, entrepreneurs 
interact with multiple actors in the context, from which entrepreneurial 
opportunities emerge (Dimov, 2007a; Fletcher, 2006; Sarasvathy, Dew, Velamuri, 
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& Venkataraman, 2003). Put differently, the actions performed by entrepreneurs 
create entrepreneurial opportunities. The role of entrepreneurs is not passive, as 
in the discovery view; on the contrary, entrepreneurs’ actions play a central role 
(Alvarez & Barney, 2007). The notion of entrepreneurial opportunity creation 
lies in the word “act”. Entrepreneurs do not “search” for opportunities that exist; 
instead, they act and observe how actors in the market respond to their actions 
(Alvarez & Barney, 2007). Opportunities are created by an emerging process in 
which entrepreneurs interact with the context.   
Based on the work of Venkataraman (1997) on opportunity and Alvarez, 

Barney and Anderson (2013) on entrepreneurial opportunity creation, in this 
thesis, an entrepreneurial opportunity comes into existence as a result of market’s 
competitive imperfections, which are created endogenously by the actions of the 
entrepreneurs who seek to exploit them.  
The discussions on the potential influences of immigrant entrepreneurs’ home 
country and host country on entrepreneurial opportunities show that these 
opportunities can be created by an emerging process in which immigrant 
entrepreneurs interact with the home country and the host country. As a result 
of these discussions, I would like to highlight the importance of the context and 
the nature of the process of entrepreneurial opportunity. This section proceeds 
as follows: first, the importance of the context; second, the characteristics of the 
entrepreneurial opportunity process; and third, the components of 
entrepreneurial opportunity creation.  

Entrepreneurial opportunity creation and the context 

The role of context in the opportunity creation process has been a central topic 
in the extant entrepreneurship research, which shows that opportunities are a 
socially constructed phenomenon (Alvarez & Barney, 2007; Dimov, 2007a; 
Dimov, 2007b, Fletcher, 2006; De Koning & Muzyka, 1999; Ardichvili et al., 
2003). 
An opportunity is constructed through an interactive and iterative process in 

which the entrepreneur’s actions play a central role (Alvarez & Barney, 2007; 
Dimov, 2007a). The entrepreneur’s behaviors play an important role in this 
process (Davidsson, 2003).  This process shapes the opportunity. The 
opportunity comes into existence and can only be understood after the creation 
process unfolds (Alvarez & Barney, 2007).  
In this process, entrepreneurs interact with multiple actors in the context as 

they act and observe how actors in the market respond to their actions and then 
react to these responses (Alvarez & Barney, 2007), from which entrepreneurial 
opportunities emerge (Fletcher, 2006). The process of how entrepreneurs act, 
observe and react to actors in the market implies that opportunities are created 
in a socially embedded process (e.g. Fletcher, 2006; Jack & Anderson, 2002; 
Korsgaard & Anderson, 2011). Relating this matter to the immigrant 
entrepreneurship literature, studies show that the home country and the host 
country play an important role in shaping immigrants’ business activities. For 
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example, the study by Kwak (2013) indicates that changes in rules and regulations 
(between Canada and South Korea regarding visa exemption for South Korean 
citizens traveling to Canada) enabled Korean entrepreneurs in Canada to create 
ventures in the educational industry in Vancouver, demonstrating that the 
opportunity to pursue such ventures was dependent on Canada as the host 
country and South Korean as the home country. 

Entrepreneurial opportunity creation as a process 

In the entrepreneurship literature, opportunities are treated as a non-linear and 
recursive process consisting of entrepreneurs’ actions, evaluations and reactions 
to the market and the context (Dimov, 2007a; Alvarez & Barney, 2007).  
Entrepreneurs’ actions occur in a recursive manner and can occur several times. 
The recursive manner reflects part of the process in which individuals take 
actions and reactions to the market and observe how the market responds to the 
individuals’ actions. Extant studies call for further understanding this process, 
thus advancing our knowledge of how opportunities are created (Alvarez & 
Barney, 2007; Zahra, 2008; Fletcher, 2006). 
Opportunities are studied as a pre-venture process that starts with an initial 

idea and ends with a business concept that sets the foundation of the venture 
(De Koning & Muzyka, 1999; Ardichvili et al., 2003). The disadvantage of 
studying opportunities in this manner is that it does not reveal much concerning 
what happens with opportunities after the ventures are created, which is 
important for gaining a further understanding of how an opportunity is socially 
constructed in the process. This shortcoming is consistent with studies in 
immigrant entrepreneurship that approach entrepreneurial opportunities as a 
part of the pre-venture and venture creation process (e.g. Smans et al., 2014; 
Vinogradov & Elam, 2008). Little is known about the development of these 
opportunities after immigrant entrepreneurs create their ventures. 
Opportunities should be treated as a process of development that occurs 

along the lifecycle of the business, from the pre-launch stage to start up, growth 
and exit (e.g. Dimov, 2007a). The opportunity formation or creation process 
should include the formation and exploitation of entrepreneurial opportunities 
(Dimov, 2007a). I propose that opportunities should be studied in the manner 
of continuous development. We can advance our knowledge of how the process 
of socially constructing opportunities evolves and how opportunities are 
formulated and developed along the lifecycle of the venture. Studying 
opportunities in this manner provides the possibility of understanding the role 
of contexts in the creation process of opportunities. 
Opportunities come into existence and can be understood after the 

interaction process unfolds (Alvarez & Barney, 2007), which means that, by 
disentangling this process, we can gain a better understanding of how 
opportunities are created. Little is known about this process, how it evolves and 
how the actions performed by individuals or entrepreneurs shape this process. 
Jack and Andersson (2002) propose that the entrepreneurial process in general 
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should be studied as an embedding process. Similar to Jack and Anderson (2002), 
studies by Dimov (2007a) and Fletcher (2006) address opportunities from a 
socially embedded perspective.  
For example, opportunity is created through a learning process (Dimov, 

2007b), which reflects that the process of opportunity creation consists of 
interactions between entrepreneurs and multiple actors. A study conducted by 
Dimov (2007b) indicates that, through an iterative process, that is, the learning 
process, opportunities are created. The learning process illustrates how 
entrepreneurs interact with actors in the context and how this interaction process 
forms entrepreneurial opportunities. The findings by Dimov (2007a), Dimov 
(2007b), and Fletcher (2006) indicate that, to understand how the process 
unfolds, it is important to understand the mechanism shaping the process, that 
is, how entrepreneurs interact with multiple actors and the context to create 
economic value. Entrepreneurs’ actions are dependent on relations and contexts. 
Understanding how entrepreneurs’ actions are performed in regard of the 
influences of relations and contexts can lead to further knowledge for 
understanding the process of opportunity creation. 
The learning process in the study by Dimov (2007b) illustrate an embedding 

process. In this process, actions and reactions are performed by entrepreneurs in 
relation to the context, through which the establishment of ties to multiple actors 
in the context is facilitated (Dimov, 2007b). The embedding process reflects 
individuals’ actions and reactions to the context as part of the social process 
(Fletcher, 2006; Jack & Anderson, 2002). Dimov (2007a) emphasizes the 
development of opportunity through a socially embedded process in which ideas 
are initiated, elaborated, evaluated, and refined several times. He stresses the 
socially embedded aspect in the process because “potential entrepreneurs, rather 
than thinking and acting alone, are actively engaged in information and value 
exchange with a surrounding community” (Dimov, 2007a, p.714). The 
implication is that an entrepreneurial opportunity can be created from the 
interactions between the entrepreneur and the context (Dimov, 2007a, Dimov, 
2007b). 

Components of the entrepreneurial opportunity creation 

The literature on entrepreneurship posits that the entrepreneurial opportunity 
process starts with an entrepreneurial idea (Dimov 2007a; Davidsson, 2003). The 
idea is often treated as a starting point of new venture development or an 
entrepreneurial process. The entrepreneurial idea is used as a construct to study 
the entrepreneurial process. However, little is known about how an 
entrepreneurial idea emerges from the current literature on entrepreneurship (e.g. 
Dimov, 2011; Dimov, 2007a).  
Entrepreneurial opportunity creation indicates that an opportunity is created 

through an interactive process between entrepreneurs and the context (Alvarez 
& Barney, 2007). Because the entrepreneurial idea is a part of the opportunity 
creation process, drawing from Alvarez and Barney (2007), an entrepreneurial 
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idea should be created from the interactions between entrepreneurs and the 
context. The implication is that, for entrepreneurs to arrive at an entrepreneurial 
idea, they must undergo a process to create it. Thus, I propose that 
entrepreneurial opportunity creation should be studied through a process of how 
entrepreneurs arrive at an entrepreneurial idea.  
Dimov (2007a) argues that there is an initial idea behind every opportunity, 

which means that there is a process for how an opportunity emerges after the 
initial idea. Dimov (2010) emphasizes that, to create an entrepreneurial 
opportunity, entrepreneurs must be able to persuade other stakeholders to 
believe in the opportunity. To persuade different stakeholders, entrepreneurs 
must create a promising image of the opportunity, which can be illustrated 
through a business concept. Bhave (1994) emphasizes that, after choosing an 
entrepreneurial idea to pursue, entrepreneurs continue to massage and elaborate 
the idea, which results in a business concept.  The business concept reflects the 
description of the services or products that the entrepreneurs and why they are 
attractive to customers. Drawing from entrepreneurial opportunity creation, 
entrepreneurs interact with different actors in the context to massage and 
elaborate the idea and turn it into a business concept. Hence, I propose that 
entrepreneurs create a business concept based on a chosen idea.  Drawing from 
the notion of mixed embeddedness, immigrant entrepreneurs interact with the 
context and react to constant changes in the opportunity structure (Kloosterman 
& Rath, 2001), indicating that immigrant entrepreneurs should adapt to these 
changes. The study by Morris and Zahra (2000) discusses the need to adapt in 
terms of opportunity and the business concept along the lifecycle of a venture. 
The study indicates that opportunity and the business concept are subject to 
adaptation over time. I propose that opportunity creation should be studied 
based on the creation and refinement of the business concept over time. In this 
thesis, the process of entrepreneurial opportunity creation is studied based on 
the following stages: (1) developing entrepreneurial ideas and business concepts 
and (2) refining business concepts. 

2.3.4 Concluding remarks  

To summarize, the approach of studying entrepreneurial opportunity by 
immigrant entrepreneurs as a creation process is appropriate for furthering our 
understanding of this phenomenon. The discussions on entrepreneurial 
opportunities in immigrant entrepreneurship and entrepreneurial opportunity 
process in the entrepreneurship literature show that entrepreneurial 
opportunities by immigrant entrepreneurs must be examined in the following 
ways: (a) in a processual manner and (b) through immigrant entrepreneurs’ 
actions in the home country and the host country. The immigrant 
entrepreneurship literature shows that immigrant entrepreneurs’ business 
activities are influenced by the home country and the host country. From 
analyzing the relevant research on entrepreneurial opportunity creation and 
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comparing it with research on immigrant entrepreneurship, the evidence 
indicates that the entrepreneurial opportunities of immigrant entrepreneurs can 
created based on the interactions between these entrepreneurs and the host 
country and home country. In light of this conclusion, mixed embeddedness is 
chosen as a theoretical lens to examine this phenomenon.  

2.4 Mixed embeddedness as a theoretical 
lens 

Mixed embeddedness is a concept proposed by Kloosterman et al. (1999) as 
“encompassing the crucial interplay between the social, economic and 
institutional contexts” (Kloosterman et al., 1999, p.257). In this thesis mixed 
embeddedness is proposed as the theoretical lens for studying the opportunity 
creation process as an entrepreneurial phenomenon among immigrant 
entrepreneurs for the following reasons. 
First, the notion of mixed embeddedness helps study entrepreneurs’ actions 

in the context in which these actions occur. Second, mixed embeddedness 
facilitates capturing the sequences and cycles of entrepreneurs’ actions in a more 
holistic manner by employing the socioeconomic and politico-institutional 
dimensions of the home country and the host country. Third, mixed 
embeddedness helps gain an insightful understanding of the complexity of the 
process by capturing the interactions between entrepreneurs and the home 
country and the host country (which create the process) at different levels and in 
a more comprehensive manner. 
This section proceeds as follows. First, I provide an overview of 

embeddedness, which is the overarching concept of mixed embeddedness. 
Second, I discuss mixed embeddedness in the immigrant entrepreneurship 
literature. Some drawbacks of the mixed embeddedness perspective are also 
discussed. The section concludes with how mixed embeddedness is applied in 
this thesis. 

2.4.1 The notion of embeddedness 

Mixed-embeddedness is developed from the concept of embeddedness, which is 
defined as “the nature, depth, and extent of an individual’s ties into the context” 
(Jack & Anderson, 2002). To capture the opportunity creation process, in this 
study, the notion of embeddedness is defined somewhat loosely as an individual’s 
ties to the context of the economic actions that he or she conducts. In this thesis, 
context is defined as the home country (i.e., the country of origin) of the 
immigrant or the host country (i.e., the country of residence) of the immigrant.  
There is a constantly growing number of studies that employ embeddedness 

to better illuminate our understanding of different economic and managerial 
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phenomena. The core principle of embeddedness is that the individual’s actions 
are context dependent (e.g. Polanyi, 1944; Jack & Anderson, 2002; Fletcher, 
2006; Jack, Dodd & Anderson, 2008). Prior research has demonstrated strong 
linkages between economic actions and social relations. Karl Polanyi was one of 
the very first researchers to coin the concept of embeddedness. Polanyi’s (1944) 
research proposed a concept in which economic actions and their outcomes are 
influenced by social relationships. The implication is that economic actions are 
dependent on social relations and the context. Polanyi’s work on embeddedness 
focuses on the impact of social relations and the context on economic actions at 
the macro level, which means that the impacts are associated with the national 
level of economics. 
To understand the entrepreneurial opportunity creation process, the context 

should be taken into account when studying the actions and reactions of 
entrepreneurs that create the process. Embeddedness focuses on understanding 
how and why entrepreneurs’ actions are influenced by the context. 

Embeddedness and individual’s interactions with context 

Individuals’ interactions with social networks are studied based on different 
factors such as network-related, cultural, structural, cognitive and political 
aspects. The interactions between individuals and the context can be studied 
through the network; for example, a study conducted by Granovetter (1985) 
illustrates how the interactions between individuals and the context can be 
studied through embedded networks.  Granovetter (1985) further explores the 
extent “to which economic action is embedded in structures of social relations” 
(Granovetter, 1985, p.481). Granovetter (1985) discusses two types of 
embeddedness in his work: relational embeddedness and structural 
embeddedness. Relational embeddedness represents the process of how parties 
in an exchange take into account the other’s needs and goals (Granovetter, 1992). 
Structural embeddedness refers to the extent to which a “dyad’s mutual contacts 
are connected to each other” (Granovetter, 1992, p.35). It explains the 
relationships between different organizations and mutual third parties.  
In Johannisson, Ramírez Pasillas and Karlsson (2002), through a network 

framework with a focus on institutional embeddedness, the authors study how 
to conceptualize and operationalize the notion of embeddedness into three layers 
or orders in a small business community to understand how embeddedness can 
foster business development. The concept of embeddedness is operationalized 
in three different layers as first-order embeddedness (business-to-business 
relationally embedded), second-order embeddedness (business-to-economic 
institutions or business-to-social associations relationally embedded) and third-
order embeddedness (business/business, business/economic institutions and 
business/social associations).  
Another proposal for studying economic actions is found in Zukin and 

DiMaggio (1990). These authors propose that the context in which economic 
action is embedded can be categorized into four different types: cognitive 
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embeddedness (how social routines affect individuals’ decision-making process), 
political embeddedness (how institutional power such as the legal system or the 
tax code influences economic action), cultural embeddedness (the effects of 
shared understanding on economic action), and structural embeddedness (the 
effects of the social structure). This proposal helps explore the interactions 
between individuals and the context to a greater extent because there are many 
factors in the context to which individuals act and react.  
In Uzzi (1997), the author specifically explores structural embeddedness in an 

organizational network context. The concept of structural embeddedness is 
categorized into three main aspects: trust (between the exchange partners in a 
network), fine-grained information transfer and joint problem-solving 
arrangement.  
Dacin, Ventresca and Beal (1999) propose an integrated framework that takes 

into account the sources, mechanism and outcome of embeddedness to gain an 
even deeper knowledge of the interactions between individuals and the 
environment in organizational studies. Embeddedness emphasizes the balance 
between social and economic activities (Dacin et al., 1999). This research studies 
the linkages and different forms of embeddedness as well as cross-level issues in 
embeddedness research, for example, nesting, which presents three levels of 
embeddedness: socio-cultural foundations, institutional arrangements and 
structural embeddedness. These authors highlight how structural, political, 
cognitive and cultural embeddedness can provide a better understanding of how 
individuals act and react to the market and the context. They propose other types 
of embeddedness such as temporal embeddedness and reciprocal embeddedness 
(the process in which actors re-shape networks and create new ties). 
Hess (2004) revisits the concept of embeddedness and proposes another 

alternative to operationalize embeddedness from the perspective of economic 
geography. The author suggests the new concept of spatial-temporal 
embeddedness, which consists of societal embeddedness, territorial 
embeddedness and network embeddedness (Hess, 2004).  
The extant literature suggests that embeddedness is an important concept and 

mechanism for studying entrepreneurship because it facilitates a deeper and 
broader understanding of the complexity of economic activities in connection to 
the context (Wigren, 2003; Jack & Anderson, 2002). Jack and Anderson (2002) 
emphasize the need to study the entrepreneurial process by employing the 
mechanism of embeddedness. Their findings indicate that the process of an 
entrepreneur’s being attached to the local context can provide access to local 
resources to conduct economic activities, which can foster business idea seeking, 
opportunity creation and the overall entrepreneurial process (Jack & Anderson, 
2002).  
Considering the development of embeddedness in comparison with the 

original concept proposed by Polanyi (1944), the concept has been further 
developed to accommodate the pursuit of understanding the interactions 
between individuals and the context. Some researchers focus on exploring one 
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aspect of the context, such as the relational or the structural. Others attempt to 
understand the context in a more holistic manner by categorizing it into different 
types, exploring how different types are linked together and proposing new types. 
Embeddedness helps address the context and the interactions at different 
analytical levels, such as the micro level (Granovetter, 1985; Uzzi, 1997; Portes 
& Sensenbrenner 1993; Jack and Anderson (2002), the micro level and the meso 
level (Johannisson, Ramírez Pasillas& Karlsson, 2002) and the macro level 
(Polanyi, 1944). This shows that embeddedness has become an important 
theoretical lens for studying a wide range of phenomena. One of the further 
developments of the concept of embeddedness is the mixed embeddedness 
perspective proposed by Kloosterman et al. (1999), which is presented in the 
following section.  

2.4.2 Mixed embeddedness  

The concept of embeddedness has been further developed into the concept of 
mixed embeddedness by Kloosterman et al. (1999), who argue that economic 
actions among immigrant entrepreneurs should be explored at more 
comprehensive level, taking into account social embeddedness and the political, 
institutional and economic contexts in the country of residence. They propose a 
new framework of mixed embeddedness, which focuses on understanding the 
interplay of socioeconomic and politico-institutional contexts (Kloosterman et 
al., 1999).  
The mixed embeddedness concept has been widely adopted by researchers in 

the field of immigrant entrepreneurship. There is a growing number of studies in 
the literature that adopt this perspective in different countries such as South 
Africa (e.g. Moyo, 2014), Finland (e.g. Wahlbeck, 2013), the United Kingdom 
(Ram et al., 2012; Vershinina, Barrett & Meyer, 2011; Dassler, Seaman, Bent, 
Lamb & Mateer, 2007), the U.S.A. (e.g. Price & Chacko, 2009), and the 
Netherlands (Kloosterman et al., 1999) to further our understanding of 
immigrant entrepreneurship as a phenomenon. In the United Kingdom, mixed 
embeddedness is employed as the theoretical lens to understand immigrant 
entrepreneurship regarding policy development (e.g. Ram et al., 2012). The use 
of the mixed embeddedness approach with the returnee perspective illuminates 
the returnee’s entrepreneurial ventures in Cambodia (e.g. Dahles, 2013).  
The advantage of using mixed embeddedness as the theoretical perspective is 

that it places the business activities of immigrants in the host country in multiple 
spheres of influences in which they are. In doing so, we can further our 
understanding of how the host country influences immigrants’ business activities 
in different dimensions. The findings from research that adopts the mixed 
embeddedness perspective indicate that social embeddedness is manifested by 
the social network to which immigrants have access (e.g. Price & Chacko, 2009), 
the ethnic network and ethnic resources (e.g. Vershinina, et al., 2011), the culture 
and language (e.g. Dahles, 2013), the social norms (e.g. Vershinina et al., 2011), 
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and family ties and the family background (e.g. Ram et al., 2008). Politico-
institutional embeddedness is manifested by laws and regulations and policies 
that influences economic actions (e.g. Kwak, 2013; Ram & Jones, 2008; Ram & 
Smallbone, 2003). Another advantage of using mixed embeddedness is that the 
perspective emphasizes the demand side of the market, the “opportunity 
structure” in the host country (Kloosterman et al., 1999).  Opportunity structure 
is linked to the market. The decision to start a new business should be considered 
in light of the demand of the market and whether it is accessible to new comers 
(Kloosterman et al., 1999). The opportunity structure determines the types of 
potential business and the factors of success for immigrant entrepreneurs.  
Kloosterman (2010) highlights the influence of time and location on business 
activities. In addition, Kloosterman and Rath (2001) emphasize exploring the 
multiple levels of mixed embeddedness (national, regional/urban and 
local/neighborhood) to gain a more holistic understanding of the interactions 
between the embedding contexts and immigrants’ economic actions.  

Critiques of mixed-embeddedness as a theoretical perspective 

Although the mixed embeddedness perspective provides researchers with the 
advantages of positioning immigrant entrepreneurship in multiple spheres of 
influences at multiple levels, the perspective also has some limitations. First, from 
its initial introduction by Kloosterman et al. (1999) to its revision by Kloosterman 
(2010), the perspective has lacked clarity with regard to how to operationalize the 
concept of mixed embeddedness (e.g. Razin, 2002). Second, mixed 
embeddedness overemphasizes the importance of the intra-ethnic network and 
neglects other external networks (e.g. Razin, 2002). Third, the mixed 
embeddedness perspective is criticized for not including the historical 
perspective (e.g. Peters, 2002). Peters (2002) notes that, in Australia, the mixed 
embeddedness approach fails to explain the immigrant enterprise at a more 
comprehensive level because the approach does not take into account the 
historical perspective. In addition, Mitchell (2015) emphasizes that the individual 
and firm levels of analysis are neglected by the mixed embeddedness perspective 
proposed by Kloosterman et al. (1999) and Kloosterman (2010). Another critique 
is that, in terms of the “opportunity structure”, the mixed embeddedness 
perspective focuses on how structures and the market influence entrepreneurs; 
however, how entrepreneurs act in relation to the market and observe how the 
market reacts to their actions is missing. The drawback of the opportunity 
structure proposed by Kloosterman et al. (1999) is that it was grounded based on 
immigrants’ low tech and traditional ethnic businesses, lacking empirical supports 
for immigrants’ high-tech businesses. Finally, Kloosterman et al. (1999) and 
Kloosterman (2010) develop the mixed embeddedness perspective concentrating 
on only the influences of the host country in which immigrants’ business 
activities occur. The influences of the home country are under-researched from 
this perspective. However, the discussions on the potential influences of 
immigrants’ home country and host country on immigrants’ business activities in 
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the previous sections show that immigrants’ business activities are also 
influenced by the home country.  This is consistent with the studies by Bagwell 
(2008) and Miera (2008), who suggest that transnational dimensions such as the 
transnational network or the transnational ethnic community should be taken 
into account. 
In light of the mixed embeddedness perspective, the potential influences of 

immigrants’ home country and host country on immigrants’ business activities 
discussed in the previous sections (see 2.2.2 and 2.2.3) can be understood as 
mixed embeddedness. For example, the influences of the ethnic network (e.g. 
Turkina & Thai, 2013; Min & Kim, 2009; Saxenian, 2002), and family bonding 
(e.g. Rogoff & Heck, 2003; Landau, 2007; Iyer & Shapiro, 1999) in the home 
country can be considered the social embeddedness of the home country on 
immigrants’ business activities. The community network (e.g. Brenner et al., 
2010; Saxenian, 2002; Zhou,1998), exclusion and discrimination (e.g. Wang, 
2013; Kwak, 2013; Hedberg, 2009; Raijman & Tienda, 2003; Bask, 2005; Portes 
& Sensenbrenner, 1993), and knowledge (e.g. Vinogradov, Kolvereid, 2007; 
Saxenian, 2002) in the host country can be considered the social embeddedness 
of the host country. Another example is the influences of the laws and regulations 
in the host country (e.g. Piperopoulos, 2010) and in the home country (e.g. Kwak, 
2013), which can be considered the politico-institutional embeddedness of the 
host country and the home country on immigrants’ business activities.  
These influences show that the immigrants’ business activities conducted in 

the host country may be embedded in both the home country and the host 
country in multiple dimensions, including socioeconomic and the politico-
institutional dimensions. The social embeddedness of the home country and the 
host country can be manifested by the ethnic network, the community network, 
social norms and family bonding. The politico-institutional embeddedness of the 
home country and the host country can be manifested by laws and regulations 
such as the tax systems. Theoretically, one can divide embeddedness into 
different dimensions, as suggested by Kloosterman et al. (1999); however, in 
reality, these dimensions overlap with each other and simultaneously interact 
with different levels in an ongoing process of embedding in which “an 
entrepreneur becomes part of the local structure” (Jack & Anderson, 2002, p. 
467). Therefore, it is difficult to classify mixed embeddedness into different 
dimensions, as suggested by Kloosterman et al. (1999); instead, mixed 
embeddedness is an ongoing process in which these dimensions overlap and 
interact with each other. 

Adopting mixed embeddedness in this thesis 

The mixed embeddedness approach is a flexible approach that addresses a 
phenomenon at multiple levels; thus, using mixed embeddedness to 
operationalize the context and individuals’ interactions may be very complex. 
This can be for the reasons expressed in the criticisms above. I think that using 
it depends on how the author operationalizes the concept, for example, at 



2 Theoretical Framework 

49 

different levels or different angles and dimensions. Despite these criticisms, 
mixed embeddedness is an appropriate choice for a theoretical lens to understand 
entrepreneurial opportunities by immigrants because the perspective centers on 
placing the immigrants’ business activities in the context in which these activities 
are conducted.  
Based on the purpose of this thesis, i.e., examining why and how immigrant 

entrepreneurs create entrepreneurial opportunities through embedding processes 
in the home country and the host country, in addition to the philosophical stance 
of social constructionism, in this thesis, I propose that mixed embeddedness 
should center on the following characteristics. First, mixed embeddedness 
focuses on the interplay of the home country’s and the host country’s influences 
on immigrants’ business activities. The discussion above indicates that 
immigrants’ business activities are influenced by both the home country and the 
host country. Hence, it is important to take into account both the home country 
and the host country when examining immigrant entrepreneurship generally and 
the entrepreneurial opportunities created by immigrant entrepreneurs 
specifically.  
Second, mixed embeddedness is an ongoing process in which the 

socioeconomic and politico-institutional dimensions of the immigrants’ host 
country and home country overlap and interact with each other, and it occurs 
between different levels, which include the macro, the meso and the micro levels. 
Theoretically, one can classify embeddedness into different dimensions, as 
proposed by Kloosterman et al. (1999); however, in reality, these dimensions 
overlap with each other and simultaneously interact with different levels in an 
ongoing process of embedding in which “an entrepreneur becomes part of the 
local structure” (Jack & Anderson, 2002, p. 467).  Therefore, in this thesis, mixed 
embeddedness does not concentrate on classifying such dimensions. Instead, 
mixed embeddedness is adopted to study immigrant entrepreneurs’ embedding 
processes in the home and the host country through which entrepreneurial 
opportunities are created. 
In the following section, I propose how an entrepreneurial opportunity of 

immigrant entrepreneurs can be studied drawing from discussions in the 
literature on immigrant entrepreneurship and mainstream entrepreneurship and 
the theoretical lens of mixed embeddedness. 

2.5 Conclusions and final remarks 

In this thesis, the opportunity creation process is studied as follows:  
First, opportunities are understood as being created through an interaction 
process between entrepreneurs and the home country and the host country, with 
entrepreneurs’ actions playing a central role. Second, an opportunity creation 
process is studied as a non-linear, iterative, recursive and continuous process that 
involves developing the entrepreneurial ideas and business concepts and then 
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refining the business concepts. Opportunity creation lasts as long as the venture 
exists. Third, an opportunity creation process consists of both formation and 
exploitation phases in which an opportunity is formed and modified several 
times, depending on the between the entrepreneurs and different actors in the 
context. Finally, an opportunity creation process is treated as a process of 
embedding in the home country and the host country. 
In this study, a process is defined as retrospective and on-going interactions 

between entrepreneurs as individuals and the home country and the host country. 
The retrospective aspect in the process dates back from the moment that the 
entrepreneur can recall how she/he/they came up with the intention to start a 
business and to initiate an entrepreneurial idea (prior to venture creation) to the 
current status or configurations of the business concept representing the 
entrepreneurial opportunity. The process is studied in a continuous manner to 
capture the interactions between the entrepreneurs and the home and the host 
country. The process consists of several looping sequences that represent the 
continuum and cycles of the entrepreneur’s interactions with different actors in 
the home and the host country.  
In this thesis, unfolding the interaction process plays a central role in 

understanding the creation of opportunities. These actions initiate, shape, form 
and modify entrepreneurial opportunities over time. By studying the process of 
opportunity creation through of embedding, it is possible to understand the role 
of the context in creating entrepreneurial opportunities. 
In this study, the entrepreneurial opportunity as a creation process is itself an 

embedding process; therefore, the word “embedding” should be used (instead of 
embeddedness, which implies the end result) to connote the notion of a process. 
The opportunity creation process in immigrant entrepreneurship is studied 

by employing mixed embeddedness as the theoretical lens and is performed as 
follows: 
Mixed embeddedness provides the theoretical foundation for studying this 

phenomenon in a more comprehensive manner. I use mixed embeddedness to 
capture and understand the interactions between immigrants and the home 
country and host country from a processual perspective. I do so by studying the 
interactions not as a single, one-time visit but in a continuum and recursive 
manner (Dimov, 2007a).  
Mixed embeddedness acts as a platform for unpacking entrepreneurs’ 

behaviors, including the actions and interactions with the home country and the 
host country that shape the interaction process. This process contains past, 
present and future courses of actions and reactions, events, and the decision-
making process, which occur in recursive and continuous manner. 
Entrepreneurs’ actions including the activities of everyday life that may 

facilitate the opportunity creation process (which entrepreneurs are not aware of) 
as well as actions that aim to reach the goal of creating an entrepreneurial 
opportunity that should be captured in as much detail as possible. Actions that 
transform a business idea into a business opportunity, such as seeking a 
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promising market, establishing networks, and searching for information, should 
be studied. Events and the complexity of situations over the process are taken 
into account. 
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3 Sweden as the empirical 
setting * 

*An early version of this chapter will be published as a chapter in Ramirez-Pasillas, M., 
Brundin, E. & Markowska, M (2017). Contextualizing entrepreneurship in emerging 
economies and developing countries. Edward Elgar. 
 
The setting for this research is the entrepreneurial opportunity creation process 
of immigrant entrepreneurs in Sweden. This setting is unique and relevant for 
examining why and how immigrant entrepreneurs create entrepreneurial 
opportunities through embedding processes in the home country and the host 
country in different ways. First, currently, Sweden is becoming a popular 
destination of immigrants, with the foreign-born population accounting for 14% 
of the total population (OECD, 2015). Second, immigrant entrepreneurship is 
an under-developed area of research (Slavnic, 2013; Slavnic, 2004). Third, the 
phenomena of why immigrants embark on a journey to entrepreneurs and how 
they create their entrepreneurial opportunities are under-researched in Sweden. 
In addition, a large amount of research concerns immigrant entrepreneurship in 
traditional immigrant businesses such as the hotel, restaurant and taxi sectors, 
whereas little research has been conducted on immigrant entrepreneurship in the 
agriculture, sports and technology sectors (Slavnic, 2013; Sweden Agency for 
Economic and Regional Growth, 2011). This gap offers researchers an 
opportunity to contribute to the immigrant entrepreneurship literature in Sweden 
both theoretically and empirically. This chapter provides an overview of the 
empirical setting of this study. It starts with a discussion on Sweden as a 
destination of migration, showing that Sweden is becoming a popular destination 
of immigrants. The second part of the chapter centers on understanding who are 
considered immigrant entrepreneurs in Sweden. The third part of the chapter 
centers on the overview of immigrants’ businesses in Sweden across different 
sectors. The fourth part discusses different forms of discrimination against 
immigrants in Sweden as one of the main motivations why immigrants start their 
own businesses. The fifth part highlights the importance of considering the 
differences in the characteristics of each immigrant group. The chapter concludes 
with suggestions on studying the entrepreneurial opportunities of immigrant 
entrepreneurs in Sweden. 
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3.1 Sweden as a destination of immigrants 
and immigrant entrepreneurs 

Immigration is often associated with countries such as the U.S.A., the United 
Kingdom, Canada and Australia, which are popular destinations of immigrants 
and popular empirical settings for studying immigrant entrepreneurship (e.g. 
Basu, 2011; Jones, Ram & Theodorakopoulos, 2010; McQuaid, Smith-Doerr & 
Monti 2010; Teixeira & Li, 2009; Froschauer, 2001). Only recently has immigrant 
entrepreneurship earned much attention as a field of research in some European 
countries such as Denmark, Norway and Sweden, which were not popular 
destinations for migration (e.g. Slavnic, 2013; Vinogradov & Kolvereid, 2007). 
Among these three countries, Sweden hosts the largest number of immigrants in 
relation to the size of the population (see Statistics Norway, 
https://www.ssb.no/).  
In the 1990s, due to an increasing in interest in entrepreneurship in Sweden, 

self-employment became a popular phenomenon (Slavnic, 2013). It was also 
considered an alternative to lower the rate of unemployment among immigrants 
in Sweden (Slavnic, 2013; Ljungar, 2007; Khosravi, 1999). According to the 
Sweden Agency for Economic and Regional Growth, in 2014, the number of 
companies started by immigrants accounted for 16% of the total amount of 
companies established in Sweden. Among the different foreign-born groups 
from Europe, Asia, Africa, Oceania, North America and South America living in 
Sweden, the population of entrepreneurs varies from one group to another. A 
total of 18 percent of foreign-born individuals from Asia and Oceania are 
entrepreneurs; 15 percent are among those born in the EU and North America; 
the groups from Africa and Latin America represent the lowest share of 
entrepreneurs, at 7 percent and 5 percent, respectively (Nutek, 2007). This shows 
that the foreign-born groups from Asia and Oceania represent the highest share 
of entrepreneurs, whereas the foreign-born groups from Africa and Latin 
America represent the lowest share.  
Approximately 75% of foreign-born youths would consider starting a 

company (Sweden Agency for Economic and Regional Growth, 2014). There are 
approximately 75 000 companies that have been founded by entrepreneurs with 
a foreign background, generating a turnover of 110 billion krona and profits of 
30 billion krona (Sweden Agency for Economic and Regional Growth, 2014). 
Census data show that there is a constantly growing number of immigrant 
entrepreneurs in Sweden (Sweden Agency for Economic and Regional Growth, 
2014). In the 2005, there were 60 800 entrepreneurs with a foreign background; 
by the first quarter of 2010, this number was 74 100, an increase of 22% (Aurora, 
2010).  



Jönköping International Business School 

54 

3.2 Who are immigrant entrepreneurs in 
Sweden? 

In Sweden, immigrant entrepreneurs are individuals who were born abroad or 
born in Sweden to foreign-born parents (Nutek, 2007). Entrepreneurs with a 
foreign background are also classified as immigrant entrepreneurs. In general, all 
of the concepts of immigrant entrepreneurs indicate different degrees of 
foreignness. The degree of foreignness varies from being born abroad to being 
born to non-Swedish parent(s). The concept of immigrant is used to specifically 
address an individual who was born abroad or who comes from another country 
and has lived in Sweden for at least 1 year (Sweden Agency for Economic and 
Regional Growth, 2008). Alternatively, immigrant is used to refer to a person or 
individual who lives in Sweden and was born abroad (Stein, 2000). Sometimes, 
immigrants are also referred as foreign-born (Nutek, 2007) and foreign 
background (Sweden Agency for Economic and Regional Growth, 2008). The 
term foreign background is defined as a person who lives in Sweden and was 
born abroad or born in Sweden with two foreign-born parents (Sweden Agency 
for Economic and Regional Growth, 2008). It is used in relation to the term 
Swedish background, which refers to a person who was born in Sweden with one 
or two Swedish-born parents (Sweden Agency for Economic and Regional 
Growth, 2008). 
In this thesis, an immigrant is defined as a person who lives in Sweden and 

was born abroad to two foreign-born parents. An immigrant entrepreneur is 
defined as an individual who lives in Sweden and has founded a company in 
Sweden and who was born abroad to two foreign-born parents. A Swede who 
was born outside Sweden and who resides in Sweden is not considered an 
immigrant in this situation.  

3.3 Overview of immigrants’ businesses in 
Sweden 

Immigrants’ businesses are established and operate in many cities and in different 
industries in Sweden. According to census data, Stockholm is the city in Sweden 
that has the largest share (19 percent) of businesses established by immigrants 
(Sweden Agency for Economic and Regional Growth, 2011). Uppsala, Skåne, 
Västra Götaland, Jönköping, and Kronoberg are among the cities with a share 
ranging from 11 percent to 13 percent of immigrant businesses (Sweden Agency 
for Economic and Regional Growth, 2011).  
A study conducted by the Sweden Agency for Economic and Regional 

Growth in 2010 indicates that the number of such companies is growing in many 
sectors, from the retailing, hotel and restaurant sectors to the construction, hi-
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tech, education, recreational, cultural and sports sectors. Among these, retailing, 
hotel and restaurant and personal care are the three sectors overrepresented by 
the number of companies founded by immigrant entrepreneurs (Nutek, 2007). A 
large number of studies conducted on immigrant entrepreneurship in Sweden 
focus on the sectors in which there is a surplus of immigrant businesses, such as 
the restaurant, personal care and retailing sectors (e.g. Hultman, 2013; Ljungar, 
2007). Only a few studies explore sectors in which immigrant entrepreneurs 
operate their businesses, for example, the taxi sector (Khosravi, 1999) and the 
high-tech sector (Dalhammar, 2004; Feldman, 2006). Although the number of 
immigrant businesses is growing in different sectors in Sweden, little is known 
about how such entrepreneurial opportunities come into existence. To date, what 
is known in the immigrant entrepreneurship literature in Sweden is why 
immigrant entrepreneurs start their own businesses and the difficulties that they 
face when they operate their businesses (Slavnic, 2013; Slavnic, 2004); however, 
how immigrant entrepreneurs create entrepreneurial opportunities remains 
unknown. Research that examines the factors that influence motivations to start 
a business among immigrants in Sweden indicates several reasons why 
immigrants in Sweden establish businesses (Slavnic, 2013). These reasons vary 
from not having a previous education and skills in the home country that are 
recognized by Swedish authorities to discrimination, unemployment, block 
mobility, the desire to live independently of social benefits, individual 
entrepreneurial ability, and access to finance (e.g. Slavnic, 2013; Andersson; 
Hammarstedt, Hussain & Shukur, 2013; Ljungar, 2007). Discrimination is among 
the main reasons earning the most attention in the literature on immigrant 
entrepreneurship in Sweden (e.g. Slavnic, 2013; Abbasian, 2003). In the following 
section, discrimination against immigrants in Sweden is discussed.  

3.4 Discrimination against immigrants in 
Sweden 

Discrimination occurs at both the individual and the structural levels (Slavnic, 
2013). At the structural level, discrimination is the result of lack of recognition 
by Swedish authorities regarding professional experience and skills from the 
home countries (Khosravi, 1999; Najib, 1999; Pripp, 2001). This lack leads to an 
increase in the unemployment rate among immigrants, which is one of the main 
reasons why they prefer to be self-employed (Slavnic, 2013; Najib, 1999). The 
studies by Andersson and Hammarstedt (2015) and Khosravi (1999) show that, 
in Sweden, immigrants from the Middle East became self-employed because their 
professional skills and educations were not recognized by Swedish authorities. 
This reason is the one of the main reasons why Iranian immigrants in Stockholm 
established their own businesses (Khosravi, 1999). Not only does the first 
generation of immigrants experience discrimination but also the second 
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generation of immigrants in Sweden is still discriminated against in the Swedish 
labor market in comparison with native-born Swedes (Rooth & Ekberg, 2003). 
The results of a study by Rooth and Ekberg (2003) indicate that, although the 
second-generation immigrants were born and raised in Sweden, some of these 
groups do not receive equal treatment in the labor market in relation to native-
born Swedes. 
Discrimination can occur in the workplace, which leads to unpleasant 

experiences for immigrants.  For instance, due to ethnic discrimination, 
immigrants can feel isolated in the workplace when interacting with co-workers: 
“the work system in Sweden is sick. We are always black-heads in the eyes of 
Swedes. We can never make a career and are isolated all the time” (Khosravi, 
p.500). Due to their foreign background, immigrants may receive a lower rate of
salary than others: “I drove for ‘X’ company before. The switchboard gave us 
foreigners the worst fare” (Khosravi, p.500). Ethnic discrimination explains why 
many immigrants would start their own businesses (Najib, 1999). 

3.5 Each immigrant group has its own 
characteristics 

In the past, immigrants in Sweden were considered homogenous groups, 
regardless of the differences in their backgrounds and their reasons for migration 
(Slavnic, 2013). The “one size fits all” approach prevents us from furthering our 
understanding of the diversity of immigrant groups. As the field has started to 
emerge, the issue of considering the differences between immigrant groups when 
studying immigrant entrepreneurship has earned more attention in Sweden. 
Immigrants’ motivation to start their own businesses may share some common 
reasons; however, some of the reasons may differ from one group to another. 
For instance, for Iranian immigrants in Sweden, self-employment is an alternative 
for them to maintain their status and independence (Khosravi, 1999). Because 
most of them had other professions with a high level of education before coming 
to Sweden, they lacked business skills and experience (Khosravi, 1999). Many of 
them started their businesses in areas that are not connected to their education 
or previous experience (Ljungar, 2007). The high level of education among 
Iranian immigrants helps them acquire better knowledge of the English and 
Swedish languages and gain an understanding of how to conduct business in 
Sweden (Khosravi, 1999). In terms of networks, how immigrants relate to 
networks differs from one group to another. For example, the ethnic network 
hinders self-employment among immigrants from the Middle East in Sweden 
due to the large size of the network and tough competition (Andersson & 
Hammarstedt, 2015). However, in the same Middle Eastern immigrant groups, 
Iranian entrepreneurs not only utilize their network of the same ethnicity but also 
establish business links to other ethnic networks such as Iranian-Azari, Iranian-
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Kurd or Iranian-Armenian groups through their knowledge of these languages 
(Khosravi, 1999).  
The examples discussed above show that each group of immigrants still 

carries its own characteristics of ethnicity, culture and norms from its home 
region and country when it moves to Sweden. If considering immigrant 
entrepreneurship is a phenomenon that is influenced by human behaviors and 
contexts, then when studying this phenomenon, it is important to take into 
account not only Sweden as the host country but also the home country of the 
immigrant group. This is consistent with the study by Kloosterman et al. (1999), 
who highlight the importance of considering how immigrant entrepreneurs are 
embedded in their home countries while living in a host country. It is important 
to consider an immigrant group’s values and norms in connection to its residence 
in Sweden when attempting to explain the immigrant entrepreneurship 
phenomenon. 

3.6 Concluding remarks 

The discussion above suggests that Sweden is a relevant empirical setting because 
immigrant entrepreneurship in general is an under-developed area of research 
(Slavnic, 2013; Slavnic, 2004). Particularly in terms of entrepreneurial opportunity 
research, little is known about how entrepreneurial opportunities come into 
existence. Sweden is a unique empirical setting due to its recent popularity as a 
destination of migration. In addition, little research has been conducted on 
immigrant entrepreneurship in the agriculture, sports and technology sectors 
(Slavnic, 2013; Sweden Agency for Economic and Regional Growth, 2011). This 
gap offers researchers an opportunity to contribute to the immigrant 
entrepreneurship literature in Sweden both theoretically and empirically. 
Therefore, Sweden as the empirical setting is unique and relevant for examining 
why and how immigrant entrepreneurs create entrepreneurial opportunities 
through embedding processes in the home country and the host country. Based 
on the characteristics of this setting, I propose to take into account the following 
points when studying the entrepreneurial opportunities created by immigrant 
entrepreneurs.  
Studying entrepreneurial opportunity creation in both the low-tech and high-tech industries 
Studies have mainly focused on immigrant entrepreneurship in Sweden in 

popular industries and sectors such as the hotel, restaurant and taxi sectors, 
where immigrant businesses are overrepresented. Industries and sectors such as 
agriculture, technology and sports have not earned sufficient attention in this 
research field in Sweden (Slavnic, 2013; Sweden Agency for Economic and 
Regional Growth, 2011). These industries or sectors, as emerging areas of 
research, can contribute to advancing our knowledge in understanding why and 
how these immigrant entrepreneurs decide to create entrepreneurial 
opportunities in these specific industries and sectors. 



Jönköping International Business School 

58 

Studying entrepreneurial opportunity creation by specific immigrant groups with their specific 
home countries and ethnic backgrounds 
Each immigrant group still carries the values of its home country and region 

when residing in Sweden. These values influence their entrepreneurial activities 
in Sweden. Hence, entrepreneurial opportunities should be studied based on 
specific immigrant groups in Sweden.  Census data shows that, among the 
different groups of immigrants, the African and Latin American groups are the 
two groups that have the lowest shares of immigrant businesses in Sweden. In 
addition, the recent stock of immigrants from Syria in Sweden pose a challenge 
to Sweden with regard to the integration of this group into Swedish society. In 
the future, there should be further studies on immigrant entrepreneurship based 
on these groups to understand the characteristics that distinguish them as ethnic 
groups. 
Studying entrepreneurial opportunity creation by immigrant entrepreneurs in the home 

country and host country settings simultaneously 
When studying each immigrant group, it is important not only to take into 

account the different influences in Sweden but also to consider the group’s 
background. Put differently, it is not sufficient to only consider the influences of 
the country of residence or the country of origin; these two settings should be 
taken into account simultaneously. Immigrants still carry the influences of their 
home countries with them when they live in their host countries, which 
emphasizes the importance of understanding the home country. Thus, both the 
home country and the host country should be considered as the setting to 
understand the phenomenon of how immigrant entrepreneurs create 
entrepreneurial opportunities. 
Studying entrepreneurial opportunity creation as a process  
 A majority of the studies in Sweden center on examining the factors that 

influence immigrant entrepreneurship. Entrepreneurship as a processual 
phenomenon has not earned sufficient attention from the immigrant 
entrepreneurship literature in Sweden. By studying entrepreneurial opportunity 
creation by immigrant entrepreneurs as a process, we will further advance our 
understanding of how immigrant entrepreneurs interact with Swedish society 
while still maintaining their interaction with their own ethnic cultural 
background.  
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4 Research Methodology 

4.1 Introduction 

This chapter describes the research design and methodology of the study. The 
chapter starts by positioning the philosophical stance. The philosophical point of 
departure in this thesis is social constructionism, which provides a foundation 
for re-constructing and understanding the creation process of an opportunity. 
This is achieved through interpretive analysis with a qualitative approach and case 
study as the research method. The strategies and process of data collection and 
data analysis are explained in detail to ensure a high level of transparency with 
regard to how the research was conducted. The chapter concludes by discussing 
strategies for achieving rigor and the quality of the study. 

4.2 Social constructionism as a philosophical 
stance 

4.2.1 Social constructionism and the notion of reality 

Social constructionism was developed based on the need to study individual and 
social phenomena through observable behavior and individuals’ subjective minds 
(Lindgren & Packendorff, 2009). Social constructionism centers on the 
“relationality between people, institutions, material objects, physical entities and 
language” (Fletcher, 2006, p.422). Human and social reality is inseparable because 
we shape reality and we are shaped by reality through our everyday interactions 
(Cunliffe, 2008; Berger & Luckmann, 1966). In symbolic interactionism, reality 
is the outcome of a construction process through everyday interactions (Cunliffe, 
2008). Individuals play an active role in this process because they initiate the 
interaction process, ascribe meanings to things and make decisions based on the 
circumstances (Lindgren & Packendorff, 2009). This process is ongoing, 
dynamic, continuous and iterative (Lindgren & Packendorff, 2009).  
Social constructionism suggests that, to study human social behaviors, it is 

important to study these behaviors in their specific context (Fletcher, 2006). This 
is consistent with a shift from an understanding of entrepreneurship by studying 
the traits of an entrepreneur to understanding the complexity of 
entrepreneurship by taking into account the entrepreneurial process (Shane & 
Venkataraman, 2000; Shane, 2012), which involves the interaction between 
individuals as entrepreneurs and the context. The implication is that we should 
further our understanding of the insights into the nature of “all the functions, 
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activities and actions associated with perceiving opportunities and creating 
organizations to pursue them” (Bygrave, 2004, p.7). In light of social 
constructionism, entrepreneurship can be considered a social construction 
process (Fletcher, 2006). The social construction of entrepreneurial opportunity 
is discussed in the following section. 

4.2.2 The social construction of entrepreneurial opportunity 

As discussed in the literature review chapter, according to Alvarez and Barney 
(2007), an entrepreneurial opportunity is created through the process of 
interactions between entrepreneurs and the context in which entrepreneurial 
activities are conducted. Regarding the entrepreneurial opportunities of 
immigrant entrepreneurs, I suggest studying the entrepreneurial opportunity 
creation as the process of interaction between entrepreneurs, the host country 
and the home country. Put differently, in light of social constructionism, an 
opportunity is a social phenomenon and a social construction process in which 
different social elements of the host country and the home country interact with 
entrepreneurs (Berger & Luckmann, 1966). The social construction of 
entrepreneurial opportunity is presented in table 1 below. 

Table 1. The social construction of entrepreneurial opportunity 

 Social 
constructionism 

Entrepreneurial opportunity 
creation 

Notion of 
reality/the world 

Interactions 
between individuals 

Interactions between 
entrepreneurs and the context 
in which entrepreneurial 
activities are conducted.  

Process Interpretation 
process, dynamic, 
iterative 

Enactment process, dynamic, 
iterative, path dependent 

Individual and 
the environment 

Inseparable   Interactions between 
individuals and the context 

 
Entrepreneurial opportunity creation is a socially constructed process because of 
the following reasons. First, entrepreneurial opportunity creation rests on the 
principle that opportunity exists dependently on perceptions and interpretations 
as well as on the beliefs of entrepreneurs (Alvarez & Barney, 2007; Alvarez et al., 
2013). If an opportunity is considered a specific reality, then the creation of an 
opportunity is consistent with the principle of how reality is constructed in social 
constructionism. Second, social constructionism emphasizes the interpretation 
process, i.e., ascribing meanings to things (Lindgren & Packendorff, 2009), which 
is how reality is constructed. Similarly, entrepreneurial opportunity creation 
explains that an entrepreneurial opportunity comes into existence through a 
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construction process in which entrepreneurs act and interact with the 
environment. (Alvarez et al., 2013; Alvarez & Barney, 2007). Third, reality and 
the individual are inseparable, according to the perspective of social 
constructionism (Berger & Luckmann, 1966). Similarly, the existence of an 
opportunity is perceived by individuals in the social context in which they act 
(Alvarez et al., 2013; Alvarez & Barney, 2007).  

4.2.3 Social constructionism and mixed embeddedness 

The perspective of the chosen philosophy influences the choice of theory to 
study a phenomenon. The mixed embeddedness perspective is chosen as the 
theoretical lens in this thesis because it supports the study of opportunity creation 
as a social construction process.  Embeddedness emphasizes understanding how 
economic actions are influenced by the context and how economic actions 
influence the context (Polanyi, 1944; Granovetter, 1985). This is consistent with 
the principles of social constructionism because the relationship between 
humans and reality is reciprocal (Lindgren & Packendorff, 2009). In addition, 
embeddedness rests on the principle that individuals create ties to the 
environment, playing an important part in understanding the nature and the 
rationale behind an economic activity performed by an individual (Fletcher, 2006; 
Jack & Anderson, 2002; Granovetter, 1985). The implication is that economic 
actions are context dependent. This assumption is also discussed in social 
constructionism; when studying human behaviors, it is important to take into 
account the environment in which they operate (Berger & Luckmann, 1966). 

4.3 Interpretive qualitative approach 

The philosophy of science decides the purpose and the research approach. Social 
constructionism implies an “interpretive inquiry into how and why opportunities, 
entrepreneurs, entrepreneurial processes and entrepreneurship are constructed 
in social interaction between people” (Lindgren & Packendorff, 2009, p.31). 
Therefore, the purpose of this thesis is to examine why and how immigrant 
entrepreneurs create entrepreneurial opportunities through embedding processes 
in the home country and the host country. As a result of this line of reasoning, 
in this case, interpretive analysis is appropriate because the approach centers on 
studying human behaviors through the understanding meanings that are assigned 
to social processes, events or things (Lindgren & Packendorff, 2009).  
In this case, the qualitative approach is appropriate because it provides the 

framework and assists in acquiring rich insightful knowledge for studying human 
behaviors to understand the contexts, and the interaction process, in which these 
behaviors occur (Maxwell, 2008). Moreover, the qualitative approach makes it 
possible to “study things in their natural settings, attempting to make sense of, 
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or interpret, phenomena in terms of the meaning people bring to them” (Denzin 
& Lincoln, 1994, p.2), which assists in the study of understanding the opportunity 
creation process in its setting. This phenomenon specifically addresses the 
entrepreneurial opportunities of immigrant entrepreneurs in the home country 
and host country; thus, the qualitative approach will help researchers understand 
and explain the human behavior in this unique position (Barbour, 2008).  
In this case, choosing a quantitative approach is not appropriate because such 

an approach would not be able to address the question of “how” and the process 
in this specific context (Pratt, 2009; Gartner & Birley, 2002). A quantitative 
approach can be useful when identifying relationships between variables or 
testing hypotheses; however, in this case, the study does not aim to study the 
relationship between variables or generate and test any hypotheses.  
To capture the actual process of entrepreneurial opportunity creation by 

immigrant entrepreneurs in this specific context and to generate knowledge for 
understanding the process itself, in this case, a qualitative approach, with multiple 
case studies and in-depth semi-structured interviews, is most suitable.  

4.4 Case study as the research method 

The purpose of this thesis is to address the questions of “how” and “why”; thus, 
the case study as a method is suitable in this case because the case study helps 
gain in-depth knowledge on this phenomenon. Particularly in this thesis, when 
studying the entrepreneurial opportunity creation process in the setting of the 
home country and the host country, the case study serves as a foundation for 
understanding the interactions between immigrants as entrepreneurs and the 
context (Stake, 2000; Tharenou et al., 2007). The case study is also appropriate 
for conducting contextual and processual research (Hartley, 1994). 
A case is defined as “a phenomenon of some sort occurring in a bounded 

context” (Miles & Huberman, 1994, p.25). In this thesis, the case is the process 
of entrepreneurial opportunity created by immigrant entrepreneurs through 
embedding in the home country and the host country. Multiple and in-depth case 
studies are chosen because they provide a more robust explanation for 
interpreting human behaviors in a specific context (Stake, 2013). A total of 4 to 
10 cases is a good number of cases to provide opportunities for the researcher 
to explain the phenomenon through finding similarities and differences across 
cases (Stake, 2013).  

4.4.1 Research process 

The research process of this study is illustrated below in step-by-step detail. A 
literature review of entrepreneurial opportunities in immigrant entrepreneurship 
and entrepreneurial opportunities in the entrepreneurship field was conducted. 
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This practice is consistent with social constructionism, which suggests that 
researchers should participate in theory construction and practice (Lindgren & 
Packendorff, 2009). This practice is also supported by Miles and Huberman 
(1994), who posit that research should be conducted in close connection with 
the field. Doing so resulted in developing the overarching research questions and 
the theoretical framework of the study. Simultaneously, field trips were 
undertaken to come in contact with the empirical context and to explore the 
phenomenon in real time. The venues chosen were Stockholm and Jönköping, 
Sweden. This choice brings input from the empirical settings to support the 
overarching research questions and the sub-research questions. Based on the 
field trips in Sweden, contacts with immigrant entrepreneurs and key experts in 
the field of immigrant entrepreneurship were established. A certain number of 
immigrant entrepreneurs were selected. 
An interview protocol for in-depth and semi-structured interviews on the 

entrepreneurial opportunity process among immigrant entrepreneurs was 
designed to prepare for a pilot study. A pilot study was conducted in Jönköping, 
Sweden. This resulted in refining the first interview protocol, the overarching 
research question and the literature. After the pilot study, I to collected data in 
three different phases. The reasons for having three phases of data collection 
were to gain information from the process, moving from a general level to a 
specific level of detail, and to build trust with the entrepreneurs to gain access to 
data. The first phase of data collection provided a general understanding of the 
process. The second phase provided data on the different phases and aspects of 
the process, and the third phase provided opportunities that could be broken 
down into smaller details with regard to different aspects of the process.   
The first phase of data collection was conducted. Nine businesses were 

chosen, with interviews guided by the interview protocol with the entrepreneurs 
who founded these businesses following. The first phase of analysis based on 
data collection phase 1 provided input to revise the overarching research 
question, the literature and the interview protocol. Four of the 9 cases were 
chosen to proceed further based on the possibility of providing evidence to 
explore the main research question. The accessibility of data was the criterion 
when choosing these 4 cases. 
The second phase of data collection was performed by conducting follow-up 

interviews focusing on different areas of the actual process to explore the 
phenomenon in detail. Case descriptions were written, and case analysis and 
cross-case analysis were performed simultaneously. This process was 
supplemented by revising and comparing the initial findings with the literature 
and the main research question. Doing so resulted in revising the research 
question, the literature and the interview protocol.  
The third phase of data collection was performed, followed by analysis. The 

findings of the overarching research question were compared with the literature 
on immigrant entrepreneurship, the mixed embeddedness perspective and 
theories of entrepreneurial opportunity. The results of the research findings were 
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the conceptual framework illustrating the entrepreneurial opportunity creation 
process among immigrant entrepreneurs in the host country and home country. 
Finally, contributions to both theory and practice were discussed. Table 2 below 
presents my research process from 2010 to 2016. 

Table 2. Research process 

Timeline Research activities 
2010 • Conducted a literature review

• Explored the empirical context in Sweden

2011 • Developed the theoretical framework and research questions

• Selected the prospective cases

• Designed the data collection procedure

• Conducted a pilot study in Sweden

2012 • Revised the research questions, the literature and the interview
questions

2013 • Collected data, phase 1: conducted 9 case studies

2014 • Collected data, phase 1: conducted 9 case studies

• Analyzed the cases in phase 1

• Revised the research questions, the literature and the interview
questions

• Selected the 4 most suitable cases

• Collected data, phase 2: conduct interviews on the 4 case
studies

• Wrote the case descriptions

• Analyzed the cases in phase 2

• Revised the literature and prepared the interview questions for
phase 3

• Collected data, phase 3: conducted interviews on the 4 case
studies

• Updated and wrote the case descriptions
2015-
2016 

• Collected data, phase 3: conducted interviews on the 4 case
studies

• Analyzed the cases in phase 3

• Revised the literature

• Drew cross-case conclusions
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4.4.2 Unit of analysis 

The purpose of this thesis is to examine why and how immigrant entrepreneurs 
create entrepreneurial opportunities through embedding processes in the home 
country and the host country. The focus is on the process of creating an 
entrepreneurial opportunity, which involves the development of entrepreneurial 
ideas and business concepts and the refinement of the business concepts over 
the lifecycle of a venture. This is consistent with the study by Davidsson (2003), 
who proposes that the process should be the unit of analysis to capture “new 
business initiatives at an early stage and follow them over time” (Davidsson, 
2003, p. 359).  

4.5 Data collection 

4.5.1 Strategies for collecting data 

The focus of this thesis is to examine why and how immigrant entrepreneurs 
create entrepreneurial opportunities through embedding processes in the home 
country and the host country. The implication is that the interactions between 
entrepreneurs and the context play a central role in shaping the opportunity 
creation process. The data collection process follows the logic of purposeful 
sampling (Pratt, 2009; Gartner & Birley, 2002; Creswell, 1998). Snowball 
sampling and opportunistic sampling were also employed to identify suitable data 
(McKeever, Jack & Anderson, 2015; Ram et al., 2008). The data collection 
process included the following: selecting samples based on the criteria, snowball 
sampling and opportunistic sampling. To enhance data credibility, multiple 
sources of data were used (Patton, 1990). Two types of data were collected: 
primary data and secondary data. The primary data were collected through in-
depth interviews in three different phases. These primary data consist of 
interviews with the entrepreneurs who founded the companies and the people in 
their networks, such as their family members, their friends and their business 
partners. The secondary data were collected through different information 
sources such as websites, reports, newspapers, Facebook, magazine and articles. 

4.5.2 Criteria and snowball sampling 

In light of the purposeful sampling strategy by Pratt (2009) and Gartner and 
Birley (2002), I collected the data based on certain criteria that were determined 
from the literature review, the context of the study and the research question 
proposed. The cases were selected based on the following criteria: 

• An entrepreneur who has a foreign background and resides in Sweden;

• The length of time that the entrepreneur has resided in Sweden;
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• Being an entrepreneur who has established his or her own firm in 
Sweden; and 

• Having the business be connected to the entrepreneur’s home country 
in one way or another. 

The literature review on international and Swedish immigrant entrepreneurship 
shows that the length of time that an entrepreneur has resided in Sweden would 
affect many aspects of the entrepreneurial journey that he or she has embarked 
on (Slavnic, 2013). The length of time affects an immigrant’s access to networks, 
ability to speak the language, and level of knowledge of the host country. 
Therefore, choosing immigrant entrepreneurs with different lengths of time in 
Sweden would allow for a more insightful understanding of the differences in 
each case in the process of opportunity creation.  
In the immigrant entrepreneurship literature in Sweden, it is very common 

for the type of business to often be associated with opportunities in the retailing 
sector, restaurants or ethnic shops. However, there is a growing trend in which 
immigrant entrepreneurs establish businesses in the high-tech industry, as in the 
studies conducted by Saxenian (2002) and Dalhammar (2004). Due to the nature 
of the industry, the opportunity creation process may be shaped differently. 
Based on the trend of these two types of businesses in immigrant 
entrepreneurship, the following additional criteria were chosen: 

• Being an entrepreneur who has started a business in a high-tech industry; 
and  

• Being an entrepreneur who has started a business in a traditional low-tech 
industry. 

Based on these criteria, a pilot study was conducted from late 2010 to early 2011 
to understand the empirical context of immigrant entrepreneurship in Sweden 
and the extent to which immigrant entrepreneurship in Sweden is connected to 
the home countries of immigrant entrepreneurs and to Sweden. In this pilot 
study phase, snowball sampling was employed as a method of reaching out to as 
many cases that could potentially meet the criteria of this study as possible. 
During this phase, I attended two conferences on immigrant entrepreneurship in 
Sweden to establish contacts with academic, governmental, and corporate 
professionals in this field. Because the two conferences emphasized the relevance 
of both research and practice, there were a number of immigrant entrepreneurs 
who were presented at the events. This offered me a good opportunity to create 
a network of potential entrepreneurs whom I could recruit as participants in my 
study.  
Based on the contacts that I made at these events, I undertook a couple of 

meetings with Nyföretagscentrum-Jönköping identify potential entrepreneurs. 
Simultaneously, some of entrepreneurs I met at the conferences were contacted 
and were interviewed to explore whether they would be able to participate in my 
study or whether they would be able to suggest some other entrepreneurs whom 
they knew.  
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Ten cases were identified based on the suggestions of the Nyföretagscentrum 
and the entrepreneurs whom I met at the conferences in Sweden. Four out of 10 
entrepreneurs agreed to participate in a pilot study lasting 6 months. After the 
pilot study, based on these entrepreneurs’ suggestions, another 2 cases were 
identified.  An additional two cases were identified based on a connection with 
fellow researchers at Lund University who, at the time, were performing a project 
on immigrant entrepreneurship. The last case was suggested by a senior 
researcher at Lund University based on the potential accessibility and the nature 
of the business concept, representing influences from the home country and the 
host country and informational richness. In total, in the first phase of data 
collection, 9 cases were identified.  
Of these 9 cases, 2 cases were chosen as the most suitable for the study based 

on the criteria and sampling discussed above and based on the participants’ 
accessibility and commitment to the study. In 2014, an additional two new cases 
were chosen based on the type of businesses that they were operating: high-tech, 
which illustrates the emerging trend of immigrant entrepreneurs both in the 
literature and in practice. These two cases were suggested by a researcher at 
Jönköping University. In total, 4 cases were chosen in phase 1 of data collection. 
Considering the accessibility of data collection, all four chosen cases were located 
in the city of Jönköping. The level of accessibility of the selected cases played an 
important role in gaining information to understand the phenomenon, especially 
for a study that focuses on process (Brunninge, 2005). 

4.5.3 Opportunistic sampling 

In this research, opportunistic sampling was used to gain access to the 
entrepreneurs’ networks to obtain more insightful information on the 
opportunity creation process that they experienced (Patton, 1990). This strategy 
allowed me to initiate contact with the entrepreneurs’ family members, business 
partners and friends to gain access to information regarding the entrepreneurs’ 
opportunity creation process. For instance, access to the network of the 
entrepreneur in case number two was based on opportunistic sampling. During 
the fourth interview with the entrepreneur, Victorine said that she would meet 
her good friend for coffee/afternoon tea sometime in the following week; this 
friend was very helpful during the process of establishing the company, and I 
was invited to join the coffee/afternoon tea. I accepted the invitation, and we 
scheduled the day for the meeting. A few days before the date that we agreed 
upon, the entrepreneur was busy, but nonetheless she arranged a brief meeting 
for me to meet her good friend. I met her friend and we had a short interview to 
gain more understanding and to confirm some of the information provided by 
the entrepreneur. In one of the first five interviews, the entrepreneur of case 
number two mentioned something about her relatives here in Sweden. I took the 
opportunity to ask her if I could get in touch with them. From there, I established 
contacts with one of her cousins and her sister, who live in Jönköping. Afterward, 
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I was able to arrange a couple of meeting with Victorine’s cousin and sister and 
conducted a few interviews with them. 
I used the same strategy to gain access to the entrepreneurs’ networks in case 

numbers one and three. In case number one, I was able to get in touch with a 
family member and a co-worker of the entrepreneur. In case number three, I 
managed to reach a co-worker of the entrepreneurs’ in Mexico and two friends 
of the entrepreneurs’ in Jönköping. Two interviews were conducted with these 
two friends.  
In case number four, the same strategy was employed; however, due to the 

early stage of the business and the confidentiality of a business deal that they had 
at that time and because the entrepreneurs were on parental leave, I was not able 
to reach their network in Mexico and in Jönköping despite repeated efforts.  

4.5.4 The four cases 

The purpose of this thesis is to examine why and how immigrant entrepreneurs 
create entrepreneurial opportunities through embedding processes in the home 
country and the host country. This aim requires gaining thorough knowledge in 
understanding the process, which is one of the prerequisite for deciding the 
number of the cases and the nature and characteristics of the chosen cases.  
To understand the opportunity creation process, a decision relating to the 

number of cases should be made. If I chose a large number of cases, I might miss 
a good chance to achieve an in-depth understanding of the process in each case 
considering the limited timeframe of my doctoral study. Therefore, four was a 
good number of cases for achieving depth and a thorough understanding of the 
phenomenon (Stake, 2013). 
Given that opportunity creation is an interactive process, the four cases were 

chosen based on the different stages of their businesses, reflecting the different 
conditions of the opportunity creation process. This type of analysis helps in 
gaining a better understanding of the multi-dimensional and multi-level 
interactions in the process. For example, the opportunity creation process in a 
startup business may be different from the same process in a business at a growth 
phase.  
Because opportunity creation is a social phenomenon and socially constructed 

process, social embeddedness may thus influence the process (Fletcher, 2006; 
Jack & Anderson, 2002), which means that, depending on the settings and 
conditions, the process may be shaped differently. Therefore, the four cases were 
chosen based on the nature of the opportunity and the specific settings, such as 
the duration of time in Sweden, the industry or sector to which the business 
belongs, and the entrepreneur’s country of origin.  
The duration of an entrepreneur’s time spent in Sweden reflects different 

levels of understanding the society, culture, politics and structure of Sweden, 
which affects the entrepreneurial activities of the immigrants (Nutek, 2007). 
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The industry or sector to which the business belongs is a setting that may 
influence the opportunity creation process. The restaurant and retail sectors are 
among the sectors with over representing number of immigrants who start their 
own businesses in Sweden (Sweden Agency for Economic and Regional Growth, 
2014). Therefore, among the four cases, there is one restaurant business and one 
retail shop business. The high-tech industry in Sweden is an emerging industry 
in which immigrants are establishing their firms (Sweden Agency for Economic 
and Regional Growth, 2011). Case numbers three and four were chosen based 
on these criteria. The two cases on the high-tech industry enrich the empirical 
support for mixed embeddedness because the perspective is based on traditional 
and low-tech immigrant businesses (e.g. Kloosterman et al., 1999). 
In terms of the proportion of ethnic groups that run their own businesses in 

Sweden, the Asian and Middle Eastern groups are among those that have the 
highest share, whereas the African and Latin American groups are the two groups 
that have the lowest share (Nutek, 2007). This motivates the choice of the four 
cases in this study. The entrepreneurs in case number one are from the Middle 
East (Lebanon and Syria), the entrepreneur from case number two is from Africa 
(Cameroon), and the entrepreneurs from case numbers three and four are from 
Latin America (Mexico).  
The combination of industry/sector, length of time in Sweden and country 

of origin creates a specific setting for each case. Having four cases with slightly 
different settings allows me to access a variety of empirical material, which 
contributes to the development of an in-depth understanding of opportunity 
creation as a social phenomenon, leading to theory contributions and 
development.  
The four chosen businesses are located in Jönköping, the sixth largest city in 

Sweden. Jönköping is among the counties in Sweden that have the largest 
proportion of businesses owned by immigrant entrepreneurs (Sweden Agency 
for Economic and Regional Growth, 2011). 
Obtaining a thorough understanding of a phenomenon requires rich 

empirical material, which highly depends on accessibility. This criterion was one 
of the main criteria when I chose the four cases. When I started my data 
collection, I approached 10 businesses through the media or contacts from 
organizations that I know or which were suggestions from colleagues and friends. 
Of these 10 businesses, there were a few entrepreneurs who were willing to grant 
me sufficient access and who were committed to a longitudinal study lasting from 
one to two years. Among these were the four chosen cases. After taking all 
considerations into account, the four cases were chosen, and they are shown 
below in table 3: 
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Table 3. The four cases  

Case  Type  of  
business 

Establi-
shed 
year 

Founders Country 
of origin 

Nationality  Year  of  
arrival in 
Sweden 

Years 
residing 
in 
Sweden 
(up to 
2016) 

Case 1  Restaurant 2004 George & 
Haidar  

Lebanon 
& Syria 

Swedish 1976 & 
1979 

37 & 40

Case 2  Food, hair 
shop and 
salon 
 

2009 Victorine Cameroon Swedish 2003  13

Case 3  IT software
development 
and 
hardware 
maintenance 
 

2011 Hector & 
Jesus  

Mexico Swedish & 
Mexican 

2005 & 
2008 

11 & 8

Case 4  IT software
development 

2012 Sergio & 
Alicia 

Mexico Mexican  2009  &  
2010 

7 & 6

 

4.5.5 Primary data collection 

The primary data were collected in three phases from August 2013 to April 2015, 
as described in table 4 below: 
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Table 4. Three phases of data collection 

Phase  Main  focus  
Phase 1 Becoming familiar with the entrepreneurs and their stories 

why they embarked on their entrepreneurial journey and 
from the moment they had their idea to the present status of 
the business.  

Phase 2 Obtaining more detailed information on the entrepreneurs’ 
creation process of entrepreneurial opportunity, especially 
the entrepreneurs’ actions to develop entrepreneurial ideas 
through the interactions between the entrepreneurs and the 
home and the host country.  

Phase 3 Acquiring information on how the business concepts were 
developed and modified through a series of actions and 
reactions between the entrepreneurs and the home and the 
host country. 

4.5.5.1 Phase 1 

In 2011, I started my field work with a pilot study to become more familiar with 
the empirical context in Sweden and to look for potential cases. In doing so, I 
was able to observe and obtain a basic understanding of immigrant 
entrepreneurship in Sweden. This understanding infused my desire to unpack the 
opportunity creation process among immigrant entrepreneurs. The four chosen 
cases were not all identified at the beginning of when I started conducting my 
field work.  
The first phase (see table 5) of primary data collection consisted of getting to 

know the entrepreneurs and listening to the entrepreneurs tell the story why they 
embarked on their entrepreneurial journey and from the moment they had their 
idea for the business to the present status of the business. During this phase, one 
or two interviews were conducted with each entrepreneur, and each interview 
lasted on average approximately 40 minutes. In this phase, I aimed to obtain a 
general understanding of the entrepreneurs’ profiles and their businesses and to 
create a good impression and build trust. By the end of the phase, I asked the 
entrepreneurs of the appropriate cases for my study whether they were interested 
in being part of my research project for a longitudinal study lasting one to two 
years. Of these 9 cases, only two cases (case 1 and two) agreed to participate.  
Afterward, I attempted to identify two additional cases (cases 3 and 4) prior to 
data collection phase two based on the suggestions of a researcher at Jönköping 
University. A few short interviews and a couple of meetings with the 
entrepreneurs in these two cases were organized at the end of phase 1.  

  



Jönköping International Business School 

72 

Table 5. Phase 1 of data collection 

Case  No.   Date   Place  Interviewee  
Case 1 1  May 6, 2014  Taste of Beirut, Torpa  George 

2  May 6, 2014  Taste of Beirut  George 
3  May 9, 2014  Taste of Beirut, 

Jönköping University 
Haidar 

Total duration   80 minutes
Case 2 4  November  24,  

2013 
Afro Business Center, 
Huskvarna 

Victorine 

5  December  02,  
2013 

Afro Business Center, 
Huskvarna 

Victorine 

Total duration   77 minutes
Case 3 6  September  3,  

2014 
Tyeca AB, Jönköping  Hector 

7  September  3,  
2014 

Tyeca AB, Jönköping  Jesus 

Total duration       125 minutes
Case 4 8  May 22, 2014  Science Park, 

Jönköping 
Alicia 

9  September,  17  
2014 

Science Park, 
Jönköping 

Alicia 

Total duration   85 minutes

4.5.5.2 Phase 2 

When I was able to obtain a general understanding of opportunity creation, I 
proceeded to the second phase of data collection (see table 6), phase two. During 
this phase, when the entrepreneurs became familiar with me after meeting me a 
few times, they were much more open to talking about their businesses. From 
the first phase, I was able to identify some emerging themes; thus, during phase 
two, I focused on acquiring more information on these themes related to the 
interactions between the entrepreneurs and the context. By the end of phase two, 
I had obtained fairly rich empirical material on the opportunity creation itself and 
how the process evolved through interaction.  
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Table 6. Phase 2 of data collection 

Case  No.  Date   Place  Interviewee  
Case 1 10  August  27,  

2014 
Taste of Beirut, 
Jönköping University 

George 

11  September  
1, 2014 

Taste of Beirut, 
Jönköping University 

Haidar 

Total duration   70 minutes
Case 2 12  August  23,  

2014 
Telephone conference  Victorine 

13  September  
2, 2014 

Telephone conference  Victorine 

14  September  
17, 2014 

Jönköping University  Remmi 
(close friend of 
Victorine) 

Total duration   90 minutes
Case 3 15  December  

5, 2014 
Tyeca AB, Jönköping  Hector 

16  December  
5, 2014 

Tyeca AB, Jönköping  Jesus 

17  December  
12, 2014 

Telephone conference  Eduardo 
(former intern) 

18  December  
22, 2014 

Telephone conference  Eduador (former 
intern) 

Total duration       215 minutes
Case 4 19  September  

20, 2014 
Science Park, 
Jönköping 

Sergio 

Total duration   30 minutes

Before entering phase three of data collection, I worked on identifying the 
emerging themes generated from the empirical material to prepare follow-up 
questions in phase three.  

4.5.5.3 Phase 3 

During phase 3 (see table 7), I focused on obtaining an in-depth understanding 
of how business concepts were created, modified and evaluated through the 
embedding process and how decision-making moments occurred.  
By the third week of February 2015, I realized that my field work reached 

saturation because the additional information I obtained from the interviews did 
not contribute much to gaining a better understanding (Glaser & Strauss, 1967). 
I decided to conduct one or two additional interviews on each case to conclude 
my field work, which was finalized by the end of April 2015. 
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Table 7. Phase 3 of data collection 

Case  No.  Date   Place   Interviewee  
Case 1 20  November  

26, 2014 
Jönköping 
University 

Abelena 
(Haidar’s daughter) 

21  November  
26, 2014 

Jönköping 
University 

Haidar 

22  December  
2, 2014 

Jönköping 
University 

Haidar 

23  January  27,  
2015 

Taste of Beirut, 
Jönköping 
University 

George 

24  January  30,  
2015 

Taste of Beirut, 
Jönköping 
University 

Haidar 

25  January  30,  
2015 

Taste of Beirut,  
Jönköping 
University 

Abelena 
(Haidar’s daughter) 

26  January  28,  
2015 

Taste of Beirut,  
Jönköping 
University 

Janne 
(Third owner of 
Taste of Beirut, 
Jönköping 
University Campus) 

27  February  
2, 2015 

Taste of Beirut,  
Jönköping 
University 

Janne 
(Third owner of 
Taste of Beirut, 
Jönköping 
University Campus) 

Total duration             197 minutes 
Case 2 28  November  

29, 2014 
Jönköping 
University 

Victorine 

29  November  
29, 2014 

Jönköping 
University 

Manuel (Victorine’s 
cousin) 

30  December  
4, 2014 

Jönköping 
University 

Victorine 

31  December  
4, 2014 

Jönköping 
University 

Manuel 
(Victorine’s cousin) 

32  December  
13, 2014 

Jönköping 
University 

Victorine 

33  December  
13, 2014 

Jönköping 
University 

Manuel (Victorine’s 
cousin) 

34  January  17,  
2015 

Jönköping 
University 

Victorine 
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35  January  17,  
2015 

Jönköping 
University 

Manuel (Victorine’s 
cousin) 

36  January  25,  
2015 

Jönköping 
University 

Christina 
(Victorine’s sister) 

37  January  25,  
2015 

Jönköping 
University 

Manuel (Victorine’s 
cousin) 

38  February  
1, 2015 

Jönköping 
University 

Victorine  

39  February  
1, 2015 

Jönköping 
University 

Manuel (Victorine’s 
cousin) 

40  February  
8, 2015 

Bankeryd Victorine  and
Manuel 

41  April  7,  
2015 

Jönköping 
University 

Per-Olof Öhling 
(Victorine’s business 
mentor) 

Total duration                698 minutes 
Case 3 42  January  23,  

2015 
Tyeca AB, 
Jönköping 

Hector 

43  January  23,  
2015 

Tyeca  AB 
Jönköping  

Jesus 

44  January  27,  
2015 

Amundi 
Technologies AB, 
Jönköping 

Walid (a friend of 
Hector and Jesus) 

45  January  30,  
2014 

Tyeca AB 
Jönköping 

Hector 

46  January  30,  
2014 

Tyeca AB 
Jönköping 

Jesus 

47  February  
4, 2015 

Jordi Hans Design 
AB, Jönköping 

Jordi (a friend of 
Hector and Jesus) 

48  February  
6, 2015 

Tyeca AB 
Jönköping 

Hector 

49  February  
6, 2015 

Tyeca AB 
Jönköping 

Jesus 

50  February  
27, 2015 

Tyeca AB 
Jönköping 

Hector and Jesus 

51  March  13,  
2015 

Tyeca AB 
Jönköping 

Hector and Jesus 

Total duration                365 minutes 
Case 4 52  December  

2, 2014 
Science Park 
Jönköping 

Sergio 

53  December  
2, 2014 

Science Park 
Jönköping 

Alicia 

Total duration           63 minutes
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4.5.6 In-depth interviews 

In-depth interviews are the appropriate tool to use for primary data collection in 
this thesis due to the purpose of examining a process. The nature of process data 
is complex due to the multiple levels of interactions and due to their continuous 
character, which dates back to the past, reflects the present and provides some 
plan for the future (Langley, 1999). In-depth interviews allow the researcher to 
unpack different important aspects of the phenomenon at a deeper level, 
allowing the entrepreneurs to reflect their own realities that they have perceived 
and constructed (Stake, 1995).  
To that end, semi-structured interviews were employed. These interviews 

make it possible to obtain an understanding of the behaviors of the entrepreneurs 
by using question-driven theories without being controlled by hypotheses or 
without any intention of testing (Fontana & Frey, 2000). An interview protocol 
with open-ended questions was designed based on the purpose, the research 
question, the literature review and the context of the study. These open-ended 
questions allowed the interviewees to tell the researcher their stories in their own 
way, which provided the researcher with rich information in a specific context 
(Patton, 1990). Semi-structured interviews are an appropriate method of 
acquiring information that reflects events, processes and interactions that are 
complex (Patton, 1990). All of the interview protocols can be found in the 
appendix of this thesis. 
After each phase of data collection, the interview protocol was modified to 

adjust to the need to capture richer and deeper information, which was 
anticipated from the results of each data collection phase. Each interview lasted 
on average approximately 40 minutes. All of the interviews from the three data 
collection phases were audio recorded with the agreement of the entrepreneurs. 
The interviews were conducted in both Swedish and English. Some 
entrepreneurs found it difficult to express themselves in English but felt more 
comfortable communicating in Swedish. In such circumstances, to capture the 
richness of information, I conducted the interviews in Swedish to maintain the 
high quality of the interviews (Stake, 1995). Afterward, I transcribed the 
interviews in their original language. 
Before conducting an interview, I revised the interview protocol to modify 

the questions so that they were more suitable for collecting data at that moment 
in order to focus on the most important information contained in the data that I 
would like to acquire.  
The first phase of data collection was becoming familiar with the 

entrepreneurs and their businesses (which was related more to the nature of the 
opportunity, idea development and the home country and host country). 
Therefore, I prepared questions on their personal background, their time in 
Sweden, their life in Sweden since they came to the country, their journey 
preparing for the business, launching it and running it, and their countries of 
origin and their lives back there. The main purpose of these initial interviews was 
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to make the interviewees feel more comfortable. Therefore, I asked the 
interviewees to suggest a place to conduct the interviews (Elwood & Martin, 
2000). They suggested meeting for the interviews at their companies. During the 
interviews, I allowed them to talk as much as possible; the more they talked, the 
more comfortable they would feel.  
The second phase and third phase of data collection were to focus on their 

entrepreneurial journey in a more detail manner from the time they came up with 
their idea to the current status of the business at the moment of the interview 
(which was related more to the nature of the opportunity, idea development and 
the home country and host country). I prepared a list of questions that I would 
like to ask regarding their opportunity creation process and how they interacted 
with the home country and the host country in this process. The interview 
protocol included open-ended questions that focused on the interactions 
between the entrepreneurs and the home country and the host country along 
different dimensions, such as the socioeconomic and the politico-institutional 
dimensions. During the interviews, there were other new dimensions of 
interactions, such as those related to the family, the place, the community and 
the local are. I noted their answers, which intimated these new dimensions, and 
by the end of the interview, I posed follow-up questions on these new 
dimensions. The purpose of this thesis is to examine why and how immigrant 
entrepreneurs create entrepreneurial opportunities through embedding processes 
in the home country and the host country. Therefore, my questions were 
anchored in understanding the interactions between the entrepreneurs and the 
actors in the home country and host country at the following three different 
levels: the individual, the group and the society levels. These questions focused 
on unpacking the entrepreneur’s actions; therefore, I asked questions such as 
“How did you do that? Please tell me more about your movements or actions 
just like you were replaying a slow-motion movie in which you were the main 
actor/actress” and “How did you decide to do that? What made you decide to 
do that? Please tell me what was in your mind at that time, just as though you 
were thinking out loud”. By asking questions in this manner, I allowed the 
entrepreneurs to reconstruct a slow-motion movie describing their process of 
actions. The nature of process data is complex due to the multiple levels of 
interactions and due to its continuous character, which dates back to the past, 
reflecting the present and providing some plan for the future.  

Transcribing the interviews 

The three phases of data collection resulted in 53 interviews. These interviews 
were transcribed by me in the language that was used in the interview (i.e., 
English or Swedish). The transcription process offered me an opportunity to 
revise all of the interviews again, which was advantageous in my research work. 
First, in doing so, I could familiarize myself with the data materials to obtain a 
better understanding of the nature of the context in each case (King, 1994). 
Second, while listening and typing what the interviewees said with a very specific 
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voice, tone and emotions, I could perform an early interpretation by taking notes 
on certain themes that I could not have identified by simply reading the interview 
transcripts alone (e.g. Nordqvist, 2005).  

The interviewees  

The nature of process data is the interactions between the individuals and the 
actors in the context. To capture these interactions, it is important to acquire 
information, not only from the individuals who perform the actions but also 
from the other people with whom these individuals interact to capture the 
complexity of the process data (Langley, 1999). For this reason, I conducted 
interviews with the entrepreneurs and people in their networks. I often asked the 
entrepreneurs whether I could talk to the people whose names they mentioned 
in the interviews. The reason I did so was to triangulate the data that the 
entrepreneurs provided me (Miles & Huberman, 1994; Pettigrew, 1990). Doing 
do allowed me to gain more insightful knowledge on the opportunity creation 
process from their perspectives; additionally, I could re-construct the interactions 
between these people and the entrepreneurs in a more precise manner because I 
could talk to both of them.  
In the first case, one of the two the entrepreneurs introduced me to his 

daughter and his co-worker, and from there, I conducted a few interviews with 
these two people.  
In the second case, I was able to get in touch with a cousin of the 

entrepreneur, the entrepreneur’s best friend and her sister. I had a great 
opportunity to meet the entrepreneur’s cousin several times to conduct 
interviews in which he described the opportunity creation process from his 
perspective and how the entrepreneurs interacted with other people in the family, 
with the authorities in Jönköping, with customers and with her networks in her 
home country and in Sweden. His input provided a considerable amount of 
insight knowledge for me to understand the process. 
In the third case, I was able to conduct interviews with an entrepreneur’s co-

worker in Mexico and two friends in Sweden who share the same office area. 
The co-worker in Mexico provided very detailed information on how the 
business concept of Geeklab was created. The two friends offered me a good 
opportunity to understand the interactions between the entrepreneurs and their 
close network in the office area.  
In the fourth case, the two entrepreneurs were very helpful to help me in 

reaching out to their network in Mexico. Together with the two entrepreneurs, 
we attempted to reach different people for a period of 6 months.  However, the 
people were not available to respond to the request. Regarding their network in 
Sweden, due to an on-going business deal, the entrepreneurs felt that it was not 
the right time to grant me access to their business network in Jönköping.  
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4.5.7 Observer as participant 

To understand entrepreneurs’ interactions within the context of the study, apart 
from interviewing the entrepreneurs and different actors with whom the 
entrepreneurs interacted, in this case, observation was a suitable method of 
gaining understanding (Atkinson & Hammersley, 1994; Whyte, 1984). By 
observing how the entrepreneurs interacted with different actors, I could 
understand more about the settings of these interactions; thus, I could interpret 
these interactions and understand the meanings of events and the actions of the 
entrepreneurs in a more precise manner (McCall & Simmons, 1969). This also 
helped me to verify some of the information provided by the entrepreneurs 
during the interviews. Researchers may play different roles in observations, 
depending on the level of their involvement in the observation process. They 
may have a role of: full participant, participant as observer, observer as 
participant and full observer (Atkinson & Hammersley, 1994; Hammersley & 
Atkinson, 2007). Among these four roles, I chose to be an observer as 
participant. The motivation behind my choice was that I wanted to obtain a 
better understanding of the interactions that occurred in such a natural setting 
without the interference of additional actors. I chose not to be active in the on-
going interactions between the entrepreneurs and other actors; instead, I chose 
to keep a very low profile, sit back and observe what was going on at that time 
(Waddington, 1994). In my opinion, observer as participant would be appropriate 
method for me, as a researcher to allow the entrepreneurs interact with the 
different actors in their setting in the most natural manner, thus allowing the 
process data to unfold their complexity.  
During the three phases of data collection, I had some opportunities to visit 

the entrepreneurs of cases 1, 2 and 3 at their workplace and to observe their daily 
interactions with their co-workers and customers (see table 8). These observation 
occasions often occurred between different intervals of the interviews. Due to 
the nature of the entrepreneurs’ businesses, sometimes, they could not allocate a 
full hour to an interview without interruption. In many interviews, there were 
breaks from as short as one to two minutes to thirty minutes or even an hour. I 
took these opportunities to observe the entrepreneurs’ interactions with any 
actors in that specific setting and during that specific time. I took notes when 
observing such interactions directly from the moment that they occurred.  
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Table 8. Observer as participant 

Case   Date 
 

Place  Situation  

Case 1 June 2014  Taste of Beirut 
Torpa 

A 20-minute break between 
two interviews. The 
entrepreneur had a phone 
call and talked to the chef. 

August 2014  Taste of Beirut- 
JIBS Campus 

A 10-minute break between 
an interview. The 
entrepreneur had to talk to 
his co-workers. 

November 
2014 

Taste of Beirut-
JIBS Campus 

A 20-minute break between 
an interview. The 
entrepreneur had a friend 
coming for a visit 

January 2015  Taste of Beirut-
JIBS Campus 

A 10-minute break between 
an interview. The co-worker 
had a family visit and spent 
time talking to them. 

Case 2 December 
2013 

Afro Business 
Center 

Between the second 
interview 

February 
2014 

Afro Business 
Center 

When Victorine had one 
customer receiving hair 
extensions. 

Case 3 January 2015  Tyeca 
Technology 
Office 

Waiting for an interview 
with Hector. 

February 
2015 

Tyeca 
Technology 
Office 

Waiting for an interview 
with Hector. 

 
In case number one, these observations occurred between interviews. In the first 
interview, when I visited the restaurant Taste of Beirut in Torpa, Jönköping, 
George, one of the two founders of the restaurant took a 30-minute break to 
answer a phone call and to talk to the chef. He carried on the conversations in 
Arabic. On another occasion, when conducting an interview with Haidar, the 
other founder, in his second restaurant, Taste of Beirut on campus at the 
Jönköping International Business School (JIBS), he took a 10-minute break to 
talk to his co-worker in Arabic. The other two occasions comprised when Haidar 
had a friend coming for a visit and partly joined the interview that we were 
conducting at that time and when Janne, the third owner of Taste of Beirut on 
campus, had his family coming for a visit. These four occasions provided me 
with additional information on how the entrepreneurs stayed close to their ethnic 
network by employing people from the same culture or almost the same cultures 
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and speaking their ethnic language. These observations provided me with 
additional evidence to strengthen my findings on the themes related to group 
attachments. 
In case number two, I had two occasions to be an observer. These 

opportunities occurred between interviews. Victorine ran her Afro Business 
Center basically on her own most of the time. Therefore, the only way for her to 
spend time meeting me for my thesis project was for me to go there and conduct 
my interviews whenever I could during the time she worked there and during the 
intervals when she had no customers. Consequently, there were very many 
occasions when I had to wait for Victorine to serve her customers; then, she 
would go back to the interviews. These intervals allowed me to observe how 
Victorine handled her business in such a natural manner, without my disturbing 
her interaction as I sat behind the front section of the store.  
The first occasion occurred during the second interview when Victorine had 

three customers coming over; each customer took approximately 10 to 15 
minutes to talk to her about some hair-care products. As the doorbell rang, she 
greeted her customers in Swedish and continued to fluently carry on the entire 
conversations in Swedish. She smiled and talked to them in such a pleasant voice. 
The second occasion occurred when Victorine was giving hair extensions to a 
customer and she invited me to observe how she performed her job. I spent 2 
hours watching her give hair extensions to a young Swedish woman. I observed 
how she talked comfortably to her customer and sometimes made a few jokes. 
These occasions provided me with additional evidence on how Victorine 
interacted with the local Swedish customers.  
In case number 3, I had two opportunities to be an observer when waiting 

for Hector and Jesus to get ready for an interview that we scheduled. The first 
occasion was in January 2015 when I spent half an hour waiting for Hector to 
get ready for an interview that I scheduled with him. I waited in the Tyeca 
Technology Office and observed how Hector and Jesus talked to each other in 
Spanish. There were phone calls from customers, and Hector answered the 
phone in Swedish and explained what went wrong with their electronic device. 
The second occasion was in February 2015 when I spent 20 minutes waiting for 
Hector to get ready for an interview that we scheduled. Hector had a customer 
visiting the office to determine what had gone wrong with her laptop. These two 
occasions provided me with a better understanding of how Jesus and Hector 
interacted with each other at work and how they interacted with their customers 
in Swedish. 

4.5.8 Secondary data collection 

Apart from the primary data, secondary data were collected from different 
sources such as websites, reports, newspapers, Facebook, magazine and articles 
(see table 9). These secondary data sources allowed for the triangulation of the 
data (Patton, 1990). Information on the websites, magazines, Facebook and 
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YouTube helped validate and cross check the information acquired from the 
primary data through interviews and the findings such as the background of the 
business, the business concept, and the services or products that the companies 
offered to customers. Such data sources were used to enrich the information 
provided in the case descriptions by providing photos and figures. For example, 
in all of the cases, photos from the website and Facebook page of the companies 
were integrated into the case descriptions to illustrate the business concept of 
each case. In case 1, photos illustrated the business concept that the 
entrepreneurs developed concerning Lebanese food and belly dancing. In case 2, 
photos were used to capture the business concept of the hair salon and hair 
extensions. In case 3, photos and videos were used to provide information 
regarding the business concept of IT programming and the computer reparation 
service. In case 4, the company logo and the description of the services portrayed 
the business concept of web design, web tooling and augmented reality service.   

Table 9. Secondary data 

Source of 
secondary 
data 

Facebook Magazine Website YouTube

Case 1 Photos and 
comments 
from 
customers 

Photos  and
menus of 
Lebanese 
food 

Case 2 Photos and 
comments 
from 
customers 

Information 
on how 
Victorine 
received 
support from 
a local 
organization 

Photos of 
different 
types of hair 
extensions 

Case 3 How Jesus and 
Hector 
communicated 
in Swedish with 
their customers

Services  
that Jesus 
and Hector 
offer to 
customers 

How Jesus 
and Hector 
use video as 
a tool to 
support 
their 
services 

Case 4 Description
of the 
services that 
Alicia and 
Sergio offer. 
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4.6 Data analysis 

4.6.1 Data analysis process 

I employed the content analysis strategy (Gioia & Pitre, 1990) by performing 
multiple analyses to develop a data structure showing how I progressed from 
first-order to second-order codes and from second-order codes to aggregate 
dimensions. My analysis consisted of the following four steps: constructing the 
case description, developing the first-order codes, developing the second-order 
codes and developing aggregate dimensions (Gioia, Corlet & Hamilton, 2013). 
The data analysis was a process of going back and forth between theory and the 
data (Gioia et al., 2013; Marshall & Rossman, 1995).  

Step 1: Constructing the case description 

In the first step, case descriptions of the four cases were constructed. The case 
description was constructed based on the empirical field work, the interview 
materials that were transcribed and other secondary data. These sources of data 
made it possible to maintain a high level of data triangulation (Miles & 
Huberman, 1994; Pettigrew, 1990). The purpose of constructing case 
descriptions was to create a background understanding of each case that allowed 
me to identify emerging themes in each case (Miles & Huberman, 1994).  
In the first step, I identified the entrepreneurial idea and business concept and 

how the business concept was refined over time. In the first phase of data 
collection, I was able to obtain general information on how the entrepreneurs 
came up with their initial idea and how the idea was further developed over time 
until an opportunity was created and the current status of the business. 
Accordingly, I structured the framework of the case descriptions in chronological 
order to reconstruct the process of opportunity creation.  
During the second phase of data collection, through a series of interviews, 

the entrepreneurs provided more detailed information on the process of 
opportunity creation, including events, circumstances or situations that were 
important in the process, a series of actions, and decision-making moments. 
From the interview input, I further reconstructed the process of opportunity 
creation with a description of actions in as much detail as possible and how these 
actions were performed by the entrepreneurs.  
The interviews conducted during the third phase of data collection provided 

insightful information on the sequences of actions and the complexity of the 
interactions between the entrepreneurs and the contexts through multiple 
courses of actions. These materials were subsequently illustrated in the case 
descriptions. The case descriptions were updated after each phase of data 
collection to capture the details of the process in each case as much as possible. 
During the process of constructing the case descriptions, the interview materials 
and the case descriptions were compared and contrasted, and I re-read these 



Jönköping International Business School 

84 

descriptions several times to make sure that the details provided in the 
descriptions were accurate. I adopted the temporal bracketing strategy proposed 
by Langley (1999) to update the case descriptions throughout the process of 
analysis to capture the actions of individuals that led to changes in the 
entrepreneurial opportunity creation process (Langley, 1999). The case 
descriptions provide the reader with an informative story that lays the foundation 
for the new concept and theory development further discussed in the analysis 
chapter (Gioia et al., 2013).  

Step 2: Developing cross-case first-order codes  

In the second step, following Gioia et al. (2013) and by using open coding, I 
analyzed each case to identify activities and events that were relevant to the 
entrepreneurial opportunity creation process. I started the case analysis by 
reading the interview transcripts and information obtained from the secondary 
sources and listening to the interview audio files several times, which was based 
on my motivation and belief that different forms of data (verbal and audio) could 
facilitate the process of understanding the data in a more comprehensive manner. 
For this reason, I listened to the audio files of the interviews and simultaneously 
read the transcripts, which gave me the feeling of being in a conversation with 
my data and the cases. I believed that in doing so, I could allow the data to talk 
to me more (Alvesson & Sköldberg, 2000).  
I identified activities and events that contributed to the development of the 

entrepreneurial idea and business concept and the refining of the business 
concept by reading the interview transcripts and the identified texts that 
described activities and events. In each case, these texts were copied into a 
separate document, which resulted in a large number of primary codes that 
indicated the relevant activities and events related to entrepreneurial opportunity 
creation in all of the cases. The wordings of these primary codes were very close 
to the interview transcripts (Gioia et al., 2013; Van Maanen, 1979). I evaluated 
all of the first orders of the four cases to identify similarities and differences. The 
cross-case first-order codes across all of the cases were selected as follows: 

Table 10. Cross-case first-order codes 

Within-case first-order codes Cross-case first-order codes
Host country 

• Ethnic discrimination

• Unemployment, not being able to enter the
labor market

• Not fitting in in the host country’s culture

Feeling of being rejected

• Drawing inspiration from ethnic peers’
businesses

• Drawing inspiration from addressing the
needs of countrymen

Generating entrepreneurial 
ideas through interactions 
with ethnic groups 
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• Drawing inspiration from communicating
with ethnic peers in the immediate network

• Gathering labor and information resources
from the ethnic community

• Gathering financial resources from the
ethnic community

Gathering resources through 
the ethnic community 

• Using the connections of local people as
references

• Using past experiences in the host country
to create credibility

Creating credibility through 
contacts and experiences 

• Associating the business concepts with
what has been well-known in the host
country

Creating familiarity through 
associating business concepts 
with well-known values 

• Participating in different activities Engaging in local life to 
understand customers’ 
mindsets 

• Practicing the local language whenever and
wherever possible by immigrant
entrepreneurs

Mastering the local language 
to understand local 
customers’ needs 

• Growing up (or spending a long period of
time) in the local area

• Creating family ties to the local people

• Developing the feeling of home in the host
country

Creating values forlocal 
customers through localizing 

Home country 

• The wish to create a better life

• The wish to financially support the family
in the home country

• The wish to have a respectable position in
society

Expectations ofthe family

• Drawing inspiration from feeling attached
to the home country’s values

• Drawing inspiration from being proud of
the home country

Generating entrepreneurial 
ideas through home country’s 
values 

• Gathering information resources
from the home country

• Gathering labor resources from the home
country

Using the home country as a
resource of business concepts 

• Creating new network to acquire resources

• Seeking new collaborations and
partnerships

Establishing 
new/strengthening 
connections to the home 
country 
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Step 3: Developing cross-case second-order codes 

In the third step, I interpreted cross-case first-order codes by moving back and 
forth between documents containing the texts selected from each case and the 
literature (Marshall & Rossman, 1995). I used the existing literature to interpret 
my data (Gioia et al., 2013). For example, I used the literature on the push and 
pull factors in immigrant entrepreneurship and entrepreneurial opportunity to 
interpret the primary codes on discrimination and unemployment. From the 
collection of primary codes, I grouped them into themes and organized these 
themes into a more abstract level (second-order codes) (Strauss & Corbin, 1998). 
These themes (second-order codes) were classified into the host country and the 
home country (see table 11).  

Table 11. Cross-case second-order codes 

Cross-case first-order 
codes 

Literature Cross-case second-
order codes 

Host country 
Feeling of being 
rejected 

Entrepreneurs by necessity, 
self-employed among 
immigrants, social 
inclusion/exclusion  

Social exclusion 
pushes immigrants to 
be self-employed 

Generating 
entrepreneurial ideas 
through interactions 
with ethnic groups 

Entrepreneurial idea 
generating, ethnic 
community in immigrant 
entrepreneurship, ethnic 
community embedding 

Shaping 
entrepreneurial ideas 
through ethnicization 

Gathering resources 
through the ethnic 
community 

Business concepts, social 
and financial capital from 
the ethnic community, 
ethnic network embedding 

Forming business 
concepts through 
utilizing ethnic 
resources 

Creating credibility 
through contacts and 
experiences 

Network, diversity and 
immigrants, group-based 
trust, network embedding 

Refining business 
concepts through 
group-based trust 
building Creating familiarity 

through associating 
business concepts with 
well-known values 
Engaging in local life to 
understand customers’ 
mindsets 

Assimilation and 
acculturation and 
immigrants, cultural 
embeddedness 

Refining business 
concepts through 
acculturating 

Mastering the local 
language to 
understanding local 
customers’ needs 
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Creating values for 
local customers 
through localizing 

Place embeddedness Mainstreaming 
business concepts 
through a sense of 
belonging 

Home country 
Expectations of the 
family 

Entrepreneurs by necessity, 
motivations to be self-
employed among 
immigrants 
entrepreneurial idea 
generating, ethnic 
community in immigrant 
entrepreneurship, ethnic 
community embeddedness, 
transnational space, place 
embeddedness 

The desire for success 

Generating 
entrepreneurial ideas 
through home 
country’s values 

Shaping 
entrepreneurial ideas 
through nostalgic 
reminiscence 

Using the home 
country as a resource of 
business concepts 

Forming business 
concepts through 
utilizing ethnic 
resources 

Establishing 
new/strengthening 
connections to the 
home country 

Refining business 
concepts through 
reconnecting links 

Step 4: Developing cross-case aggregate dimensions 

In the fourth step, I evaluated all of the themes of the cross-case second-order 
codes by using the relevant literature. I went back and forth between the themes 
and the literature and returned to the interview transcripts to re-read and find 
additional evidence for each theme in each case (Gioia et al., 2013; Marshall & 
Rossman, 1995). Then, I organized the themes into a more abstract level 
(aggregate dimensions), as shown in Table 12. 
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Table 12. Aggregate dimensions 

Cross-case second order 
codes 

Literature Aggregate
dimensions 

Social exclusion pushes 
immigrants to be self-
employed 

Self-esteem, entrepreneur Self-esteem triggers 
immigrants to be 
entrepreneurs 

The desire for success 

Shaping entrepreneurial 
ideas through ethnicization

Attachment theory and 
immigrants, ethnic 
community, ethnic 
network,  
entrepreneurial idea, 
entrepreneurial process 

Developing 
entrepreneurial ideas 
and business 
concepts through 
group attachment 

Forming business concepts 
through utilizing ethnic 
resources 
Shaping entrepreneurial 
ideas through nostalgic 
reminiscence 
Refining business concepts 
through group-based trust 
building 

Place embeddedness, 
belongingness, group-
based trust, 
acculturating, 
transnational space 

Refining business 
concepts through 
societal connecting 

Refining business concepts 
through acculturating 

Mainstreaming business 
concepts through a sense 
of belonging 
Refining business concepts 
through reconnecting links

4.7 Rigor and Quality  

Trustworthiness and credibility are among the criteria that secure rigor and the 
quality of research (Alvesson & Sköldberg, 2000). One of the methods of 
maintaining the trustworthiness and credibility of research is to be thorough in 
the research and to conduct the research in a comprehensive manner (Alvesson 
& Sköldberg, 2000; Nordqvist, 2005; Nordqvist et al., 2009). 

4.7.1 Being thorough 

It is important to be thorough in the research process so that the reader is able 
to follow the overall research process in general and step by step. To that end, I 
have described the research process as follows: 
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• All of the steps conducted to collect and analyze the data have been 
illustrated by diagrams and figures and described in detail and thoroughly in 
this chapter.  

• Step by step and in detail, this chapter described the activities performed in 
this study, from developing research questions grounded in the literature 
review, to coming into contact with the field, exploring the field, conducting 
a pilot study, establishing contacts with potential participants, performing 
the process of choosing participants, triangulating the data, developing the 
interview protocols and developing the procedure of analysis.  

• A systematic approach to analysis is developed through the data structure, 
showing a progression from the first-order codes to the second-order codes 
and the aggregate dimensions (Gioia et al., 2013). 

4.7.2 Data triangulation 

Data triangulation involves using multiple sources of data collection (primary 
data, for example, interviews; and secondary data, for instance, archival records). 
In this study, both primary data and secondary data were collected and organized 
in a specific format that enabled information cross checking, comparison and 
matching. In this thesis, I used several data sources. In terms of primary data, I 
had interviews with written transcripts and observations with notes taken right 
on site. I interviewed both the entrepreneurs and the people in their networks. I 
gathered data from secondary sources such as Facebook pages, YouTube 
channels, and online newspapers as well as traditional newspapers. Using 
different sources of information allowed me to check the consistency and 
accuracy of the data and to lower the risk of missing important information, 
supporting a higher level of richness in the data to be obtained (Maxwell, 1998; 
Wigren, 2007).  

4.7.3 Feedback seeking 

Feedback seeking or member checks are a strategy for maintaining a high level 
of accuracy and consistency of interpretation (Maxwell, 1998; Guba & Lincoln, 
1989). In this thesis, I sought feedback in different ways. In terms of the primary 
data, I was in contact with the interviewees to review the interview transcripts. 
The review of drafts was performed by informants at the end of data collection 
phases 2 and 3. At the end of data collection phase 2, the participants were 
contacted to schedule interviews for data collection phase 3 and to inform them 
of the interview transcripts of data collection phases 1 and 2. Some participants 
wanted to receive the transcripts via email; some preferred a short face-to-face 
meeting in which interview transcripts were printed and handed to them. When 
meeting for data collection phase 3, a certain amount of time was allocated either 
at the beginning or at the end of the interviews to exchange thoughts or clarify 
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texts in the interview transcripts of data collection phase 2. At the end of data 
collection phase 3, interview transcripts were sent to the participants, and a 
follow-up meeting was scheduled for each participant in case the data in the 
interview transcripts required clarification. 
In terms of data interpretation, I discussed my findings with colleagues at the 

university at which I pursued my degree and with researchers at other institutions 
in Sweden in the immigrant entrepreneurship research network.  
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5 Case descriptions 

This chapter presents the case descriptions of this study. These descriptions 
provide the reader with the prerequisite for understanding the four processes 
before proceeding to the findings and discussion chapters. The research was 
conducted in Sweden as the country of residence of immigrant entrepreneurs 
from Lebanon, Syria, Cameroon and Mexico. Four cases were chosen in this 
study. Each case illustrated an opportunity creation processes in a different 
industry, between different home and host countries and by entrepreneurs with 
different backgrounds. 
Each case description starts with a short summary of the profiles of the 

entrepreneurs who established the business. Then, the case description is 
followed by details on the opportunity creation process. The opportunity 
creation process consists of why these immigrants became entrepreneurs and 
how these entrepreneurs developed the entrepreneurial idea and business 
concept and refined the business concept. The case description concludes with a 
short summary of the future of the business. 

5.1   Case 1 Taste of Beirut 

The first case illustrates the entrepreneurial creation process of Taste of Beirut, 
a restaurant established in Jönköping, Sweden, in 2004. The restaurant was 
founded by two business partners, George and Haidar. The process of 
entrepreneurial creation started when the two entrepreneurs spent time 
discussing what to do apart from their studies.  

Profile of the founders 

George and Haidar are the two entrepreneurs who founded Taste of Beirut in 
2004. My first impression when meeting George and Haidar is that they are very 
humble and down-to-earth entrepreneurs. They are in their 40s, running their 
business with full of energy and enthusiasm. Sometimes, my interviews with 
George and Haidar are interrupted by phone calls and brief visits by their friends 
in Jönköping. Their restaurants in Torpa and on the Jönköping campus are 
popular arenas where they meet their good friends and families or people from 
their ethnic community.  

George I 
George is a Lebanese-born Swedish citizen living in Jönköping. In 1972, together 
with his family, George came to Sweden from Beirut, Lebanon. Since then, he 
has been living in Sweden in different places and running a number of businesses. 
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At present, George lives with his family in Jönköping. After living in Lebanon 
for the first 14 years of his life and living in Sweden for 35 years, George 
sometimes views himself as an immigrant in Sweden and an immigrant in 
Lebanon, and sometimes, he views himself as a Swede. He does not visit 
Lebanon often, but when he goes there for a visit, the Lebanese view him as a 
Swede. The manner in which he speaks Arabic shows that he does not live there. 
To him, George thinks that Lebanon has another culture and another dialect that 
he does not know because things have changed since he left the country 35 years 
ago. Lebanon is not his country anymore; Sweden is his country.  
In Sweden, Swedes view him as a Lebanese based on his appearance. His 

children were born in and grew up in Sweden; thus, they view themselves as 
Swedes. Being a Swede with a Lebanese background, George believes that the 
combination of the two cultures is an advantage for him when running his 
businesses. 
George has been in the restaurant industry for a long period of time because 

he thought that this sector offered numerous opportunities for him to earn 
money. George started with a pizza and kebab business, and he made good 
profits while keeping his investment at a modest level. George always looks for 
something new because he wants to set new trends in the sector. When there was 
no Italian restaurant in town, he brought an Italian restaurant to the local market. 
When there was no Lebanese restaurant in Jönköping, he founded one.  

Haidar J. 
Haidar came to Sweden from Syria in 1976 when he was a mere 11 years old. He 
came with his parents and siblings. His father was a priest in a church in Syria, 
and his father received a mission from the church to move to Sweden and to be 
a priest for a few Syrian families in Sweden. After 9 or 10 months in Sweden, 
Haidar and his siblings could speak Swedish. From the beginning, Haidar’s 
parents had 5 children, and then, in 1977, their 6th child was born in Sweden. All 
of his siblings live in Jönköping. Haidar’s siblings communicate with each other 
mostly in Swedish because they came here at a very young age, meaning that they 
were well integrated into Swedish society. Haidar views himself as a Swede. He 
thinks in Swedish and speaks to his brothers and sisters in Swedish. Haidar’s 
siblings all have a university education. One sibling is a computer engineer; 
another is a teacher; one is pursuing a university education to become a teacher; 
one is an engineer, and another majored in economics. Haidar was enrolled in a 
mechanical engineering program at the University of Jönköping.  
Haidar lives with his family in Jönköping. He and his wife have 4 children, 3 

daughters and 1 son. His oldest daughter is enrolled in a construction engineering 
program at the University of Jönköping; she has one year left in her studies. His 
second daughter studied for two years at the university in a program majoring in 
teaching; then, she dropped out of the program because she did not want to 
pursue a teaching career. Afterward, she was accepted into a program at 
Stockholm University and is studying there now. Haidar has always tried to 
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encourage his children to receive university education because he thinks that it 
will be easier for his children to land jobs if they have university degrees.  
Upon finishing high school, Haidar did military service for approximately 7 

months. At that time in Sweden, military service was compulsory. Afterward, he 
worked for a furniture factory. Because his family had a relative in the U.S.A., he 
went there for a short period of time. After a while, his parents wanted him to 
come back to Sweden; thus, he returned to Sweden. When he came back, Haidar 
thought that he would like to run a company. In 1987, he started to run a 
company together with a family friend as a co-owner. Afterward, Haidar bought 
a restaurant in Tidaholm.  When Haidar got married, it was tough for him to 
commute; thus, he decided to sell the restaurant and bought another restaurant 
in Jönköping. After two years, he had two small children, and he thought that he 
would like to do something else. When he was 35 or 36, he decided to study. He 
was enrolled in a program called technical basic year, and then, he was enrolled 
in the mechanical engineering program at the School of Technology and 
Engineering at Jönköping University. During his last year of study, Haidar and 
George founded Taste of Beirut in October 2004. Haidar did not complete the 
degree program because he did not finish some courses in the program. For 
Haidar, the purpose of studying at the university was to prove to himself that he 
was as good as his siblings. If his siblings could study at the university, then so 
could he. Another reason was he would like to be a good example to encourage 
his children to pursue a university education. Prior to the establishment of Taste 
of Beirut, Haidar had a considerable amount of experience in the restaurant 
sector, mainly in kebab, grill and pizza businesses. 

The entrepreneurial opportunity creation process 

Figure 1 below presents the main activities of the entrepreneurial opportunity 
creation process in the case of Taste of Beirut. The entrepreneurial opportunity 
creation process is retrospective, on-going and non-linear. The process consists 
of several looping sequences of developing entrepreneurial ideas and business 
concepts and refining business concepts.  
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Figure 1 The main activities of the entrepreneurial opportunity creation process of 
Taste of Beirut 

Haidar and George discussed the idea of establishing a Lebanese restaurant for a 
long period of time. On October 15, 2004, the Taste of Beirut restaurant located 
in Torpa, Jönköping, officially opened to serve dinner after 4 months of 
preparation. The idea of Taste of Beirut started in 2002, and it took almost two 
years for Haidar and George to develop the idea into an initial business concept, 
which was a combination of original Lebanese cuisine and Lebanese cultural 
elements: belly dancing, shisha and Lebanese-themed restaurant decoration (see 
figure 2). 

Figure 2 Photos of the Taste of Beirut restaurant  

Source: Taste of Beirut website: http://www.tasteofbeirut.se/ 

Taste of Beirut in Torpa offers cuisine from Lebanon. The restaurant is located 
in Torpa, which is a very popular residential area in Jönköping. Most of the 
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Business Concept
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Adjusted the menu based on local customers' preferences

Developed student menu & a new restaurant
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decorations in the restaurants represent Lebanese culture and Lebanon. The 
restaurant brings in belly dancers as part of the routine when customers dine 
there. With this business concept, customers have an experience just as though 
they were in a Lebanese restaurant in Lebanon. 
The business concept has been continuously modified and adjusted during 

the last 10 years of its establishment. Taste of Beirut in Torpa was a success, 
becoming a very popular place for the local residents of Jönköping to enjoy 
dinner.  
In 2007, George and Haidar took over the restaurant located on the campus 

of the Jönköping International Business School. They started a restaurant serving 
lunch dishes to students on the campus. George and Haidar aim to make good 
food at an affordable price, which make the lunch menus suitable for students. 
After 10 years of establishment, the two owners are renewing their business 
concept with some new changes to take the business to the next level. 
 

Embarking on a journey to be an entrepreneur 
When George finished high school, he could not find a job. He wanted to find a 
job in economics. He sent out approximately 100 resumes, but he received no 
positive reply. Afterward, he began to run his own business in Jönköping when 
he was 19 years old. Since 1984, he has started at least 7 or 8 businesses, all in the 
restaurant and pub sector. The first business that George established was a 
Kebab restaurant in Jönköping. To date, it is still in operation.  
 After the first business, George went on to establish another restaurant in 

Jönköping. He sold it in 1997 and went back to vocational school. After finishing 
school, he founded another restaurant near the train station in Jönköping. The 
restaurant offers pizza, kebab and grill dishes. After a while, George sold the 
restaurant and went to the University of Jönköping to enroll in a Social Studies 
program. George spent two years studying there. At that time, Haidar, George’s 
business partner, was studying at Jönköping University. The two were looking 
for something to do apart from their studies to earn some money. For them, as 
first-generation Swedes with a foreign background, they wanted to have a better 
life than what they would have had in their home country. In addition, finding a 
job in Sweden was not easy for them because of discrimination. They were very 
successful when establishing some restaurants in Jönköping in the past. This 
time, they considered establishing a restaurant with a new concept.  
 
Developing the entrepreneurial idea 
George and Haidar have been friends and business partners for a long period of 
time. Prior to the start of Taste of Beirut, they founded a few businesses together 
in Jönköping. At some points, George and Haidar were tired of running 
restaurant businesses; thus, they sold everything and enrolled in undergraduate 
programs at the university in Jönköping. The idea of running a Lebanese 
restaurant was discussed for a long period of time. It started from discussions 
between the two friends when they spent time walking and talking together. They 
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worked on the idea for approximately two years. It was 2002, and there were a 
few Lebanese restaurants in Stockholm that had become popular. George knew 
some people in Stockholm through his friend and family network; thus, the two 
went to Stockholm and visited a couple of Lebanese restaurants there, and the 
idea was visualized in a clearer manner. The two entrepreneurs were inspired by 
their Lebanese peers in regard to how these peers created their restaurant concept 
in Stockholm.  
They further explored their idea by searching for information on the internet 

or newspapers. They read in newspapers that restaurants and coffee shops related 
to Lebanon and Beirut were popular, both in Stockholm and in other larger cities 
such as London and Paris. At that time, they were inspired by the popularity of 
the well-known singer Shakira, who liked to belly dance. She is of partial 
Lebanese descent. They started looking at the menus of Lebanese food from 
restaurants in Lebanon, the U.S.A., France and Spain, which gave them some 
ideas concerning the food that they would like to offer to local residents in 
Jönköping. After generating the idea about a Lebanese restaurant, the two created 
further details to shape the idea into a Lebanese restaurant with Lebanese cultural 
features. 

Developing the business concept 
At that time, there was no Lebanese restaurant in Jönköping, and Lebanese 
culture generally and Lebanese food specifically were becoming popular in 
Stockholm. Thus, George and Haidar wanted to create a business concept for a 
Lebanese restaurant in Jönköping. Through their network of Lebanese friends in 
Stockholm, the two established contacts with a chef in Lebanon to configure the 
idea in a more detailed manner.  George exchanged his ideas on the prospective 
menu of Taste of Beirut with the chef. They wanted to keep the food as original 
as possible, and the chef from Lebanon was able to do that. When developing 
their business idea, George and Haidar wanted to bring some cultural elements 
to their business concept; thus, they came up with the idea of bringing a belly 
dancer to the team. Through the Lebanese friend network, George and Haidar 
were able to contact a belly dancer.  
George and Haidar created a business concept of a Lebanese restaurant in 

Jönköping and named it Taste of Beirut. The business concept included the 
following: 

• A menu of Lebanese cuisine that has original flavors from Lebanon;
• Belly dancing is performed when customers dine;
• Shisha can be ordered if customers would like to try it;
• The restaurant deco brings an exclusive atmosphere as though the
customers are in Lebanon;

• There is a Lebanese chef from Lebanon; and
• Staff members have Swedish and Middle Eastern backgrounds.
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The restaurant opened in October 2004. It was a huge success when it was 
established. Many customers knew that George and Haidar had established 
numerous restaurants in Jönköping in the past, from kebab and pizza places to 
Italian restaurants. Many local customers came to dine in the new restaurant. 
They were curious about Lebanese food, belly dancing, and shisha water pipes. 
They even spread the news to their families and networks.  

Refining the business concept 
From the beginning, George and Haidar changed almost nothing in the menu to 
maintain as much originality as possible in their Lebanese food. It was important 
that they prepared the food just as though it were prepared in their kitchens at 
home. Subsequently, some changes and adjustments were made, as George 
recalled, to the cuisine offered due to the taste of Swedish customers.  
During the first period when they ran their restaurant, the business concept 

was modified according to the taste of the local customers. The two founders 
attempted to keep the menus and the food as Lebanese as possible while bearing 
in mind that they needed to adjust to the taste of the Swedes.  
In 2006, George and Haidar received the prize of Entrepreneur of the Year. 

During the next 4 years (2007-2011), business went very well for Taste of Beirut. 
They had many guests dining in their restaurant.  
In 2007, George and Haidar found a possibility to take over the restaurant 

located at the Jönköping International Business School. Haidar knew people who 
worked in the restaurant, and they told him that they would like to find someone 
to take over the place. Haidar made contact with the person responsible and 
indicated that he and George would like to take over the place.  
From the beginning, there were only two owners of the restaurant at the 

business school. Subsequently, there was another owner. The third owner had 
been a friend of the two owners for many years and had been working with them 
most of the time.  
The menu in the restaurant located at the Jönköping International Business 

School centers on fast food and lunch dishes serving the needs of the students. 
The restaurant offers a lunch menu ranging from home-made hamburgers to 
pizzas, spaghetti and potatoes and meatballs to meet the needs of different 
groups of students from all over the world. 

The future 
In 2015, the two owners are considering to undertake some major changes to the 
Taste of Beirut after the almost 10 years in which the restaurant has been in 
operation. The area of Mullsjö, located near the restaurant, is being redeveloped 
to be a more attractive place in town, which may bring new opportunities for 
Taste of Beirut. Haidar and George are considering making some changes in the 
menu and performing some renovation work in the restaurant. Since its 
establishment, Taste of Beirut has been a very popular dining venue for the local 
residents of the city of Jönköping.  
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5.2   Case 2 The Afro Business Center 

The second case illustrates a Cameroonian businesswoman who has established 
her business in a small city named Huskvarna in Sweden. She is a mother of four 
children and an entrepreneur with a great passion for her hair salon. Victorine 
can spend hours talking about different types of hair-care products and hair 
extensions.  

Profile of the founder 

I came to visit Victorine’s store in the fall of 2012. An African woman in her 30s 
greeted me at the front door when I rang the doorbell. She walked fast, her voice 
was strong, and she was very enthusiastic in showing me her shop. We sat down 
and had tea, and she started telling me her journey to Sweden and her 
entrepreneurial adventure. 
Victorine R. is the woman behind the business concept of the Afro Business 

Center. Victorine R. was born in Cameroon in the city of Buea. When she was in 
Cameroon, she was a student who worked part-time. Aiming to pursue a degree 
abroad, she kept looking for an opportunity to study somewhere outside 
Cameroon. She looked into possibilities to study in the U.K., the U.S.A and 
Sweden and finally decided to embark on her journey to Sweden. In comparison 
with the U.K. and the U.S.A., Sweden is more cost-effective for an international 
student such as Victorine because, at the time, tuition was subsidized by the 
Swedish government for international students at the undergraduate level; 
therefore, Victorine could save a large amount of money. 
Victorine came to Sweden in 2003. During her first year in Sweden, she 

mostly focused on her studies. From the second year, she started finding jobs 
and working part-time alongside her studies. In 2006, Victorine got married to 
Mats R., a Swedish man. Unfortunately, her husband passed away in 2014. 
Victorine now lives in Huskvarna with her four children. She has part of her 
extended family in Jönköping and in a different place in Sweden. Her sister, 
Christina, and her cousin, Manuel, live in Jönköping. Her brother, Jerome, lives 
in Malmö, and another cousin lives in Stockholm. 

The opportunity creation process 

Figure 3 below presents the main activities of the entrepreneurial opportunity 
creation process in the case of the Afro Business Center. The entrepreneurial 
opportunity creation process is retrospective, on-going and non-linear. The 
process consists of several looping sequences of developing entrepreneurial ideas 
and business concepts and refining business concepts. 
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Figure 3 The main activities of the entrepreneurial opportunity creation process of 
the Afro Business Center 

Victorine founded the Afro Business Center in late 2009. The business is located 
in the Huskvarna center. The Afro Business Center targets both Swedish and 
African customers, and it offers hair and hair-care, skin-care products and 
African ethnic food. There is a small salon in the shop that offers hair extension 
services to meet customer’s individual needs. Three sections in the shop are 
tailored to address three main services. The hair extension, hair-care and skin-
care products are placed at the front section of the shop. The salon occupies the 
second section of the shop. The food section is placed in the kitchen area of the 
shop, where African customers can select the products that they would like to 
have.  
 

Embarking on a journey to be an entrepreneur 
In 2008, Victorine completed her undergraduate education in business 
administration after some delays due to the birth of a baby. She spent two years 
studying Swedish for immigrants. 
Although Victorine tried fervently to enter the Swedish labor market, she 

could not find a job upon her graduation from Jönköping University. She started 
with the idea of providing products to meet the needs of Africans living in 
Jönköping. Her reasons for starting a business were being unemployed and 
feeling isolated in Sweden. Victorine felt that she wanted to prove to Swedish 
society that she could land a job for herself by starting her own business. She 
struggled for two years, taking different Swedish language courses and attending 
job coaching workshops offered by the local employment office, but she had no 
luck. Her job coach told her that she should start with a low-skilled job such as 
cleaning, which might be an easier method of entering the job market. Victorine 
did not take that road because she thought that it gave her no chance to use what 
she had studied at the university, she explained. Not having a job, she wanted to 
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create a job for herself. Her journey of becoming an entrepreneur started at that 
moment. 

Developing the entrepreneurial idea 
In 2009, Victorine started to generate some business ideas and determine 
whether they were feasible as business opportunities. She had an idea to import 
goods from Cameroon to Sweden and then export goods from Sweden to 
Cameroon.  
This idea required a large amount of capital, and it required a considerable 

amount of time and energy to take care of the logistical matters in the business. 
After a while, Victorine realized that this business idea was not feasible for her 
when she was short on capital and would not be able to collect such a large 
amount of money needed to start that type of business.  
Simultaneously, Victorine had difficulties in buying hair-care and skin-care 

products for herself, and many of her friends had the same problem when 
interacting with them in different events and meetings. Meanwhile, Victorine was 
influenced by the idea of running a beauty salon business by one of her friends 
who is an African-British woman running a similar business. She was inspired by 
the idea of running a beauty salon in Huskvarna through Remi’s experiences 
running this type of business in Jönköping. Connecting with the idea of a beauty 
spa, Victorine developed an idea to serve the African community in Jönköping 
by providing a beauty salon and a food store.  

Creating the business concept 
Victorine started talking about the idea of providing a beauty salon and food 
store to her family over a dinner back in 2009. Some of her friends were from 
African countries, and they were very positive about her idea. One of her good 
friends, Remi, who had some experience running her own salon business, assisted 
Victorine during her startup phase. She was able to apply business advice from 
Remi’s business in town. 
Victorine has been part of the network of Africans living in Jönköping, and 

she has been a very active member. She wanted to create a business concept that 
served the needs of the Africans living in Jönköping. Her engagements in the 
network enabled her to acquire knowledge regarding the needs of the 
community. Victorine decided to take one step further to bring more elements 
to her business idea by gathering her customers’ needs through sending text 
messages to many of her friends. She collected information regarding what types 
of hair-care and skin-care products her African friends needed. 
      She had some ideas concerning how to go further to develop the business 
concept; however, she faced a major problem, finance! From where would she 
obtain the money? Victorine wanted to look for financial resources from 
associations that support startups or banks that offer startup loans; however, she 
could not find any way finance her business. Her loan application was rejected 
based on the fact that she did not have a permanent job. Manuel, her cousin, 
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recalled how difficult it was for Victorine to obtain a loan from a bank; thus, she 
had to rely on her family and friends to further develop her business concept. 
For Victorine, the purpose of running a business was to create a job for 

herself, she said. Without financial resources, Victorine could not run a shop. She 
turned to her friends, asking for help. She had local friends with African 
backgrounds who lived in the city and in different parts of Sweden. Her friends 
were very positive about Victorine’s idea. Through these friends, she was able to 
collect 50,000 Swedish krona as the capital for her business. Victoria supported 
her business by taking different part-time jobs when she first established her 
store. She took a part-time job distributing newspapers in the morning from 2:00 
am to 6:00 am every day from Monday to Sunday.  
By the end of 2009, she fully developed her business concept with specific 

products and services. The Afro Business Center was ready for operation. 
Victorine found a place for the store, and she was able to purchase hair 
extensions and hair products from England and food products from the 
Netherlands through the connections from her friends. Her business concept 
was based on the following two services: African food, which was the store’s 
main service, and hair-care and hair extensions products. When the shop first 
opened, Victorine tested the initial business concept, placing the food section at 
the front part of the shop and then the hair extension and hair-care products in 
the second part of the shop. After a while, she realized that the profit margin 
from the food was not as large as she thought it would be and that most of her 
customers were Africans. 

Refining the business concept 
The settings of the shop did not attract many Swedish people, as Victorine 
realized when she increasingly interacted with her Swedish customers. Some 
potential customers came in and never came back and some just looked through 
the window but did not step in. Victorine wondered why. Meanwhile, she 
observed that majority of her profits came from the volume of sales from hair 
extensions and hair-care products.  
Victorine thought about introducing some clothing products into her store; 

however, Victorine shared that she foresaw that these products would occupy a 
considerable amount of space in the store and that they would not generate much 
profits.  
Circa June 2010, Victorine modified her business concept, prioritizing hair 

extensions and hair-care products; the skin-care products and ethnic food were 
secondary products.  
This change in the business concept led to a change in the shop layout. She 

placed all of the products related to hair-care and skin-care at the front section 
of the shop so that both Swedish and African customers were attracted to the 
shop when passing by. The food section was placed in a separate room in the 
kitchen area of the shop where African customers could come in and select the 
different types of food they wanted. This change in her business concept and, 
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thus, in the shop layout gave a fresh look to her shop. When customers passed 
by, they might be attracted by the different hair styles with different colors placed 
in front of the shop’s large window. This new look boosted the sales volume of 
hair and hair-care products. After the modification, her business concept was 
created, as shown below in figure 4. 

Figure 4 Photos of the Afro Business Center.  

Source: http://www.facebook.com/Afrobusiness. 

From mid-2010 to mid-2011, Victorine recalled that she experienced a constant 
growth in her business. In the past, Swedish customers felt reluctant to enter her 
store, but since she changed the store setting, they increasingly came in and asked 
for hair extensions and hair-care products.  
There was a stable increase in the sales volume of food products as well. 

Customers from Uppsala and from other parts of Sweden often sent their orders 
to Victorine on Facebook or by mobile phone, and Victorine collaborated with 
a bus company to deliver the goods. 
When customers purchased hair-related products, especially hair extensions 

and hair-care creams, they did not know how to use them. Thus, Victorine had 
to explain a considerable amount to them, which led to another change in her 
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business concept: she created the salon section (which is located in the middle of 
the shop between the hair-related products and the food section) to create a new 
demand for both the Swedish and the African customers who would like to 
receive hair extensions and take care of their hair with different cream products.  
Before she could develop this business concept, again, she faced the same 

problem as she experienced at the beginning: financial support. This time, her 
friends supported her as much as they could. 
A major factor in the new creation of the salon involved reaching out to new 

customers. In the past, when customers bought products, they did not know how 
to use them, and they had to apply their own hair extensions. Since the salon was 
available in the shop to serve those who were in need, customers came to 
Victorine’s store, purchased hair extensions or hair-care products and then had 
their hair extended right there in the salon.  
Victorine bought new equipment and created the salon section in 2012. She 

could not create the section earlier due to a lack of financial resources. After 
almost two years running her own business, Victorine did it very well, and with 
the help of ALMI (a governmental business support organization), she could 
prove to the bank that her business was stable and growing. She succeeded in 
borrowing 50,000 Swedish krona from a bank and 50,000 Swedish krona from 
ALMI. 
This loan enabled her to purchase more products to meet the increasing 

demand of customers and to buy adequate equipment to run a salon in the shop. 
Until late 2013, her business went well. She succeeded in reaching out to more 

local customers through diversifying her hair-care and skin-care products. In 
terms of food products, Victorine created a customer network by contacting 
customers by sending mobile phone messages, giving them updates on the 
products and services available in her store. She has customers from different 
parts of Sweden.  
 
The transfer of ownership 
In 2014, Victorine’s husband passed away, and she had to divide her time 
between her business, her part-time job as a nurse and her responsibility taking 
care of her four children. She felt that she would feel more comfortable spending 
more time taking care of her children and working part-time as a nurse; therefore, 
she sold the business. The new owner of the African Business Center continues 
to operate the business with the business concepts that Victorine developed and 
subsequently modified from the time the business was established to when it was 
sold in 2014.  
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5.3   Case 3 Tyeca Technologies AB 

The third case presents two entrepreneurs in the IT sector. Hector and Jesus are 
from Mexico City in Mexico and came to Sweden to enroll in a master’s program 
at Jönköping University. Together, they established Tyeca Technologies AB in 
Jönköping Sweden. 

Profile of the founder(s) 

Hector C. 
Hector C. is from Mexico. He came to Jönköping, Sweden, in 2005 to enroll in 
a graduate program in computer science at the school of engineering at 
Jönköping University. Together with three friends studying at the same university 
in Mexico, Hector and his friends decided to apply to a graduate program at 
Jönköping University. They were admitted to the program and came to Sweden 
together to pursue higher education. Since then, Hector has been living in 
Jönköping.  
Hector maintains close contact with his extended family members in Mexico. 

He talks to his father on a daily basis, his mother on a weekly basis and his sister 
approximately three or four times per week. Hector did his undergraduate work 
in computer science in Mexico before coming to Sweden. When he was in 
Mexico, Hector was very much involved in his family business.  
Hector started working in his family business with some tasks related to fixing 

computers; then, he started gaining more knowledge in software development.  
When Hector came to Sweden, first, he started working as a sole trader 

developing software for companies in Mexico through the network of his family 
business in Mexico. He continued to work with his friend, Jesus, while Jesus was 
in Mexico.  In 2011, together with his two friends, Jose T. and Jesus E., Hector 
founded Tyeca Technologies AB, a consultancy company that develops software 
with its target market in both Mexico and Sweden.  

Jesus E. 
Jesus E. is from Mexico City in Mexico and came to Sweden in 2008 to enroll in 
a graduate program in computer science. Jesus and Hector C. met each other at 
the university in Mexico where they studied as undergraduate students. Since 
then, Jesus has been living with his family in the city of Jönköping.  
Jesus’s childhood was very much associated with academia because both of 

this parents work in the education sector, as he recalled. He had his first 
computer at six years old. Since then, he started to be interested in computers 
and technology. He was always with a computer, followed his parents to research 
centers and observed what his parents were doing at work.  
Jesus completed his undergraduate work in Mexico. Since he was a student, 

he has been working for his family business. His parents run a company in the 
education sector that manages different projects related to education. Jesus grew 
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up along with his family business. When he was a teenager, he started to teach 
some classes to students at school; he subsequently started to take care of the 
computer lab at school. He was given more responsibilities as he matured to 
prepare to be able to control the business in the future.  
Jesus worked with Hector on some projects in relation to their family 

businesses; previously, they ran an internet café as undergraduate students at the 
university in Mexico. When Hector came to Sweden and Jesus was still in Mexico, 
they continued to work together. When Jesus arrived in Sweden, he continued to 
work for his family business in Mexico as a sole trader in Sweden.  

The opportunity creation process 

Figure 5 below presents the main activities of the entrepreneurial opportunity 
creation process in the case of Tyeca Technologies AB. The entrepreneurial 
opportunity creation process is retrospective, on-going and non-linear. The 
process consists of several looping sequences of developing entrepreneurial ideas 
and business concepts and refining business concepts. 

Figure 5 The main activities of the opportunity creation process of Tyeca 
Technologies AB 

Embarking on a journey to be an entrepreneur 
The process dates back to 2005, when two (Hector and Jose) of its three founders 
came to Sweden to pursue their graduate degrees in computer science at 
Jönköping University. Then, after a few years, the third founder (Jesus) came to 
Jönköping, Sweden, to join the team.  
Hector C. started by enrolling in a graduate program in computer science at 

Jönköping University in August 2005, completing it in 2007. During this time, 
Hector kept in frequent contact with Mexico and continued to work remotely on 
different software development projects for his family company from Sweden, 
as he explained. During that time, he focused on projects at the university and 
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work from Mexico. His role was to take care of developing the software needed 
for these projects in Mexico. His father, a successful entrepreneur, founded his 
own company 15 years ago. In Mexico, his family business undertakes projects 
at the national level. During these two years as a student, he did not have a long-
term plan in Sweden. Rather, his plan was to work remotely for his family’s 
company in Mexico from Sweden.  
In 2007, Hector decided to register as a sole trader in Sweden to establish his 

business activities in Sweden as he started to have his own family in Sweden. 
Hector soon realized that he needed to start planning for a larger business 
because he would have to make more money to take care of his family. Hector, 
Jose and Jesus continued working in the same manner: they received software 
development projects from Mexico through their family companies; the work 
was completed in Sweden, invoices were sent from Sweden to Mexico and the 
payments were then transferred to Sweden until 2011.  
In 2011, they had a project for a company in Sweden. As part of the 

requirements, the company wanted to work as a limited company rather than as 
three sole traders; therefore, Hector, Jose and Jesus decided to found Tyeca 
Technologies Limited Company in 2011. From 2007 to 2011, they started to 
slightly shift their focus to the Swedish market. 

Developing the entrepreneurial idea 
Together with his Mexican classmates who were enrolled in the same master’s 
program in Jönköping University, Hector generated the idea of running a 
business on IT programming. Over many discussions, the three decided to 
further develop the idea of providing IT programming services between Sweden 
and Mexico through Hector’s parents’ business network. Because Hector is 
attached to Mexico through his previous work in his family business, he tried to 
bring elements of Mexican culture to his entrepreneurial idea.   
Hector was inspired by the level of the service mindset in Mexico that he thought 
was missing in Sweden. In Mexico, companies come to serve clients at their 
doorstep. He was inspired by the personable and welcoming feelings Mexican 
companies instilled in customers, which he did not observe or experience in 
Sweden. He wanted to incorporate this type of customer service into his business 
idea in Sweden. When generating his idea for an IT programming company, he 
tried to introduce the friendliness of the business culture from Mexico and the 
concept of being readily accessible to Swedish customers.  

Developing the business concept 
Hector and Jesus were in contact with an American entrepreneur who shared the 
same office corridor and helped them understand the profiles of the potential 
customers whom they targeted, what types of services that they could offer to 
customers in Jönköping and how to approach these customers. They also 
discussed possibilities in how to create new services with a Moroccan friend who 
ran a company in the same corridor. From the discussions with a couple of 
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friends with foreign backgrounds who ran companies in the same corridor in 
Science Park, Hector and Jesus formed the business concept of offering software 
development to local Swedish companies, and they outsourced the majority of 
the development part to Mexico. Hector and Jesus incorporated additional 
customer services (such as being accessible to customers or offering personalized 
customer service) into their main services in Sweden because they have 
experienced how positive additional customer services were offered in Mexico. 
The business concept included software programming, website design, and 
development for Swedish companies and individuals in Jönköping.  While 
developing the business concept, Tyeca Technologies AB was established in 2012 
in Jönköping, Sweden. 
 

Refining the business concept 
During the process, another business concept was created. The Tyeca 
Technologies AB office is located in Science Park in Jönköping, and staff 
members of the companies located in the same office building reached out the 
three founders of Tyeca to ask for help in servicing computers and hardware. 
This action led to the idea of creating a computer reparation service to serve the 
needs of private consumers and businesses in the Jönköping area. From its 
inception, the original idea of creating this service was to open the door for Tyeca 
to reach business customers. The three founders thought that, when private 
customers had problems with their computers and used the Geeklab computer 
reparation service, these customers could help Tyeca approach and look for 
potential customers with the companies that they worked for.  
After finishing the project with their first corporate customer, the three 

founders started working again with their Geeklab computer reparation service. 
They realized that Geeklab had much more potential than merely being a method 
by which they could open a window for Tyeca. They invested more resources to 
develop the service. The three worked on developing the Geeklab concept for 
private consumers and for businesses. Initially, what to offer private customers 
and how to proceed when receiving an order such as fixing a computer or 
checking for viruses on a computer were not very clear to them. The original idea 
of Geeklab was professional assistance, and at the beginning, this meant 
everything that customers needed or required. Subsequently, during the process 
of development, the team faced some problems concerning how to make the 
service more customer-oriented or friendlier to customers and what services to 
include for private and corporate customers. During the process, they looked 
into experiences from the Mexican market with regard to this service. 
When Swedish customers approached Geeklab, they felt that the staff 

members were very technical; thus, they were afraid to approach the company, 
according to Jesus. After receiving this feedback, the founders started working 
on creating a less technical image. Instead of having an image of some parts of 
an electronic device, Geeklab was portrayed as a cartoon character, a geek who 
was ready to go around to fix computers when customers called. This was the 
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start of the process of creating what is known today as Geeklab. Jesus recalled 
how the process evolved.  
During these two years (2012-2014), the founders of Tyeca continued to 

develop the concept of Geeklab into a separated brand of Tyeca Technologies. 
Geeklab focused on the Swedish market, targeting private customers and 
businesses. Currently, there are only two founders; Hector and Jesus still work at 
Tyeca. 
The creation process of Geeklab as a brand continued during these two years. 

A considerable amount of input from both Sweden and Mexico has contributed 
to the development of the Geeklab business concept, as Jesus emphasized with 
regard to its development. The founders revealed that they have been creating 
the concept of Geeklab by working on developing detailed services for two 
different groups of customers, strategies for promotion and marketing and 
communication routines with customers and a quality assurance procedure.  
Their Jönköping University interns, who were from both Sweden and Mexico, 

helped them create the logotype, change the interface of the website and design 
brochures and flyers for marketing purposes. Eduardo, a former intern at 
Geeklab, recalled the process of how he assisted the Geeklab team in designing 
the website and the Geeklab image. 
At present, the Geeklab image is portrayed as follows in figure 6: 
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Figure 6 Photos of Geeklab 

Source: www.geeklab.se 

Tyeca developed different tailored services to address the needs of Swedish 
customers. For example, for private customers, they offer computer reparation 
services and computer configuration services. In addition, they created a routine 
to control how they process an order from customers to ensure the quality and 
professional level of the service that they provide.  
In the past, the manner in which they arranged their office did not emphasize the 
visibility of the Geeklab service. At present, they prioritize Geeklab to make it 
more visible in their office setting. 
Their business concept is developed in terms of services and products as well 

as in regard to how they present themselves as a company in Sweden. The 
Geeklab business concept development is becoming more anchored in the 
Swedish local market through a process in which the two owners experience the 
daily activities of family life, use and master the Swedish language, participate in 
local community social clubs, celebrate Swedish traditions and acquire Swedish 
citizenship. 
Because Hector and Jesus have their families in Jönköping, they experience 

their family’s daily activities, and these activities have somehow helped them 
develop their business concept and take it to the next level. By speaking Swedish 
rather than English, both Hector and Jesus observe that they can gain a better 
understanding of the local market and their potential customers. Both Hector 
and Jesus feel more welcomed and more part of the local society when attempting 
to speak Swedish. 
By participating in local community social clubs, Hector and Jesus can extend 

their business networks, providing them with input for business development. 
The Geeklab business concept is modified to better address the needs of the local 
market. For example, golfing at a club and playing Squash lead to input for 
business development. Both Hector and Jesus have acquired Swedish citizenship, 
which makes them feel even more attached to the local community. 
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Hector and Jesus recently started a network gathering Mexican professionals 
in Sweden. They work very closely with the Embassy of Mexico in Sweden to 
organize this network, which brings together a network of highly skilled 
Mexicans across Sweden that can leverage more business opportunities between 
Sweden and Mexico. 

The future 
Four years after launching Tyeca Technologies AB, the two founders have spent 
a considerable amount of their time and efforts establishing the Geeklab brand 
name. Now, they think it is the right time to once again launch Tyeca 
Technologies with a renewed establishment plan. On January 20, 2015, Tyeca 
Technologies was launched as a creative agency of technologies. In the future, 
the founders would like to develop Tyeca Technologies AB into a more well-
known company in the Swedish market with regard to software development. 
Simultaneously, they would like to establish connections and strengthen their 
networks with the IT industry in Mexico to leverage talented resources in Mexico 
to bring these resources to the Swedish market. With references from the 
Mexican Talent Network, Jesus and Hector connected to the Mexican Embassy 
in Sweden and established connections with companies in Guadalajara, Mexico’s 
Silicon Valley, to create a new business concept for Tyeca Technologies AB as 
the company representing in Sweden the services that the IT companies in 
Guadalajara can offer to the Swedish market. Talking specifically about Geeklab 
as a brand, the founders are considering making a franchise at some point in the 
future. 
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5.4   MT3 Technologies AB 

The last case in this thesis presents the entrepreneurial process of two Mexican 
entrepreneurs who founded MT3 Technology AB, a business offering embedded 
software development consultancy services. MT3 Technology AB offers Swedish 
customers the following three main services: web design, embedded tooling and 
augmented reality. MT3 aims to create products and services with high quality, 
low cost and a short time to market. The uniqueness of the MT3 business 
concept lies in the combination of the three main services and the process behind 
these services. 

Profile of the founder(s) 

Alicia V. 
Alicia V. arrived in Sweden in 2009 from Mexico. Since then, she has been living 
in Jönköping with her husband. She grew up in a family business. Her 
grandfather had a pharmacy business, and her father ran a company selling 
medical equipment. She was involved in the family business since she was a child. 
Alicia is a person who likes challenges. She always likes to have something to do 
or to make things happen. Alicia completed her undergraduate degree in Mexico. 
Recently, she earned a graduate degree in strategic entrepreneurship from the 
Jönköping International Business School at Jönköping University. The first year 
she was in Sweden, she took a course on web design and different Swedish 
language courses. She has more than six years of work experience in marketing, 
both in Mexico and in Sweden. In Mexico, she worked for her family business 
helping her father in his company, as she recalled. In Sweden, she works as a 
marketing analyst for a small company in Jönköping.  
 
Sergio L. 
Sergio L. is from Mexico, and he came to Sweden in 2009 to pursue graduate 
study in embedded systems at the Jönköping School of Engineering, Jönköping 
University. He chose Sweden as his destination not only because of his education 
but also because of the quality of life in Sweden. He had a few choices with regard 
to where to go and study abroad, such as Canada, Australia, England and Sweden, 
and he made his choice to go to Sweden. Since then, Sergio has been living in 
Jönköping. 
Sergio earned a graduate degree in embedded systems from the Jönköping 

School of Engineering at Jönköping University. Before coming to Sweden, he 
worked for different companies in Mexico. Sergio used to work for General 
Electric. He had some experience working in the aviation industry as a control 
technology engineer. Previously, he had worked in Java development for HSBC 
bank in Mexico. In addition to these experiences, Sergio worked for Nissan 
Motor in hardware design.  
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The opportunity creation process 

Figure 7 below presents the main activities of the entrepreneurial opportunity 
creation process in the case of Tyeca Technologies AB. The entrepreneurial 
opportunity creation process is retrospective, on-going and non-linear. The 
process consists of several looping sequences of developing entrepreneurial ideas 
and business concepts and refining business concepts. 

Figure 7 The main activities of the entrepreneurial opportunity creation process of 
MT3 Technologies AB 

Embarking on a journey to be an entrepreneur 
Alicia came to Sweden to reunite with her husband, Sergio, who came to Sweden 
to pursue his graduate studies. The first year Alicia was in Jönköping, she was 
very homesick. Alicia did not have many local friends in the new location, 
Jönköping. She had to adjust to the new country, which was very different from 
her home culture in Mexico. As a very social person, Alicia found it difficult to 
adapt to the new lifestyle in Jönköping, in which people often keep their distance 
and do not express their feelings much. In Mexico, the lifestyle is the opposite, 
and people are very expressive. Alicia is a goal-getter; thus, being in a situation in 
which she had nothing to do and was somewhat lonely in a new country, Alicia 
wanted to spend time on something challenging. Growing up, she helped her 
parents run a business and was inspired by the success of her parents. 

Developing the entrepreneurial idea 
Alicia is very proud of her country, Mexico. She would like to bring part of 
Mexico with her to Sweden. Being so very attached to her home country, Mexico, 
she felt very homesick, especially during her first period in Sweden.  During her 
first year in Sweden, Alicia generated the idea of bringing silver products from 
Mexico to Sweden.  

Developing 
Entrepreneurial 

idea

Generated idea: importing silver from Mexico to Sweden, 
developinghigh quality web-design to Swedish 
companies

Shaped idea:offering a web design and software 
programming service outsourced to Mexico by Mexican 
engineers

Developing 
Business Concept

Offered software development service with high quality, 
high efficiency and creativy to Swedish companies

Venture 
establishment

MT3 Technologies AB

Refining Business 
Concept

Developed web-tooling service

Developed augmented reality
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Her second attempt at bringing part of Mexico to Sweden occurred during 
her third year in Sweden when she was working for a small Swedish company in 
Jönköping. Alicia generated two entrepreneurial ideas, and both of them were 
connected to the love she has for her home country.  
Alicia discussed the idea of offering high-quality web design to Swedish 

companies with her husband and a Mexican friend living in Jönköping. Through 
a series of discussions with her husband, Sergio, and the Mexican friend, Xavier, 
the three shaped the idea from offering a high-quality web design programming 
outsourcing service to offering a web design and software programming service. 
Such a service could be outsourced to Mexico using Mexican engineers with high 
quality, high efficiency, and creativity.  

Developing the business concept 
Through contacting a Mexican peer in Jönköping, Alicia and Sergio were able to 
form a team of entrepreneurs that included themselves and the Mexican friend, 
Xavier, who worked together with Sergio. In the past, Xavier started a couple of 
companies that, up to that point, had not succeeded, and he was still looking for 
new opportunities at that time. The three gathered for a short dinner and started 
to discuss the idea and the potential business concept. They spent two to three 
months meeting each other on a weekly basis and developing the business 
concept. Because they were so very attached to Mexico and felt very proud of 
the country, they wanted the business concept to connect to Mexico in one way 
or another. 
Alicia, Sergio and Xavier succeeded in developing a business concept of 

offering Swedish companies a software development service with high quality, 
high efficiency and creativity. Sergio and Xavier had connections to local Swedish 
companies through their current jobs and understood the needs of these 
companies. 
Part of this idea was triggered by Sergio’s previous work experience at General 

Electric. They knew people in their professional networks who were interested 
in working as freelancers who would be able to do web design and web tooling 
projects in Mexico. Sergio had a large network of highly skilled engineers in 
Mexico who were interested in collaborating with him. These engineers in 
Mexico could take care of the outsourcing part. 
The team thought that their company name should create a good symbol of 

Mexico. The team came up with the name of the company. Because they were 
very patriotic and loved their country very much, they wanted to integrate Mexico 
into the name of the company, which explains the origin of the name MT3. M 
stands for Mexican and T stands for technology. MT3 Mexican Technology HB 
was established by the end of 2012. The team came up with a company logo, 
which they currently use on their website, representing Mexico. Coming up with 
this logo was a very lengthy process for the team. Figure 8 below presents the 
logo of MT3 AB. 
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Figure 8 MT3 logo  

Source: www.mt3.se 

Refining the business concept 
The two entrepreneurs developed a new component of their business concept, 
which was known as web tooling, through interacting with companies in their 
professional networks. This concept was created based on the needs of the 
companies that they worked for. The most recent element of MT3’s business 
concept was augmented reality, which was created through a connection with a 
former colleague of Sergio’s. Sergio knew a friend and colleague who used to 
work with him at General Electric in Mexico. His friend established a company 
on augmented reality in Mexico after pursuing a Ph.D. in the United Kingdom. 
By maintaining contact with each other, Sergio and his friend discussed some 
possibilities for collaboration. Over several discussions, Sergio proposed 
integrating augmented reality to his friend as a service that MT3 could offer in 
Sweden, given that Swedish companies might be interested in such a service. 

The future 
In the future, the two founders would like to develop MT3 as a bridge to connect 
high-skilled Mexican professionals in the IT industry to the Swedish market to 
deliver high-quality products at an affordable price. 
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6 Findings 

6.1 Introduction 

This chapter presents, in detail, the process of why and how immigrant 
entrepreneurs create entrepreneurial opportunities through embedding processes 
in the home country and the host country by employing content analysis (Gioia & 
Pitre, 1990). The data analysis process results in a three-level data structure 
indicating aggregate dimensions, second-order codes and first-order codes. In this 
chapter, I present the empirical materials according to these three levels. The 
purpose here is to maintain a high level of qualitative rigor (Gioia, Corley & 
Hamilton, 2012). The three levels of the data structure show how I progress from 
the primary data to the abstract theoretical level. The first-order codes present the 
data in the informant’s voice (Van Maanen, 1979; Gioia et al., 2013). The second-
order codes represent “the theoretical realm” (Van Maanen, 1979; Gioia et al., 
2013). The aggregate dimensions indicate theoretical concepts. The implication is 
that the data and the theory should go hand in hand together to ensure rigor.  
Through this data structure, I present why immigrants embark on the journey 

of being entrepreneurs and how they create entrepreneurial opportunities in 
three aggregate dimensions, which also describe the three main phases of the 
opportunity creation process.  
This chapter consists of three main parts that correspond to the three 

aggregate dimensions in the data structure. The first aggregate dimension 
demonstrates why immigrants embark on their entrepreneurial journey to be 
entrepreneurs by illustrating the influencing triggers from the home country and 
the host country. The second aggregate dimension shows how entrepreneurial 
ideas and business concepts are developed through group attachment to the 
home country and the host country. The third aggregate dimension describes 
how business concepts are refined by societal connecting to the host country and 
the home country. In each aggregate dimension, I present themes (second-order 
codes) that integrate the dimension. In each theme, I present code(s) that 
integrate the theme. In each section on a code and a theme, I introduce relevant 
quotations from the interviews in the text to support the opportunity creation 
process in each case. A table of selected quotations from the interviews is also 
included at the end each section to strengthen the findings of this thesis.  
At the end of each part presenting an aggregate dimension, I provide 

concluding remarks including a summary of the changes in the opportunity 
creation process in each case and how these changes were influenced by the 
interplay of mixed embeddedness between the home country and the host 
country. I integrate a short reflection on how such changes and influences are 
connected to the literature to illustrate the logic of theoretical abstraction from 
the first-order codes to the aggregate dimensions, as discussed above.  
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6.2 Data structure 

The data analysis results in the data structure, as illustrated in figure 9. The data 
structure (see figure 9) consists of the following three aggregate dimensions: (1) 
self-esteem triggers immigrants to be entrepreneurs; (2) developing 
entrepreneurial ideas and business concepts through group attachment; and (3) 
refining business concepts through societal connecting.  
The second-order codes and primary codes are classified into the host country 

(left-hand side) and the home country (right-hand side) to illustrate the influences 
of home country and host country embeddedness on the entrepreneurial 
opportunity creation process among immigrant entrepreneurs. 
The aggregate dimension (1) self-esteem triggers immigrants to be 

entrepreneurs is composed of the following two themes: theme 1a host country: 
social exclusion pushes immigrants to be self-employed and theme 1b home 
country: the desire for success.  
The aggregate dimension (2) developing entrepreneurial ideas and business 

concepts through group attachment is composed of the following four themes: 
theme 2a host country: shaping entrepreneurial ideas through ethnicization; 
theme 2b home country: shaping entrepreneurial ideas through nostalgic 
reminiscence; theme 2c host country: forming business concepts through 
utilizing ethnicities as resources; and theme 2d home country: forming business 
concepts through utilizing ethnic resources. 
The aggregate dimension (3) refining business concepts through societal 

connecting consists of four themes: theme 3a host country: refining business 
concepts through group-based trust building; theme 3b host country: refining 
business concepts through acculturating; theme 3c host country: mainstreaming 
business concepts through a sense of belonging; and theme 3d home country: 
refining business concepts through reconnecting links. 
There are three levels of interactions between the immigrant entrepreneurs 

and the host country and the home country in the entrepreneurial opportunity 
creation process. The first level is the individual level, which indicates the 
interactions between an immigrant entrepreneur and other individuals in the host 
country and the home country. The second level is the group level, which 
indicates the interactions between an immigrant entrepreneur and different 
groups of people in the home country and the host country. The third level is 
the societal level, which indicates the interactions between an immigrant 
entrepreneur and the practices, norms, and rules and regulations in the home 
country and the host country. The individual level corresponds to the micro level; 
the group level corresponds to the meso level and the societal level corresponds 
to the macro level from the mixed embeddedness perspective (Kloosterman, 
2010). By using the individual, the group and the societal levels, I emphasize the 
central role of the entrepreneurs and their actions in relation to different actors 
in the home country and the host country.  
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6.3 Aggregate dimension 1: Self-esteem 
triggers immigrants to be entrepreneurs 

This section corresponds to aggregate dimension 1 (see figure 10), self-esteem 
triggers immigrants to be entrepreneurs, in the data structure. The findings of 
this study reveal that the opportunity creation process among immigrant 
entrepreneurs starts with why and how immigrants decide to be entrepreneurs.  
One of the triggers that contributes to how and why an immigrant embarks 

on a journey to be an entrepreneur is self-esteem. Self-esteem involves the feeling 
of self-worth and feeling important or feeling that one is not a failure. Self-esteem 
triggers immigrants to be entrepreneurs. Immigrants’ self-esteem is influenced by 
their interactions with the home country and the host country.  
The aggregate dimension of self-esteem is composed of theme 1a host 

country: social exclusion pushes immigrants to be self-employed and theme 1b 
home country: the desire for success pulls immigrants to be self-employed. 
Theme 1a, being socially excluded in the host country, causes immigrants 

have low self-esteem, whereas theme 1b, the desire for success from the home 
country, makes immigrants have high self-esteem. This combination of having 
low self-esteem caused by host country social exclusion and high self-esteem 
caused by home country desire for success triggers immigrants to be 
entrepreneurs. 
Social exclusion in the host country is caused by feelings of being rejected 

(code 1a1). Feelings of being rejected have negative effects on self-esteem among 
these immigrants. Immigrants would like to prove to the host society that they 
are worth something and that they are important. Simultaneously, for their 
families in the home countries, they are important, and they are expected to be 
successful in the host country (code 1b1). These expectations boost immigrants’ 
self-esteem. They believe that they are important to their families in their home 
countries, and they would like to live up to the expectations of their families to 
be successful and not be portrayed as failures in the host country.  
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6.3.1 Theme 1a Host Country: Social exclusion pushes 
immigrants to be self-employed 

This following section corresponds to theme 1a host country: social exclusion 
pushes immigrants to be self-employed and code 1a1 feelings of being rejected 
(see figure 11). Immigrants decide to be self-employed due to being socially 
excluded in the host country in different ways. For them, self-employment is a 
necessity to enter the job market in the host country and to prove to themselves 
that they are capable of creating value in the host country.  
Theme 1a host country social exclusion pushes immigrants to be self-

employed involves feelings of being rejected (code 1a1) in being able to 
participate in the mainstream society in the host country. Feelings of being 
rejected mean being looked down upon, being subordinated and not being 
appreciated in the host country’s labor market. The feelings of being rejected 
(code 1a1) are caused by ethnic discrimination, unemployment and not fitting in 
in the host country’s culture. 

Figure 11 Theme 1social exclusion pushes immigrants to be self-employed 

Ethnic discrimination 

Ethnic discrimination leads to feelings of being rejected among immigrants. 
Ethnic discrimination is illustrated as discrimination due to one’s race and 
discrimination due to one’s name when immigrants apply for a job. In case 2, 
Victorine felt that she was discriminated against due to the color of her skin when 
interacting with the natives in Sweden. 
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“When somebody degrades me, what is it that she wants? To tell me that I do not know 
anything because I am black? I’ve done so much now that this person is not good enough 
to take me down. They make me feel that because I’m a black, I’m not intelligent 
enough” (Case 2, Victorine, entrepreneur, Afro Business Center). 

When applying for jobs, immigrants feel that they are discriminated against 
because they do not have Swedish names.  

“It is hard for me to come to the job market with my name: Victorine. I had good 
qualifications, but my name makes it really difficult for the employer to accept me. I was 
angry. I told myself that I had to start my own business and employ myself” (Case 2, 
Victorine, entrepreneur, Afro Business Center). 

These experiences make Victorine and many other immigrants feel that they are 
being looked down upon and are subordinate to the Swedes in the mainstream 
society and the labor market in the host country.  

Unemployment 

Unemployment leads to feelings of being rejected in the host society among 
immigrants. Depending on the sector, foreign-born residents face difficulties 
when entering the Swedish labor market. In case 1, George, the founder of Taste 
of Beirut, graduated from a high school in Sweden and attempted to find a job. 
After making several attempts sending out job applications, George could not 
find a job.  

“When I went to high school, I studied economics. When I finished, there was no job 
for me. I would like to work, so that is why I opened my first business” (Case 1, George, 
entrepreneur, Taste of Beirut). 

Victorine had the same situation. She struggled for a long period of time looking 
for a job, but she could not find anything. She has a bachelor’s degree in business 
administration from a university in Sweden, and she speaks some Swedish; 
however, it was very difficult for her to find a job in Sweden.  In her experience, 
Swedish employers chose a Swedish person over her to avoid conflicts because 
the employers were concerned with cultural differences.  
Being unemployed makes immigrants feel that they are not appreciated in the 

labor market in the host country. Native employers would choose the natives 
over them not because immigrants lack competencies but because native 
employers would avoid conflicts resulting from cultural differences.  
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Not fitting in in the host country’s culture 

Coming from a different country with different cultural norms, immigrant 
entrepreneurs would feel isolated because of not fitting in in the host country’s 
culture. The degree of social isolation depends on the time that the entrepreneurs 
have spent in the host country. After living in Sweden for more than a decade, 
Victorine still finds it very difficult to be integrated into Swedish society.  In a 
similar situation, Hector, Jesus, and Alicia find it difficult to interact with Swedes 
and to be a part of Swedish society.  

“When we came to Sweden, during the first few years, we thought that Swedish society 
was open and that everyone was really happy to speak in English and everybody liked 
to talk with foreigners. However, that is not the case” (Case 3, Hector, entrepreneur, 
Tyeca Technologies AB). 

Hector, Jesus, and Alicia observe many differences in the customs between 
Sweden and Mexico. They feel isolated in Sweden. Alicia feels that Swedes prefer 
to have their space, which makes it difficult to start a conversation with them or 
to get to know them. Alicia felt isolated when she first came to Sweden, and she 
wanted to spend time doing something rather being alone. She also felt that she 
did not fit in in the Swedish norms.  

“My first feeling is that Swedes were cold. Now, I understand why they are like that, 
but still, I’m really an expressive person. I feel happy to see someone.  I just try to hug 
them like what I did in Mexico, so that probably does not make me feel Swedish at 
all” (Case 4, Alicia, entrepreneur, MT3 Technologies AB). 

Not fitting in in the host country makes immigrants feel isolated from the 
mainstream society in the host country. They find it difficult to communicate 
with local people or to make new friends with local people. As a result, 
immigrants feel that they are rejected by the society in the host country.  
To summarize, table 13 shows selected quotations from the interviews that 

support that the social exclusion process is caused by ethnic discrimination, 
unemployment and not fitting in in the host country’s culture. Being socially 
excluded from the mainstream society in the host country, immigrants feel 
subordinated to the Swedes. Immigrants feel as if they are second- or third-class 
citizens in the host country, which lowers their self-esteem. Low self-esteem 
triggers them to be entrepreneurs to prove to the host society that they feel that 
they are worth something, that they are important, and that they are as good as 
the natives. For additional quotations from the interviews that support code 1a1, 
please see appendix 1.1. 



6 Findings 

123 

Table 13. Host Country: Feelings of being rejected, selected evidence 

Case  Representative quotations 
(First-order category: Host Country: Feelings of being 

rejected) 
1 George, entrepreneur, Taste of Beirut 
 I wanted to get a job in economics. I sent out at least 100 CVs without any 

answer. It was very difficult. I tried, but I was not offered any jobs. Then, I thought 
I would create my own job. 
It is very difficult to explain how I feel discriminated against. It is not direct but 
indirect. You can feel it from the way the person looks at you. 
Haidar, entrepreneur, Taste of Beirut 
Sometimes, my siblings and I talked about discrimination based on names; for 
example, when someone applies (for a job), this problem occurs. If they (employers) 
meet you in person and they hear you talk and see the way you think, then it is 
another situation. 
It is wrong; when Swedes see foreign names, they will hesitate a bit. That is wrong. 
One should give others a chance. Not all foreigners are bad, and not all Swedes 
are good or the other way around. One should think only about people and take 
it from there. 

2 Victorine, entrepreneur, Afro Business Center 
 They (Swedish employers) avoid conflicts because of the differences (with people 

with foreign backgrounds). They care about the conflict that they have to face. Most 
of them prefer avoiding it rather than to trying to solve it. 
I try to feel that I’m Swedish, but it is not working because society does not 
treat me like a Swede. 
I want to feel like I’m Swedish, but I’m not seeing myself fit in society because, 
no matter how hard I try, nothing works. 
Many people would rather employ the Swedes because it is easy for them to 
accept each other and communicate, and there is less cultural clash.  

3 Hector, entrepreneur, Tyeca Technologies AB 
 When they see you as a tourist, they can be open with you; when they see that 

you’re staying here, they are not that open.  
4 Alicia, entrepreneur, MT3 Technologies AB 

 Every time I arrived at a place, I said hello. I would say hello to everybody at 
work, but I realized that people were colder here. They are probably not; there are 
many discussions I have had with people here. I do not think Swedish people are 
cold, just that they like to have their own space. 
When I arrived here in Sweden because of my Mexican personality, I am really 
expressive in my feelings. Every time that one car just stopped to let me cross the 
street, I was so happy, I said thank you, and everybody was laughing. 
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6.3.2 Theme 1b Home Country: The desire for success 

This section corresponds to theme 1b home country: the desire for success, 
which is generated by code 1b1 home country: expectations of the family (see 
figure 12). The decision to be self-employed among immigrants is influenced by 
their original culture, which emphasizes success, financial support and social 
status.  
Theme 1b home country: the desire for success pulls immigrants to be 

entrepreneurs. Theme 1b home country: the desire for success describes an 
individual’s feelings of being appreciated and being important. The desire for 
success is triggered by code 1b1 the expectations of the family in the home 
country. Code 1b1 expectations of the family in the home country is expressed 
through the wish to create a better life, the wish to financially support the family 
in the home country and the wish to have a respectable position in the host 
society.  

Figure 12 Theme 1b Home Country: The desire for success 

The wish to create a better life 

Creating a better life is one of the goals of first-generation immigrants when they 
come to a host country. Having a better life means having a better economic 
situation. 

“We are the first generation; when we came here, we focused more on creating a better 
life, more on the material aspect. I did not have a real home before in my home country 
and when we first came to Sweden” (Case 1, Haidar, entrepreneur, Taste of Beirut). 

From the perception of immigrants’ home country culture, the motivation to 
move to another country is to seek financial betterment to create a better life 
than that which they would have in their home country. They work hard to be 
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able to buy a house and a car and to have a comfortable life. For them, it is 
important to live up to their family’s expectations, which are to create a better 
life in the host country. This leads to the desire for success among immigrants to 
show their family in the home country that they are doing well in the host 
country. 

The wish to financially support the family in the home country 

Supporting the family in the home country is one of the motivations for 
immigrants to migrate. Their families in their home country are financially 
dependent on these immigrants.  

“What we can do most of the time is to help people in the family with the situation there 
(in the home country). They call us with a list of problems. Because we’ve been there, we 
know exactly what the problem is. Sometimes, we feel like they cannot understand us. 
We don’t have enough money to solve the problem” (Case 2, Victorine, entrepreneur, 
Afro Business Center). 

Immigrants are expected to financially support the family back home. To do so, 
they need to have a stable income in the host country. It is not always easy for 
immigrants to find jobs in the host country. Therefore, if they cannot have a 
decent job, the only way for them to earn money is to start a business. 

The wish to have a respectable position in the host society 

Having a respectable position in the host society is important for immigrants. It 
boosts their desire for success.  

“There is quite a lot of pressure on me, I would say, because both of my parents are 
highly educated and they carry out a lot of important projects in Mexico. My mom, she 
has bachelor’s degrees in mathematics, physics and education. She is really highly 
educated, and she’s been implementing programs in education for the basic, middle and 
high school levels in the educational system in Mexico” (Case3, Jesus, entrepreneur, 
Tyeca Technologies AB).  

If an immigrant comes from a family that has a high social status in the home 
country, the immigrant is expected to maintain the same status in the host 
country. He or she is expected to have an important job. These expectations pull 
some immigrants to be self-employed because self-employment is perceived as 
being successful from their families’ perspective in their home countries. 
To summarize, table 14 shows selected quotations from the interviews that 

support code 1b1, home country: expectations of the family. The findings in this 
thesis show that the desire for success leads to higher self-esteem among 
immigrants. The expectations of the families in the home countries pull 
immigrants to be self-employed to prove to their families that they are successful 
in the host country. Being self-employed and being an entrepreneur in a host 
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country can be portrayed as having an important or high social status according 
to the social norms in the home country. Many immigrants do not want to be 
portrayed as being a failure to their families in the home country. Attempting to 
live up to the expectations of the families in the home countries, these 
immigrants have the desire to be successful, which makes them have a higher 
self-esteem. Therefore, they decide to choose to be entrepreneurs. For additional 
quotations from the interviews that support code 1b1 home country: 
expectations of the family, please see appendix 1.2. 

Table 14 Home Country: Expectations of the family, selected evidence 

Case Representative  quotations  
(First-order category: Home Country: Expectations of 

the family) 
1 Haidar, entrepreneur, Taste of Beirut 

Immigrants who come here, they will work hard to have a better life than what 
they had in their home country. That is the reason why people left their home 
country. 
I work hard. I will buy a car. I will buy a house. I will do all of these. 

2 Victorine, entrepreneur, Afro Business Center 
Life is hard, it is just hard to do everything. When would I have a job that 
matches my qualifications? Am I going to end up just distributing advertising 
brochures?  
Working all the time throughout the night? Because that is the only job I can 
do? Is that all we are going to throughout our lives in this country? What can 
we do to work like the Swedish people?  

3 Hector, entrepreneur, Tyeca Technologies AB 
In Mexico, people not only know me, they know my family and my family 
company. They (my parents) have already done projects that are bigger than we 
can take right now here in Sweden. 
My family company is doing consultancy work for the government, energy 
companies, oil and natural resources. 
Jesus, entrepreneur, Tyeca Technologies AB 
My family has been into businesses, so my background is that I have always been 
to attached some kind of business. Both of my parents, they were highly educated. 
They have very important positions either in the province or the company. 

4 Alicia, entrepreneur, MT3 Technologies AB 
As a person, I love challenges; I always like to have something in mind to do, 
and I don’t like to be at home just waiting for things to happen or I like to 
make things happen. I think that’s why I want to do something with MT3. 
Our parents didn’t finish university. However, they have succeeded in their own 
industry and in having their own business. 
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6.3.3 Concluding remarks on aggregate dimension 1 

In all four cases, the immigrants experienced social exclusion in the host country 
and the desire for success triggered by the expectations of their families in the 
home country, affecting their self-esteem, which triggers immigrants to be self-
employed. In terms of social exclusion, the extent of social exclusion depends on 
the age of the immigrants when they came to the host country and the length of 
time that the immigrants have resided in the host country. In case number 1, the 
two entrepreneurs have been living in Sweden for over 30 years. They came to 
Sweden at the ages of 7 and 14. At that young age, they attended schools in 
Sweden. The length of their stay in Sweden is much longer than that of the other 
entrepreneurs in the other three cases; thus, they do not feel as much exclusion 
as the entrepreneurs in cases 2, 3 and 4, who came to Sweden at the age of 20 or 
higher. The entrepreneurs in cases 2, 3 and 4, who have been in Sweden for 9, 
11 and 5 years and who came to Sweden at the ages of 25 and 30, may have felt 
very excluded because of the differences in the social customs between 
Cameroon and Sweden and between Mexico and Sweden. In cases 2, 3 and 4, 
because the entrepreneur’s parents and siblings are still in the home country, the 
pressure to be successful is different from that of the entrepreneurs in case 1, 
where all of the family members moved to Sweden. Each case reflects different 
levels of social exclusion and expectations of the families in the home countries, 
which are the result of the various levels of the immigrant entrepreneurs’ 
embedding in the home country and the host country. 
From the findings of aggregate dimension 1, the interactions between the 

immigrants and the home country and host country influence the decisions to be 
entrepreneurs among the immigrants. In these four cases, the immigrants are 
influenced by the social customs in both the home country and the host country. 
The social customs in the host country hinder immigrants from entering the job 
market and integrating into society, which makes the immigrants feel socially 
isolated. The social customs in the home country leverage the desire for success 
in the host country among the immigrants. The findings show that, in the four 
cases, the immigrants’ economic action of being entrepreneurs is dependent on 
the interactions between the immigrants and the actors in the home country and 
the host country. In other words, such an economic action is embedded in the 
home country and host country, as illustrated in the following table. In the table 
15 below, number 1 corresponds to aggregate dimension 1 in the data structure. 
Numbers 1a and 1b correspond to the second-order codes. Numbers 1a1 and 
1b1 correspond to the first-order codes. 
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Table 15. The influence of mixed embeddedness on why immigrants choose to be 
entrepreneurs 

Opportunity 
creation 
process  

Host country  Home country 

1. Self-esteem
triggers 
immigrants  
to be 
entrepreneurs  

1a. Social exclusion 
pushes immigrants to 
be self-employed 
1a1 Feeling of being rejected 
Ethnic discrimination, 
unemployment, not 
fitting in in the host 
country’s culture 

1b. The desire for success 
1b1. Expectations of the family 
 The wish to create a better 
life, the wish to financially 
support the family in the 
home country, the wish to 
have a respectable position in 
the host society 

The interplay of mixed embeddedness in the host country and in the home 
country influences the opportunity creation process.  In terms of the host 
country, ethnic discrimination against immigrants, unemployment among 
immigrants and immigrants’ feeling that they do not fit in in the host country’s 
culture are factors that trigger immigrants to be self-employed (e.g. Bogan & 
Darity, 2008; Hiebert, 2002). These findings are consistent with the results of 
Light (1972), Kloosterman (2003), Price and Chacko (2009), and Piperopoulos 
(2010), who emphasize block mobility as one of the reasons immigrants decide 
to be self-employed. Due to the influences of the social values and expectations 
in the home country, immigrants wish to create a better life in the host country. 
They feel obligated to support their family. They also wish to have a respectable 
position in the host society.  These findings posit similarities with the study by 
Corsino and Soto (2005) who highlight the importance of personal achievement 
and the cultural values of the home country that can motivate immigrants to 
establish their own businesses in the host country.  

6.4 Aggregate dimension 2: Developing 
entrepreneurial ideas and business 
concepts through group attachment 

This following section corresponds to aggregate dimension 2, developing 
entrepreneurial ideas and business concepts through group attachment, in the 
data structure (see figure 9 in chapter 6 and figure 13 below). Group attachment 
describes the feelings of bonding of a specific group of people. In this thesis, 
group attachment triggers and facilitates the development entrepreneurial ideas 
and business concepts.  
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Aggregate dimension 2 is composed of theme 2a host country: shaping 
entrepreneurial ideas through ethnicization, theme 2b home country: shaping 
entrepreneurial ideas through nostalgic reminiscence, theme 2c host country: 
forming business concepts through utilizing ethnic resources and theme 2d home 
country: forming business concepts through utilizing ethnic resources.  
Entrepreneurial ideas and business concepts are developed through group 

attachment to both the home country and the host country. Immigrant 
entrepreneurs shape entrepreneurial ideas through ethnicization (theme 2a) and 
through nostalgic reminiscence (theme 2b). Before these entrepreneurial ideas 
are shaped in more detail, they are generated through interactions between the 
immigrant entrepreneurs and the ethnic groups in the host country (code 2a1) 
and by maintaining the values of the home country (code 2b1). An immigrant 
entrepreneur can generate many entrepreneurial ideas in a period of time. Among 
these entrepreneurial ideas, only one or a few are further shaped in more detail.  
By the end of this stage, an immigrant entrepreneur will select a specific 

entrepreneurial idea to further develop into a business concept. This 
development stage of a business concept is created by theme 2c, host country: 
forming business concepts through utilizing ethnic resources, and theme 2d, 
home country: forming business concepts through utilizing ethnic resources. 
Theme 2c, host country: forming business concepts through utilizing ethnic 
resources, is manifested by code 2c1, host country: gathering resources through 
the ethnic community. Theme 2d, home country: forming business concepts 
through utilizing ethnic resources, is manifested by code 2d1, using the home 
country as resources of business concepts. The following sections explain each 
theme in aggregate dimension 2. 
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6.4.1 Theme 2a Host Country: Shaping entrepreneurial 
ideas through ethnicization  

This following section corresponds to theme 2a host country: shaping 
entrepreneurial ideas through ethnicization and code 2a1 host country: 
generating entrepreneurial ideas through interactions with ethnic groups (see 
figure 14). Theme 2a, host country: shaping entrepreneurial ideas through 
ethnicization, involves the interactions between immigrant entrepreneurs and 
their ethnic community or other ethnic groups in the host country (code 2a1) 
through which immigrant entrepreneurs shape the chosen entrepreneurial ideas 
in more detail. Immigrant entrepreneurs shape their entrepreneurial ideas and 
simultaneously create the feelings of being included in the ethnic groups. 
Ethnicization is manifested by the interactions with different ethnic groups (code 
2a1). The findings of this thesis indicate that generating entrepreneurial ideas 
through interactions with ethnic groups (code 2a1) is reflected by drawing 
inspiration from ethnic peers’ businesses, drawing inspiration from addressing 
the needs of countrymen and drawing inspiration from communicating with 
ethnic peers in the immediate network. 

Figure 14 Theme 2a Host Country: Shaping entrepreneurial ideas through 
ethnicization 

Drawing inspiration from ethnic peers’ businesses 

Immigrant entrepreneurs are influenced by peers’ businesses when these 
entrepreneurs interact with them. They can be inspired by the ideas of their peers’ 
businesses. Such inspiration leads to the generation of entrepreneurial ideas that 
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are related to their peers’ businesses. These entrepreneurs learn how their ethnic 
peers create their businesses ideas.  
In case 1, George and Haidar generated their entrepreneurial idea of a 

Lebanese restaurant by interacting with their ethnic peers in Stockholm who own 
Lebanese restaurants. George and Haidar have a large network of peers from 
Lebanon who live in Sweden. In Jönköping, these two entrepreneurs are 
members of a network of peers from the Middle East. They meet other peers at 
football games, church meetings or when celebrating other events such as 
wedding or birthdays. Through this network, they gain access to different Middle 
Eastern communities in Sweden.  

” George has relatives in Stockholm, and they told him that Lebanese restaurants in 
Stockholm are doing very well. Many people come to dine at the (Lebanese) restaurants. 
People think that Lebanese food is tasty. We read on the internet or from the news, 
there was a Cafe Beirut in Stockholm. That was the first well-known restaurant/café 
in the area” (Haidar, entrepreneur, Taste of Beirut). 

The two entrepreneurs were inspired by the idea of running a Lebanese 
restaurant when they found out that such restaurants were becoming popular in 
Stockholm. It took them two years to further develop the entrepreneurial idea of 
a Lebanese restaurant. During the two years, they went to Stockholm a few times 
to meet their peers and to learn how their peers ran Lebanese restaurants there. 
The two frequently spent time together discussing the idea while taking a walk 
or working out together in a gym. Through these visits to Stockholm and learning 
from their Lebanese peers’ businesses, they pictured what it would be like to have 
such a Lebanese restaurant in Jönköping, where there was a potential market.  
In the second case, Victorine was influenced by the idea of running a beauty 

salon business by one of her friends who is an African-British woman who runs 
that business. 

“Victorine had difficulties in finding a job after her studies. She came up with this idea 
of opening a business after seeing how it was going for me” (Case 2, Remi. Victorine’s 
family friend, Afro Business Center). 

Victorine knew Remi through the African community in Jönköping and 
Huskvarna. She was inspired by the idea of running a beauty salon in Huskvarna 
through Remi’s experiences in running this type of business in Jönköping. 
Victorine had known Remi for a long period of time as a friend and learned many 
things in the beauty salon through Remi because they meet frequently and shared 
their experiences.   
When generating entrepreneurial ideas, immigrants are influenced by the 

types of businesses that their peers are running. Their entrepreneurial ideas are 
related to the ethnic peers’ businesses at different levels. Immigrants can generate 
their entrepreneurial idea as the same idea as their peer’s business, as illustrated 
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in case 1, or immigrants are inspired by the idea and use part of their peer’s idea 
to generate a new entrepreneurial idea, as illustrated in case 2.  

Drawing inspiration from addressing the needs of countrymen 

Entrepreneurial ideas can be generated while immigrants attempt to respond to 
their countrymen’s needs. In the second case, Victorine generated her ideas by 
trying to meet her own needs and the needs of her African peers. Victorine felt 
that she had difficulties in sending goods to Cameroon, and her friends also had 
the same problem. She generated an idea to ship goods from Sweden to 
Cameroon and from Cameroon to Sweden. However, this idea required a 
considerable amount of financial support, which Victorine was not able to 
accommodate at that time. Simultaneously, Victorine had difficulties buying hair-
care and skin-care products for herself, and in interacting with her friends at 
different events and meetings, she found that many of them had the same 
problem. Connecting with the idea of a beauty spa, Victorine wanted to have an 
idea to serve the African community in Jönköping by providing hair-care, skin-
care, and ethnic food products. 

“I focus on skin, hair, and the food. That’s what they need. I need them myself, and so 
do they (Africans living in Jönnköping and Huskvarna)” (Victorine, entrepreneur, 
Afro Business Center). 

In Victorine’s case, her entrepreneurial idea was generated based on African 
women’s needs for beauty products. While feeling very excluded from the 
mainstream society in Sweden, Victorine focused instead on establishing very 
close connections to the African community in Jönköping, including different 
African ethnic groups and nationalities. She was surrounded by a large network 
of Africans who lived in Jönköping and Huskvarna. She created strong bonds 
with this ethnic community by participating in different events that this 
community organized. Victorine also took the initiative to create events to gather 
different African groups to create a large community.  

“We meet during gatherings, for example, at parties, birthday parties, wedding parties. 
I feel that I’m very outgoing and easy to be friends with” (Case 2, Victorine, 
entrepreneur, Afro Business Center). 

By associating with the African community, Victorine felt included in the group, 
unlike the feelings of being socially excluded from the Swedish mainstream 
society. These feelings of being included and being appreciated infused how 
Victorine generated an entrepreneurial idea of serving Africans’ needs, which 
explains why she did not generate an entrepreneurial idea focusing on Swedish 
customers, instead focusing on the African groups in Jönköping.  
  The fact that immigrant entrepreneurs generate entrepreneurial ideas by 
addressing their countrymen’s needs shows that there is a relationship between 
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how closely they are connected to their ethnic community and how well the 
entrepreneurial ideas are related to serving the needs of the ethnic community.  

Drawing inspiration from communicating with ethnic peers in the 
immediate network 

Immigrant entrepreneurs are inspired to generate entrepreneurial ideas through 
interactions with their ethnic peers in the immediate network such as close 
friends and family members. 
In all four cases, the immigrant entrepreneurs generated their entrepreneurial 

ideas through discussions with their business partners, immediate families and 
relatives and their friends. In case 1, Haidar and George were inspired by the 
Lebanese restaurant business through meeting and visiting George’s close friends 
who owned Lebanese restaurants in Stockholm. In the second case, Victorine 
often met her African peers at different events and meetings in Jönköping, and 
as a result, she generated entrepreneurial ideas by meeting the different needs of 
the African group. She also exchanged her thoughts with her cousin, Manuel; her 
sister, Christina; and her close friend, Remi, who inspired her due to their unique 
needs to ship goods to Cameroon, find ethnic foods and find hair-care and skin-
care products. 
In the third case, by communicating with the Mexican classmates who were 

enrolled in the same master’s program at Jönköping University, Hector generated 
the idea of running an IT programming business with this Mexican peers.  

“I remember the days that we (Hector, Jose and Jan, all from Mexico) were in the lab 
in the engineering school at Jönköping. We talked about the idea of running a business 
on IT programming, and we were planning how to go further with the idea” (Case 3, 
Hector, entrepreneur, Tyeca Technologies AB).  

Over many discussions, the three decided to work together on the idea of 
providing an IT programming service between Sweden and Mexico through 
Hector’s parents’ business network.  
In case 4, Alicia discussed the idea on offering high-quality web design to 

Swedish companies with her husband and a Mexican friend living in Jönköping.  

“We (my husband and I) started talking that night. It could be a good idea if we do 
business between Sweden and Mexico related to IT. He began to think more and more, 
and then, many ideas came at that moment. It was after work when we arrived home. 
It was exciting to talk about it” (Alicia, entrepreneur, MT3 Technologies).  

Through a series of discussions with her husband, Sergio and the Mexican peer, 
Xavier, the three expanded the idea from offering a high-quality web design 
programming outsourcing service to offering a web design and software 
programming service. Such a service could be outsourced to Mexico using 
Mexican engineers with high quality, high efficiency, and creativity.  
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To summarize, discussing with members in the ethnic network influences the 
focus on the entrepreneurial idea. The evidence in the four cases shows that the 
entrepreneurial idea is generated based on either serving the needs of the ethnic 
community or learning from other ethnic peers’ business experiences through 
discussions.  
The four cases illustrate different levels of interaction with various ethnic 

groups. These close interactions reflect ethnicization efforts among immigrants 
that result in group attachment to their ethnicity. When feeling socially excluded 
in the host country, immigrant make efforts to connect and associate with their 
ethnic community or other ethnic groups in the host country.  
For immigrants, ethnicization creates the feelings of bonding with other 

ethnic peers, their ethnic community or their country of origin. These feelings of 
bonding influence the entrepreneurial ideas in terms of how the entrepreneurial 
ideas are generated and shaped based on the needs of the ethnic community or 
promoting the values of the ethnicity or home countries in the host country. 
Table 16 presents selected quotations from the interviews that support code 2a1 
host country: generating entrepreneurial ideas through interactions with ethnic 
groups. For additional quotations from the interviews that support code 2a1, 
please see appendix 1.3. 

Table 16. Host Country: Generating entrepreneurial ideas through interactions with 
ethnic groups, selected evidence 

Case Representative  quotations  
First-order category: Host Country: Generating entrepreneurial 

ideas through interactions with ethnic groups 
1 Haidar, entrepreneur, Taste of Beirut 

It was an idea that we had had for a long time, me and George. We often went to 
Stockholm. We had close friends there. We had friends who had Lebanese 
restaurants in Stockholm. Their businesses went well. We thought that it might 
work in Jönköping. We tried to create the business, and we succeeded. 
We often took a walk together, and we discussed the idea of a Lebanese restaurant 
in Jönköping, and we worked it out together. 
We meet at weddings or churches. Almost everybody knows each other. Then, when 
people work in the same sector, we see each other often. There are associations, and 
there are churches. If there are new people who come and they have questions, we 
may get to know new people through common friends. 
If you have common interests, like playing football, then you can meet each other 
often. 
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2 Christina, Victorine’s sister, Afro Business Center 
One time, she told me that she was considering whether she could do a shipping 
business - a shipping container business from Sweden to Africa. 
Victorine, entrepreneur, Afro Business Center 
It was March 2009.  I invited Manuel for dinner and told him, ‘Manuel, I will 
start the business’.  
I talked to Remi about it too, and she was so happy.  I told her that I would make 
it happen.  
I asked, what do I myself need; we need products for hair, products for hair for 
women.  
I thought the idea could be body cream for dark-skinned people in Sweden. It is 
hard to get that here in the Swedish market. 
I thought about food, African food as well, because we need to get our own food. I 
thought, okay, I could combine these three things (hair, skincare and food), so I 
can have them all at the same time if possible. 
We had Nigerian Cameroonians, Ghanaian Cameroonians. That means 
Nigerians who were born and grew up in Cameroon. They have Cameroon 
citizenship. Their parents are from Nigeria and Ghana. For the African union, 
we have Nigeria, Ghana, Uganda, Tanzania, and the Liberians and Guineans, 
Togo, Gambia. 
When we came here, we realized that we had a few Cameroonians who are here, 
and we had birthday parties. We had the idea that we can start, like, a gathering 
and meet every month and just have fun. That was the idea behind it. 
So, what I did was I went to my friends and told them the stories about my business 
and told them how interesting the business was. 

3 Hector, entrepreneur, Tyeca Technologies AB 
At that moment, it was only me and Jesus who worked on the project because we 
were with my family’s company. Jose and Jan Schneider, they were not involved in 
the project, but we talked about the ideas of how to be sole traders.  
When Jesus was still in Mexico, it was Jose and me who were here. When we were 
studying in the master’s program, we did not know if we were going back to Mexico 
and were going to set up the business there or if we would stay here.  We wanted to 
do some business with IT. That was 2004, 2005. 

4 Alicia, entrepreneur, MT3 Technologies 
I talked to my husband, and I told him, if I could develop a website, someone else 
could do in Mexico or we could do it together. We could open a company, and my 
husband brought in the bigger idea and said, ‘Why not talk to Xavier?’.  
When we meet all together, we tried, for example, this last Saturday, we had 
Mexican food for us to remember Mexico. Among my friends at the university, my 
friends and professors mention me and that I am developing a business. In that 
way, I think I have other friends who are not Mexicans but are involved in other 
industries. 
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6.4.2 Theme 2b Home country: Shaping entrepreneurial 
ideas through nostalgic reminiscence 

This following section corresponds to theme 2b, home country: shaping 
entrepreneurial ideas through nostalgic reminiscence, and code 2b1, generating 
entrepreneurial ideas through home country’s values (see figure 15). Theme 2b, 
home country: shaping entrepreneurial ideas through nostalgic reminiscence, 
involves the process in which immigrant entrepreneurs choose one or a few 
entrepreneurial ideas to specify them in more detail through being influenced by 
the feelings of longing for the home country and their wishes to experience the 
“good old days” in the home country. Nostalgic reminiscence is manifested by 
the immigrants’ attachment to the home country’s values (code 2b1). 
Entrepreneurial ideas are generated through home country’s values, which are 
reflected in drawing inspiration from feeling attached to the home country’s 
values and drawing inspiration from being proud of the home country. 

Figure 15 Theme 2a Home Country: Shaping entrepreneurial ideas through nostalgic 
reminiscence 

Drawing inspiration from feeling attached to the home country’s 
values 

Feeling attached to the values of their countries of origin, immigrants infuse 
different elements representing their home country into their entrepreneurial 
ideas. In the first case, not only were George and Haidar inspired by the idea of 
running a Lebanese restaurant through interacting with their ethnic network in 
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the host country but also they were inspired by the values of Lebanon. This 
explains why they specifically focused on Lebanese characteristics. For example, 
they wanted to incorporate shisha and belly dancing when they generated their 
entrepreneurial idea of a Lebanese restaurant. As a result, George and Haidar 
generated their entrepreneurial idea of running a Lebanese restaurant in 
Jönköping highlighting Lebanese cultural values. 
In the second case, Victorine’s idea of running a beauty salon and a food store 

was inspired by the values of Cameroon, missing the typical Cameroonian food 
that was served in her family back in Cameroon. 

“The Cameroonian element is mostly promoted through Cameroonian food. 
Cameroonians are so proud of their food” (Case 2, Victorine, entrepreneur, Afro 
Business Center). 

Victorine often organized gatherings with her African friends or fellow 
Cameroonians to socialize. On such occasions, they cooked different African 
dishes, including Cameroonian food.  

“When I came here (to Jönköping), I met her many times […] we ate our own food, 
and we talk more about Cameroon” (Case 2, Manuel, Victorine’s cousin, Afro 
Business Center). 

They often gathered once or twice per month to meet each other and to cook 
dishes from their African countries. Such activities strengthened the bonding 
between the different African groups of friends and also helped them maintain 
their attachments to their countries of origin. These activities influenced the 
process of how Victorine shaped her entrepreneurial idea connected to her home 
country, Cameroon. 
In case 3, Hector was attached to Mexico through his previous work in his 

family business. He tried to bring elements of Mexican culture to his 
entrepreneurial idea. 

“When you go to stores here in Sweden, you step in, you look around, and you can stay 
there 30 minutes and no one will ask you if you need something. When you go to 
Mexico, you walk into a store, and immediately, you have someone asking you what 
you need and how they can help you. That’s something that they didn’t do here, and we 
started offering IT support for private people at home” (Case 3, Hector, entrepreneur, 
Tyeca Technologies). 

Hector was inspired by the level of service mindset in Mexico that he thought 
was missing in Sweden. In Mexico, companies come to serve clients at their 
doorstep. Customers feel welcome when walking into a shop because the shop 
keepers greet them and talk to them, as explained above. He was inspired by the 
manner in which companies create a personal welcoming feeling for customers, 
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which he did not find in Sweden. He wanted to incorporate such customer 
service into his business idea in Sweden. When generating his idea for an IT 
programming company, he attempted to introduce the business culture from 
Mexico of being friendly and being there for customers to Sweden. 
Entrepreneurial ideas are related to the values of the home country at 

different levels across the cases. The difference depends on the point in life when 
the immigrant entrepreneurs came to Sweden (as a child or as an adult) and the 
length of time that they lived in Sweden. In case 1, George’s feelings of 
attachment to Lebanon’s values and customs might not as strong as Victorine’s 
feelings of attachment to Cameroon’s values because George came to Sweden at 
the age of 14 and had lived in Sweden for more than 35 years whereas Victorine 
grew up in Cameroon, came to Sweden at the age of 28 and had lived in Sweden 
for more than 13 years.  

Drawing inspiration from being proud of the home country 

Being proud of the home country influences how immigrant entrepreneurs 
generate entrepreneurial ideas. In case 4, Alicia is very proud of her country, 
Mexico, and she wanted to bring part of Mexico with her to Sweden. Being so 
attached to her home country, Mexico, she felt very homesick, especially during 
her first period in Sweden.  She would find different ways of creating something 
that had to do with Mexico so that she could feel as if she was home. During her 
first year in Sweden, Alicia made an attempt to further develop the idea of 
bringing silver products from Mexico to Sweden.  

“When I arrived here, I saw that it was an opportunity in the silver industry or jewelry 
industry, but somehow I wanted to bring Mexico with me. I felt that in my heart” (Case 
4, Alicia, entrepreneur, MT3 Technologies). 

Her second attempt at bringing part of Mexico to Sweden was during her third 
year in Sweden when she was working for a small Swedish company in 
Jönköping. Her new entrepreneurial idea was again infused with her love for 
Mexico. 

“I love my country. I know that there are fine qualities from Mexico. We really felt 
attached to the idea of bringing something from Mexico and giving opportunities to 
Mexican engineers who are not able to have these types of opportunities. I love my 
country, and I wanted to be attached to my country somehow and bring it here” (Case 
4, Alicia, entrepreneur, MT3 Technologies). 

Alicia generated two entrepreneurial ideas, and both of them were connected to 
the love she had for her home country. Working on entrepreneurial ideas 
connected to her home country, Mexico, Alicia wanted to create opportunities 
for herself to commute between Mexico and Sweden so that she could maintain 
the connection to her home country.  



Jönköping International Business School 

140 

Entrepreneurial ideas are influenced by the immigrant entrepreneurs’ 
emotional attachment to the home country with regard to how these ideas are 
generated to incorporate some elements of the home country, from a method of 
conducting business to an idea that has the potential to transfer from the home 
country to the host country. The entrepreneurial ideas are generated in a manner 
that connects to the immigrants’ home countries or in a manner that centers on 
bringing something from the home countries to serve the needs of immigrants 
in the host countries. Table 17 presents selected quotations from the interviews 
that support code 2b1 generating entrepreneurial ideas through home country’s 
values. For additional quotations from the interviews that support code 2b1, 
please see appendix 1.4. 

Table 17. Home Country: Shaping entrepreneurial ideas through nostalgic 
reminiscence 

Case  Representative quotations 
(First-order category: Shaping entrepreneurial ideas 

through nostalgic reminiscence) 
1 Haidar, entrepreneur, Taste of Beirut 

George is from Lebanon, and I am from Syria. The same food is eaten in the two 
nations. 
We had a lot of water pipes (shisha). We had belly dancing as well. It was a new 
feature that was a bit different. 

2 Victorine, entrepreneur, Afro Business Center 
Cameroonians are so proud of their food. We cook Cameroonian food at least 2 
or 3 times per week. 
I started with the food. The food was here because I focused on presenting my 
ethnicity from Cameroon. 

3 Hector, entrepreneur, Tyeca Technologies AB 
Most of the things that we’ve been trying to implement from Mexico here in Sweden 
are concerned with bringing both new services to Sweden and transferring the service 
mindset from Mexico to Sweden. We just do them, we try them; if they work, we 
keep them, and if they don’t work, we take them away.  
For example, something that we try, that happens in Mexico, it might happen as 
well in Stockholm or in Gothenburg. 

4 Alicia, entrepreneur, MT3 Technologies 
We cannot stop comparing Mexico to Sweden. We believe in people like us who 
are fighting to get better things for the country, and probably, I mean, we are doing 
something for the country. 
I love my country and Sergio, that’s why I connect to silver because I wanted to be 
attached somehow to my country and bring my country here.  
I would like to have an opportunity to go back and do business there as well as 
earn money here. 
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6.4.3 Concluding remarks on theme 2a and theme 2b 

Entrepreneurs in the four cases succeeded in generating and shaping their ideas. 
In case 1, Haidar and George’s entrepreneurial idea was a Lebanese restaurant 
that highlighted Lebanese cultural features. In case 2, Victorine generated a few 
entrepreneurial ideas: a beauty salon, a food store and a cargo business between 
Sweden and Cameroon. Then, she decided to work with the two ideas, a beauty 
salon and a food store, and attempted to find a method of combining these two 
ideas. In case 3, Hector and Jesus generated an idea of providing an IT 
programming service between Mexico and Sweden. The two entrepreneurs 
further shaped it into an idea of providing an IT programming service between 
Mexico and Sweden that implemented the Mexican service mindset, which 
emphasizes the principle of being there for the customers. In case 4, Alicia and 
Sergio generated an idea for a high-quality web design service for Swedish 
companies.  
Based on the entrepreneurial ideas that the immigrant entrepreneurs 

generated and shaped, the results indicate that these entrepreneurs in the four 
cases generated entrepreneurial ideas by drawing inspiration from both the home 
country and the host country. The inspiration and influences from the home 
country and the host country intertwined with each other.  
These findings show that the interactions between the immigrants and the 

home country and host country influence why they generated such 
entrepreneurial ideas and how they shaped these entrepreneurial ideas through 
clarifying their ideas by engaging specific groups of people such as their families, 
their ethnic networks in the host country or their relatives in the home country. 
In the four cases, the immigrant entrepreneurs interacted with their ethnic peers 
in the host country and their relatives in the home country during the process of 
generating and shaping their entrepreneurial ideas. 

6.4.4 Theme 2c Host country: Forming business concepts 
through utilizing ethnic resources 

This following section corresponds to theme 2c, host country: forming business 
concepts through utilizing ethnic resources, and code 2c1, gathering resources 
through the ethnic community (see figure 16). Theme 2c, host country: forming 
business concepts through utilizing ethnic resources, refers to the manner in 
which immigrant entrepreneurs utilize their ethnicity to create a business 
concept. After shaping an entrepreneurial idea, immigrant entrepreneurs create a 
business concept based on the idea. These entrepreneurs create different 
components in the business concept through a process of gathering resources 
through the ethnic community in the host country (code 2c1). These resources 
vary from labor and information to finance. 
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Figure 16 Theme 2c Host Country: Forming business concepts through utilizing 
ethnic resources 

Gathering labor and information resources from the ethnic 
community  

Immigrant entrepreneurs gather resources through the ethnic community in the 
host country to create different components of the business concept.  Two main 
types of resources that immigrant entrepreneurs gather are information and 
labor.  
In case 1, Haidar and George gathered these two types from their Lebanese 

community in Stockholm. Haidar and George generated their entrepreneurial 
idea for a Lebanese restaurant in Jönköping with a touch of Lebanese cultural 
features. To further develop this idea and form a business concept, they wanted 
to bring a taste of Lebanese culture to Jönköping. The business concept centered 
on food and culture. Through their Lebanese network in Stockholm, George and 
Haidar were able to acquire the necessary information on how to create a 
Lebanese food menu, how to set up a Lebanese kitchen and how to decorate a 
Lebanese restaurant. To create such a menu, the two entrepreneurs contacted 
their Lebanese peers in Stockholm and visited their restaurants to learn from 
their experiences.  
Through the Lebanese network in Stockholm, George and Haidar were able 

to find the right labor resource to create their business concept. Regarding food, 
to present typical Lebanese cuisine, they wanted to find a Lebanese chef. 
Through their Lebanese friends in Stockholm, they made contact with a chef 
from Lebanon and then brought him to Sweden to work in their restaurant. 
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Through this community, they were able to find a belly dancer who has a Middle 
Eastern background for their new restaurant in Jönköping.  

“It was through our contacts in Stockholm, through the people who we knew in the 
restaurant sector, that we were able to find staff members from Syria, Turkey, and 
Lebanon. All of our staff members are from the Middle East” (Case 1, Haidar, 
entrepreneur, Taste of Beirut). 

They wanted to find staff members who had a Middle Eastern background so 
that the restaurant would look more authentic. Through the Lebanese 
community in both Stockholm and Jönköping, they were able to recruit staff 
members who had a Middle Eastern background from different countries.  
In case 2, Victorine gathered resources from her Cameroonian and African 

community in Jönköping. A couple of friends gave her feedback and their 
opinions on her business plan for her business so that she could further develop 
her business concept. Victorine’s friends’ contributions helped Victorine find a 
more affordable alternative to import goods. Instead of importing from 
Cameroon, her friends found connections in Europe with whom Victorine could 
place orders for goods that she wanted to import to Sweden.  
By connecting to a large number of Africans living in Jönköping, Victorine 

was able to understand the needs of her African peers through interacting with 
them so that she could bring hair-care and skin-care products as part of her 
business concept. 

 “I asked most of the African women here from many African countries. I had their 
mobile numbers, I sent text messages asking which type of cream they used for their hair 
and skin. Then, I had all the replies, all the types they need for their use” (Case 2, 
Victorine, entrepreneur, Afro Business Center). 

Through gathering resources from the ethnic community, Victorine formed a 
business concept: a combination of a beauty salon and an African food store that 
provided food, hair-care and skin-care products to the Africans living in 
Jönköping.  

“I thought, okay, if I combine the beauty salon and African food, I can have them all 
available at the same time if possible” (Case 2, Victorine, entrepreneur, Afro Business 
Center). 

Entrepreneurs in cases 3 and 4 gathered human resources from their ethnic peers 
and other ethnic groups. They discussed and shared experience and information 
to form business concepts that were attractive to the market in the host country. 
In the third case, Hector and Jesus were in contact with an American 
entrepreneur who shared the same office corridor who helped them understand 
the profiles of the potential customers who they targeted and what types of 
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services that they could offer customers in Jönköping and how to approach these 
customers.  

“The input we had from Kelly was his experience, that he did something similar that 
we were doing in our business. He shared experience on how to create branding, the 
system and the services” (Case 3, Jesus, entrepreneur, Tyeca Technologies). 

They also discussed possibilities for creating new services with a Moroccan friend 
who ran a company in the same corridor.  

“Our discussions focused on making use of the experience, how to make a joint offer for 
the Mexican market. We also discussed a long-term strategy if Geeklab should focus 
on certain products and how to make it different, for example, having a mobile 
application separate from the website” (Case 3, Walid, Hector’s friend from Morocco). 

From the discussions with a couple of friends of foreign background who ran 
companies in the same corridor in Science Park, Hector and Jesus formed the 
business concept of offering software development to local Swedish companies, 
outsourcing a majority of the development part to Mexico.  
In the fourth case, through contacting a Mexican peer in Jönköping, Alicia 

and Sergio were able to form a team of entrepreneurs that included themselves 
and the Mexican peer, Xavier, who worked together with Sergio.  

“We discussed developing our uniqueness in the business concept. We think the business 
concept should be the combination of price, quality and efficiency. Instead of one engineer, 
we have the possibility of having 5 engineers working on that idea so we can speed up 
the development. I think it’s the uniqueness” (Sergio, entrepreneur, MT3 Technologies 
AB). 

Alicia also used the international network at the University of Jönköping to 
discuss and exchange information on her business. 

“My friends at the university and professors functioned as references for me and the case 
of my company that I was developing so that I could further develop the idea into a 
business concept” (Alicia, entrepreneur, MT3 Technologies AB). 

After a few months working together, Alicia, Sergio and Xavier succeeded in 
forming a business concept of offering Swedish companies a service of software 
development service with high quality, high efficiency and creativity. 

Gathering financial resources from the ethnic community 

Regarding financial resources, immigrant entrepreneurs face some obstacles to 
financing their ventures through bank loans in the host country. They rely on 
other funding resources from family and friends in their ethnic network in the 
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host country. For instance, in the second case, Victorine had difficulties 
borrowing money from the bank, and she was in a situation in which she could 
not develop different components of her business concept of beauty products 
and services for Africans living in Jönköping.  

“She had difficulties in getting money from the bank.  I remembered she asked for help 
from us. She needed money. The bank could not give her money” (Case 2, Remi, 
Victorine’s family friend, Afro Business Center). 

Through the help of the African community in Jönköping, she was able to raise 
sufficient financial capital so that she could import skin-care, hair-care, and 
African food products to Huskvarna, Sweden. Her cousin, Manuel, her sister, 
Christina, and her friend, Remi, contributed in raising financial support among 
their African friends in other cities.  
Gathering financial resources from members in the immediate ethnic network 

is one of the most popular alternatives for immigrant entrepreneurs to raise 
financial capital for their businesses. In the host country, immigrant 
entrepreneurs have difficulty applying for bank loans from local banks. Due to 
such difficulties, they must rely on their ethnic network in the host country to 
gain access to resources to form their business concept, which explains why 
immigrant entrepreneurs are attached to their ethnic community. Table 18 
presents selected quotations from interviews that support code 2c1 host country: 
gathering through ethnic community. For additional quotations from interviews 
that support code 2c1, please see appendix.1.5.  

Table 18. Host Country: Gathering resources through the ethnic community, 
selected evidence 

Case Representative  quotations  
(First-order category: Host Country: Gathering resources 

through the ethnic community) 
1 Haidar, entrepreneur, Taste of Beirut 

We needed a belly dancer, and it was through mutual friends in Stockholm that 
we found one. 
It was through the chefs in Stockholm whom we know that we made contact with 
a chef in Lebanon. We took care of the paperwork with the Migration Board in 
Sweden, and then, he came to Sweden to work for us. 
George, entrepreneur, Taste of Beirut 
We went to Stockholm to check out kitchens in Lebanese restaurants and to see 
how my Lebanese friends ran Lebanese restaurants. I wanted to check their menus 
to plan ours. 
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2 Manuel, Victorine’s cousin, Afro Business Center 
She borrowed my savings. She went to African friends to borrow money. They could 
afford to help her with the amount of money she needed to start the business. 

I was short on money (to help Victorine), so I even asked my friends in Växjö for 
help. They were willing to do that. When it came to the point where we could not 
have money, I had to go down to my credit cards. 
Victorine, entrepreneur, Afro Business Center 
My friends decided that they were going to help me by lending me a small amount 
of money. About 20 people lent me money, so I was able to buy the products. 
In the Cameroonian community, we have a group of people who contribute money 
every month. Each contributes 3000 Swedish krona every month, so, in total, every 
month, we create a fund of 30,000 Swedish krona. Then, once per month, a 
member will take out the total amount of money. 
Christina, Victorine’s sister, Afro Business Center 
She went to all of the banks, but it was really difficult to get a loan. She had to 
contact us, and she had to find a place to start a business, but she had little money. 
She could not start a business with a small amount of money. She had to borrow 
money. We had to help her with the little money we had.  
She called us many times when she was setting up her business. It was really 
stressful for her. 

3 Jesus, entrepreneur, Tyeca Technologies AB 
It was from a friend that we have here in Science Park. He is from the States, and 
at that moment, we were trying to look for customers. We started to talk more, 
and he shared his experiences in running his business. 
He reminded us that we had to find customers. We exchanged ideas on the IT 
system that Tyeca was working on, and he made suggestions on directions to develop 
it for the Swedish market and to find customers. 
Walid, Hector’s friend from Morocco 
We discussed aspects in regard to business, the way to manage companies, the way 
to develop companies, daily business management and long-term strategies, 
limitations, problems, discussing the Swedish market. We exchanged some software 
competences. They helped us develop our software.  

4 Alicia, entrepreneur, MT3 Technologies AB 
We asked Xavier (the third former co-founder) if he’d be interested in joining us 
to establish a company and he agreed. 
Xavier, with his experience, he had many ideas because of his work experiences in 
Sweden in the IT sector. 
We were interested, and we thought that it was possible because Xavier and Sergio 
had experience in the software industry here. They knew about pricing; they knew 
about processes. We suggested that we would reduce costs here, and there is a good 
business idea that we could work on together.  
We had the workshops. We started with weekly meetings. Every week, we had 
tasks for everyone. We brainstormed possible services to create our business concept. 
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6.4.5 Theme 2d Home country: Forming business concepts 
through utilizing ethnic resources 

This following section corresponds to theme 2d, home country: forming 
business concepts through utilizing ethnic resources, and code 2d1, using the 
home country as the resources of business concepts (see figure 17). Theme 2d, 
home country: forming business concepts through utilizing ethnic resources, 
refers to how immigrant entrepreneurs utilize their ethnic connections to the 
home country to form a business concept. During this process, immigrant 
entrepreneurs gather resources from the home country, for instance, information 
and labor resources.  

Figure 17 Theme 2d Home Country: Forming business concepts through utilizing 
ethnic resources 

Gathering information resources from the home country 

The immigrant entrepreneurs attempted to transfer their knowledge and 
experiences from the home to the host country. These entrepreneurs found 
inspiration to create components in their business concepts that were feasible in 
the host country.  
In case 1, the entrepreneurs were inspired by belly dancing from Lebanon as 

well as Middle Eastern countries; thus, they included belly dancing as one of the 
value-added features apart from the food. When George and Haidar decorated 
their Lebanese restaurant in Jönköping, they found inspiration by looking at the 
websites of restaurants in Lebanon.  

“We presented a menu so that customers could share food among a group of friends. It’s 
like people in the group have the same dishes and share among friends instead of having 



Jönköping International Business School 

148 

a separate portion per person. It is similar to what we have in Lebanon and Syria” 
(Case 1, Haidar, entrepreneur, Taste of Beirut). 

They introduced a family menu in which a group of people could share a number 
of courses for Swedish local customers instead of having individual portions. 
This collective style of dining is very popular in Lebanese and Syrian culture. 
In case 2, through gaining access to information in her home country, 

Victorine was inspired by some of the concepts in her home country such as hair 
extensions and African clothing. Victorine wanted to include a hair extension 
service as one of the components of her salon because she had experience 
providing this type of service when she was in Cameroon. She made an attempt 
to incorporate a section selling African clothes in her shop but decided not to go 
further with this component due to the competition with H&M.  

“All these things (hair and skin products) are from Cameroon. I grew up fixing hair 
and doing hair extensions in Cameroon, so I brought it here with me to Sweden” (Case 
2, Victorine, entrepreneur, Afro Business Center). 

In case 3, Hector and Jesus were triggered by inspirations in the development of 
Hector’s family business and new trends in the Mexican IT sector. They found 
ways to form their business concepts in Sweden based on these new trends in 
Mexico.   

“In terms of the idea concept, we’ve always been looking to our family business. I was 
always looking to my family business, especially in the same situation. In this case, we’ve 
been kind of mirroring the situation in Mexico here in Sweden” (Hector).  

Hector and Jesus incorporated additional customer services (such as being there 
for the customers and offering personalized customer service) into their main 
services in Sweden because they had experienced how positive additional 
customer services were offered in Mexico.  
In case 4, Sergio found inspiration to create a uniqueness in the business 

concept by applying the same concept from General Electric where he used to 
work in Mexico. 

“I would say that the difference between our company and other companies will be price, 
which is low, and having good or very good quality. In a way, I think I learned that 
idea from General Electric, where I worked before, and brought a new twist to the 
Swedish market” (Sergio, entrepreneur, MT3 Technologies AB). 

Utilizing information and knowledge from the home country plays a major role 
in creating a business concept in the host country.  While connecting to their 
home country, immigrant entrepreneurs acquire information and knowledge, 
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which provides them with the inspiration to create the different components of 
their business concept.  

Gathering labor resources from the home country 

In terms of labor resources from the home country, the immigrant entrepreneurs 
attempted to utilize labor resources from the home country to create a business 
concept in the host country. In case 1, George and Haidar brought a chef from 
Lebanon to work in their Lebanese restaurant.  

“I contacted a chef in Lebanon through my friend in Stockholm who had met him there 
in Lebanon. We exchanged ideas on different dishes, and I made the menu. He came 
to Sweden and worked for us for 2 years” (Case 1, George, entrepreneur, Taste of 
Beirut). 

This chef played a central role in providing a true Lebanese taste to the menu 
that George and Haidar created as the main component of their business 
concept. By employing a chef who had never worked outside Lebanon, the two 
entrepreneurs wanted to ensure that the taste of all of the dishes in their 
restaurant stayed as original as possible in relation to the taste in Lebanon. 
In the third case, the process of forming the business concept included 

gathering resources and contacts from their family business network in Mexico. 
Hector and Jesus developed their business concept concerning IT management 
and software development for the Swedish market. By utilizing the resources that 
they had in their home country, they were able to outsource their software 
development to Mexico and bring different components of IT management from 
the Mexican market to the Swedish market. Tyeca’s business concept was 
developed by utilizing the work force in the IT industry in Mexico and family 
business connections in Mexico and by transferring the service and product 
concept in the IT industry from Mexico to Sweden. The business concept 
included software programming, website design, and development for Swedish 
companies and individuals in Jönköping. 
In the fourth case, Alicia and Sergio’s business concept was developed 

through utilizing labor resources from their home country, Mexico. Their 
business concept centered on providing web design to companies in Sweden. 
The business concept of a web design service was created based on the 
knowledge and professional contacts that Alicia and Sergio had in Mexico. They 
knew people in their professional networks who were interested in working as 
freelancers and who were able to undertake web design and web tooling projects 
in Mexico.  

 “Sergio, my husband, met many engineers in the company that he worked at in Mexico 
and in his network of software developers. Some of them had their masters or Ph.D. 
They came back to Mexico and established their own companies, so they had knowledge 
about the processes” (Case 4, Alicia, entrepreneur, MT3 Technologies AB). 
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The components of the business concept that Alicia and Sergio developed were 
based on the resources of the network contacts that they had in Mexico. From 
their networks, they gathered resources of IT engineers who could provide high-
quality services to outsource the projects that Alicia and Sergio could create with 
companies in Sweden.  
In the four cases, the immigrant entrepreneurs gathered different resources 

from their home country to form the business concepts in the host country. They 
gained access to these resources through their family, friends and former 
colleagues in the home country. Through this process, these entrepreneurs 
maintained their feelings of attachment to their home country. Table 19 presents 
selected quotations from interviews that support code 2c1, the home country as 
resources of the business concept. For additional quotations from the interviews 
that support code 2d1, please see appendix 1.6. 

Table 19. Using the home country as resources of the business concept 

Case Representative  quotations  
(First-order category: Using the home country as resources 

of the business concept) 
1 George, entrepreneur, Taste of Beirut 

We set up the menu. We looked at others (restaurants), even interior decorations 
in the restaurants, and we were inspired by the idea. I looked at Lebanese 
restaurants in Lebanon apart from the Lebanese restaurants in Stockholm.  
Haidar, entrepreneur, Taste of Beirut 
There was no Lebanese restaurant (in Jönköping at that time). It was a totally 
new (concept). The Swedes came, many families came to see the belly dancing. It 
was nice. 

2 Victorine, entrepreneur, Afro Business Center 
I think Swedes know that we are Africans and we are good at doing hair 
extensions because, from the time that we’re small, we start learning it. I did hair 
extensions part-time during my studies, so I became even more effective. I am really 
good at doing it.  
Cameroonians like hair extensions. We do it as part of our daily activities in 
Cameroon. 
I had the idea that I could sell African clothes, which have very bright colors. In 
the end, I decided not to develop the concept. I wanted to do the salon instead of the 
clothes because they already have H&M here. It’s good to do something different. 
Having the salon was not popular here.   
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3 Hector, entrepreneur, Tyeca Technologies AB 
My connection with the company context in Mexico is to see what the other 
companies in IT offer in Mexico.  
On the other hand, my parents, they’ve always been my connection to see what’s 
going on in the market in Mexico. 
Some work is done there in Mexico. The reparations, they are done completely 
100% in Sweden; the software and things like that, I would say that around 70% 
to 80% are done in Mexico.  

4 Sergio, entrepreneur, MT3 Technologies AB 
I have been working in engineering in Mexico for 9 years, so I have a lot of friends, 
including people who are even still working at General Electric. 
Alicia, entrepreneur, MT3 Technologies AB 
Sergio has a really good network of engineers in Mexico. They are really brilliant 
guys who are not well paid in Mexico but who are capable of delivering products 
with high quality. 
One example is we have an expert in each area that we focus on in our business. 
Victor met Sergio before he moved to London to do his Ph.D. in augmented reality. 
He came back to Mexico and he established his own company offering an 
augmented reality service. He decided to work with us because he was really 
interested in what we were doing. 

6.4.6 Concluding remarks on aggregate dimension 2 

To summarize, group attachment plays a central role in how immigrant 
entrepreneurs develop their entrepreneurial ideas and form their business 
concept. Immigrant entrepreneurs utilize their connections to the ethnic 
communities in the host country and their networks in the home countries to 
generate an entrepreneurial idea, form a business concept and develop the 
components of the concept.  
To develop a specific entrepreneurial idea, the entrepreneurs in all of the 

cases relied on group attachment to the host country and the home country. In 
case 1, to develop the entrepreneurial idea of a Lebanese restaurant in Jönköping, 
Haidar and George drew inspiration from their Lebanese peers running Lebanese 
restaurants in the host country, in Stockholm, Sweden. Simultaneously, they drew 
inspiration from feeling attached to the home country, Lebanon, which explained 
why they wanted to develop the idea of establishing a Lebanese restaurant.   
In case 2, Victorine developed the idea of a beauty spa and food store for 

Africans in Huskvarna based on inspirations from both the home country and 
the host country. The idea of a beauty spa business was inspired by an African 
friend who ran a similar business in Jönköping. The idea of a food store for 
Africans drew inspiration from the values of her home country, Cameroon. 
Simultaneously, the idea of focusing on Africans in Huskvarna was influenced by 
her attachment to the African community in the host country.  
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In case 3, Hector and Jesus developed the idea of providing an IT 
programming service between Sweden and Mexico by discussing it with his 
Mexican classmates in the same master’s program at the School of Engineering 
at Jönköping University. In parallel to the influences from Sweden, values from 
Mexico made their mark on the idea when Hector was inspired by the level of 
service mindset in Mexico, which he could not find in Sweden.  
In case 4, Alicia and Sergio developed the idea of providing a web design 

service to Swedish companies in which the work was outsourced to engineers in 
Mexico based on exchanging ideas with each other and with a Mexican peer in 
Jönköping. Simultaneously, Alicia and Sergio were very proud of their home 
country, Mexico; thus, they wanted to promote the high quality that Mexican 
engineers could deliver to companies in Sweden.  
To form a specific business concept, drawing from group attachment, the 

entrepreneurs utilized resources from the host country and the home country. In 
cases 1 and 2, to form the business concept, Haidar, George, and Victorine 
largely relied on their ethnic communities in Sweden to gather the necessary 
resources. Haidar and George generated their entrepreneurial idea of a Lebanese 
restaurant in Jönköping, with very little detail concerning what the Lebanese 
restaurant would offer. Through the process of contacting the Lebanese 
community in Stockholm, the two entrepreneurs were able to form a business 
concept for an authentic Lebanese restaurant offering original Lebanese food 
with Arabic belly dancing. To offer original Lebanese food with a few 
adjustments for the Jönköping market, Haidar and George learned from their 
Lebanese peers who ran Lebanese restaurants in Stockholm to create their own 
menus for Jönköping. To provide the originality of Lebanese flavor, they asked 
their Lebanese friends to help them find a chef from Lebanon. To maintain an 
authentic level as a Lebanese restaurant, the two entrepreneurs employed staff 
members who had an Arabic background. These staff members were introduced 
by their Lebanese and Arabic friends in Stockholm.  
In case 2, Victorine developed her business concept, which was the 

combination of a beauty salon and a food store, through gathering resources 
from the home country and the host country. In the host country, Victorine 
utilized the African community in Jönköping to gather financial resources so that 
she could order products for her store. The African community consisted of her 
customers; thus, Victorine made use of her connections to the community to 
perform market research on the hair-care and skin-care products that her 
customers needed and the types of food that her customers wished to have. Her 
business concept was a combination of hair-care, skin-care and African food 
products. However, Victorine focused on the food from the beginning due to 
her attachments to her home country.  
In the third case, Hector and Jesus created a business concept to offer a 

software development service to the local people in Jönköping by interacting 
with other immigrant entrepreneurs working in the same office corridor in 
Science Park. The two entrepreneurs utilized the information resources from 
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their home country Mexico regarding trends in the IT industry and trends in 
customer service to form their business concept. As a result of this process, 
Hector and Jesus developed a business concept of software development for 
local companies in Sweden with personalized customer service. The 
programming was outsourced to Mexico through the company founded by 
Hector’s parents. In the fourth case, Alicia and Sergio formed a business concept 
of providing IT software development to companies in Sweden using an 
outsource team in Mexico with high quality, high efficiency and creativity. In 
cases 3 and 4, these entrepreneurs relied on their networks in the home country 
to form their business concept. In both of these cases, they contacted IT 
engineers in Mexico to create their outsource teams for the projects that they 
created with companies in Sweden. Their production process in these two cases, 
the programming process, occurred mainly in Mexico. Hector and Jesus made 
use of their family businesses in Mexico to gather the necessary resources to 
accommodate the software programming service that they offered to companies 
and individuals in Sweden. Meanwhile, Alicia and Sergio used their professional 
networks from their previous jobs in Mexico to create a team of engineers to 
whom they could outsource the software development service that they offered 
to companies in Sweden. 
The process of developing entrepreneurial ideas and business concepts is 

influenced by the interactions between the immigrants and the home country and 
the host country.  In these four cases, the entrepreneurial ideas and business 
concepts developed by the immigrant entrepreneurs were influenced by group 
attachment to the host country and the home country. Group attachment to the 
ethnic community in the host country provided inspirations and resources to 
immigrant entrepreneurs to develop their entrepreneurial ideas and business 
concept. Simultaneously, these immigrant entrepreneurs’ group attachment to 
their home country infused inspiration to develop their entrepreneurial ideas and 
provide access to resources in the home country.  
The findings indicate that, in the four cases, the immigrants’ economic action 

of being entrepreneurs was dependent on the interactions between the 
immigrants and the different actors in the home country and the host country. 
In other words, such economic actions are embedded in the home country and 
the host country, as illustrated in the table 20 below. The number 2 presented in 
the table corresponds to aggregate dimension 2 in the data structure (see figure 
9 in chapter 6). The numbers 2a, 2b, 2c and 2d correspond to the second-order 
codes 2a and 2b. The numbers 2a1, 2b1, 2c1 and 2d1 correspond to the first-
order codes. 
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Table 20. The influence of mixed embeddedness on developing entrepreneurial ideas 
and business concepts 

Opportunity 
creation process

Host country Home country 

2. Developing
entrepreneurial 
ideas and 
business 
concepts 
through group 
attachment 

2a. Shaping 
entrepreneurial ideas 
through ethnicization 
2a1. Generating 
entrepreneurial ideas through 
interactions with ethnic groups: 
Drawing inspiration from 
ethnic peers’ businesses, 
drawing inspiration from 
addressing countrymen’s 
needs, drawing inspiration 
from communicating with 
ethnic peers in the 
immediate network 

2b. Shaping 
entrepreneurial ideas 
through nostalgic 
reminiscence 
2b1. Generating 
entrepreneurial ideas through 
home country’s values: 
Drawing inspiration from 
feeling attached to the 
home country’s values, 
drawing inspiration from 
being proud of the home 
country 

2c. Forming business 
concepts through 
utilizing ethnic 
resources 
2c1. Gathering resources 
through the ethnic community: 
Gathering labor and 
information resources 
from the ethnic 
community, gathering 
financial resources from 
the ethnic community 

2d. Forming business 
concepts through 
utilizing ethnic 
resources 
2d1. Using the home country 
as the resources of business 
concepts: 
Gathering information 
resources from the home 
country, gathering labor 
resources from the home 
country 

In the second stage of the opportunity creation process, the mixed 
embeddedness in the home country and the host country influences how 
immigrant entrepreneurs develop their entrepreneurial ideas and business 
concepts. In terms of the host country, immigrant entrepreneurs are attached to 
the ethnic community, and based on the ethnic network in the host country, 
immigrant entrepreneurs develop their entrepreneurial ideas and gather resources 
from such networks to develop their business concepts. The findings in this 
thesis suggest that the ability to gain access to the ethnic network and ethnic 
resources in the host country plays an important role in how immigrants develop 
their entrepreneurial ideas and business concepts. Such findings are consistent 
with the results of the studies by Teixeira (2001), Portes, Guarnizo and Haller 
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(2002), Raijman and Tienda (2003), Waldinger et al. (1990) and Portes and 
Sensenbrenner (1993), who show that the ethnic network and ethnic resources 
influence what businesses immigrants establish. In terms of the home country, 
immigrant entrepreneurs draw inspirations from the values and practices of the 
home country to develop their entrepreneurial ideas (e.g. Light, 1972; Portes & 
Sensenbrenner 1993; Portes, 1998).  They gather resources from the network that 
they have in their home country to develop their business concepts (e.g. 
Piperopoulos, 2010).  

6.5 Aggregate dimension 3: Refining 
business concepts through societal 
connecting 

This following section corresponds to aggregate dimension 3, refining a business 
concept through societal connecting, in the data structure (see figure 18 below). 
Societal connecting describes the efforts of immigrants to participate in the 
mainstream society in the host country and to establish and maintain connections 
with the home country. Societal connecting facilitates refining business concepts. 
The aggregate dimension of societal connecting is composed of theme 3a, 

host country: refining business concepts through group-based trust building, 
theme 3b, host country: refining business concepts through acculturating, theme 
3c, host country: mainstreaming business concepts through a sense of belonging, 
and theme 3d, refining/creating home country: refining business concepts 
through reconnecting links. The following sections explain each theme in 
aggregate dimension 3. 
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6.5.1 Theme 3a Host country: Refining business concepts 
through group-based trust building 

This following section corresponds to theme 3a, host country: refining business 
concepts through group-based trust building, as well as code 3a1, creating 
credibility through contacts and experiences, and code 3a2, creating familiarity 
through associating business concepts with well-known values (see figure 19). 
Theme 3a, host country: refining business concepts through group-based trust 
building, involves building trust with the local and native people through 
promoting the values of the host country to gain the acceptance of the local 
people. Group-based trust means that people in a group may trust a person if a 
person shares values and customs that are similar to their own. This person is 
considered a member of the group.  
Theme 3a, host country: refining business concepts through group-based 

trust building, is manifested by code 3a1, host country: creating credibility 
through contacts and experiences, and code 3a2, host country: creating familiarity 
through associating business concepts with well-known values. Code 3a1, host 
country: creating credibility through contacts and experiences, refers to creating 
a business concept that shares the quality and features that the native people can 
believe in. It is reflected through using connections to the local people as 
references and using past experiences in the host country. Code 3a2, host 
country: creating familiarity through associating business concepts with well-
known values, refers to creating a business concept that attracts the local people, 
with the concept representing the same standards and values of the host country. 
It is reflected through associating the business concept with what has been well-
known in the host country. The purpose of building group-based trust is to seek 
the approval of the local and mainstream residents to find possibilities to expand 
the businesses. 
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Figure 19 Theme 3a Host Country: Refining business concepts through group-based 
trust building 

Code 3a1 Host Country: Creating credibility through contacts and experiences 

After forming the business concept with detailed components, the immigrant 
entrepreneurs in the four cases interacted more with their potential customers 
and their networks to offer their products or services.  
Because of their foreign background, immigrant entrepreneurs often have 
difficulty participating in the mainstream society of the host country, which leads 
to social exclusion in the host country. As a result, their potential customers as 
well as their potential business partners and networks are limited to their ethnic 
communities or other ethnic groups. To grow their businesses, immigrant 
entrepreneurs rely on the interactions not only between them and the ethnic 
communities but also with the mainstream society. These interactions lead to the 
further development of their businesses, which involves refining their current 
business concepts or creating new businesses concepts. 
Existing business concepts are refined or new business concepts are created 

through the interactions with local customers and residents. In all four cases, 
existing business concepts are refined through the process of interacting with 
different actors, for instance, potential customers, local residents or local 
organizations. In these cases, by using the connections of local people as 
references and by using past experiences in the host country, the immigrant 
entrepreneurs create more credibility. 

Using the connections of local people as references 

In terms of using the connections of local people as references, by creating 
credibility in this manner, immigrant entrepreneurs earn trust from local residents 



6 Findings 

159 

with whom they are connected to new possibilities that contribute to the further 
creation of new business concepts. In case 2, by using the connections of local 
people as references, Victorine succeeded in obtaining a loan with which she 
purchased the necessary equipment for her hair salon and developed the salon 
concept. Not having past experiences in Sweden to create credibility, Victorine 
established connections to people who worked at local organizations that 
support businesses.  

“These people at the Rotary Club, some of them provided me with business support. 
They contacted me through Nyföretagarcentrum. They read my business plan. They 
called me and said that they would like to help people with an immigrant background 
start businesses. So, they told me that they could help me with the right contacts” (Case 
2, Victorine, entrepreneur, Afro Business Center). 

From the beginning, Victorine relied only on her ethnic contacts. She had 
difficulties in connecting to the local network because she had limited contacts 
with local people. By connecting to local business support organizations, 
Victorine was offered a business coach, Per-Olof Öhling. Through the coaching 
process, Per-Olof got to know more about Victorine, and as a reference, he 
introduced Victorine to his network in Jönköping.  

“At the Rotary Club, I met different groups of people with different backgrounds. I 
presented my business concept to them” (Case 2, Victorine, entrepreneur, Afro Business 
Center). 

Through the contacts she made there, Victorine were introduced to a wider 
network of local people such as the Rotary Club and ALMI that provided her 
with good references so that she was able to obtain a loan from a local bank.  

“They (Rotary Club) helped me to make the budget plan. I had to contact the bank to 
get more money. They helped me, and the bank gave me 50 000 Swedish krona. That 
was the third year of the business” (Case 2, Victorine, entrepreneur, Afro Business 
Center). 

With this loan, she created a new component in her current business concept. 
Victorine used the loan to purchase the necessary equipment for her hair salon 
and developed the salon concept to meet Swedish standards so that customers 
would feel comfortable and believe in the quality of her service.  
In the third case, the two entrepreneurs, Jesus and Hector, the founders of 

Tyeca Technologies AB, experienced the same process as Victorine. Jesus and 
Hector created a new business concept named Geeklab that offers reparation 
services for electronic devices to local people. They wanted to move to the next 
level of tapping into the local market due to their new business profile and their 
foreign background.  
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“It is good actually, but we need to prove ourselves, that we are people worth trusting. It 
sounds really difficult, but that’s just the way it is here” (Case 3, Hector, entrepreneur, 
Tyeca Technologies AB). 

To conquer the local market, Jesus and Hector needed to create a business profile 
that was credible to local people.  They realized that getting to know the local 
people was the key element of creating credibility.  

“We have a friend […] who told me that I need to play golf. I don’t like it, but it’s 
not about the sport. If you are a business owner and you want relationships, that’s the 
place where you need to go” (Case 3, Jesus, entrepreneur, Tyeca Technologies AB). 

“We do not have friends our age. None. All of our friends are in their 40s, 60s or up. 
They are more than willing to help you because they see us as who they were. They try 
to give us references once they know what kind of values and quality we deliver” (Case 
3, Jesus, entrepreneur, Tyeca Technologies AB). 

The two entrepreneurs attempted to establish personal contacts with local people 
on different occasions and in different activities, for instance, playing golf to meet 
key people in the city. Jesus and Hector used these occasions to talk to people 
about the software program services that they offered.  
Through these interactions with local people, Jesus and Hector gradually 

created a trusted business profile. These interactions provided them with 
insightful information regarding the needs of the locals. Through this process, 
Jesus and Hector created a new business concept, Geeklab. 

“Then, we realized that it was something that we could make a business out of. We 
could use it (Geeklab) to get to know people. This is a small town, you cannot really 
just go, knock on the door, and say that we do software, but you get to meet a lot of 
people and get to know them and let them know what you do” (Case 3, Hector, 
entrepreneur, Tyeca Technologies AB). 

People in Hector and Jesus’s local network introduced their friends to the 
reparation service that the two entrepreneurs offered, which provided Hector 
and Jesus with opportunities to meet new people in the city.  

“Here in Sweden, we need to ask where to go and with whom. We cannot just simply 
go. We need to be invited. Someone needs to give us a reference. At least, I believe that, 
in business, the most important parts are the references […] and reputation (Case 3, 
Hector, entrepreneur, Tyeca Technologies AB).  

Apart from the network of local people, they used their Mexican professional 
network in Sweden to meet people who could provide them the right contacts 
to approach Swedish companies. 
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In the fourth case, for Alicia and Sergio, they created credibility through their 
interactions at their workplace where they were employed by local companies. 
They approached the companies that they worked for and proposed the services 
that they would like to offer to these companies. From these companies’ 
networks, they had the possibilities to reach out to new potential clients. During 
this interaction process, the two entrepreneurs developed a new component of 
their business concept, which was known as web tooling. This concept was 
created based on the needs of the companies that they worked for.  

Using past experiences in the host country to create credibility 

Regarding using past experiences in the host country to create credibility, in case 
1, the two entrepreneurs earned credibility from the past experiences of running 
different restaurants in Jönköping. 

“Actually […] we began with kebabs and pizza, and it was good money. We earned 
a lot of money, but we did not invest a lot. We didn’t make good investments like buying 
things, and we continued in this industry and earned a good reputation” (Case 1, 
George, entrepreneur, Taste of Beirut). 

 
Their past experiences in the restaurant sector in Jönköping helped them create 
credibility with the local people; thus, when they established a new restaurant or 
a new business, the local residents had already known what type of quality that 
they offered. The two entrepreneurs created a sufficient level of trust with local 
customers. Half a year after the opening of Taste of Beirut, based on the business 
concept of offering original Lebanese food, Haidar and George introduced a few 
special dishes from Lebanon such as frog or lamb meatballs in the menu for the 
local customers.  

“We changed a lot […] for example, we had to take away lamb meatballs and frogs. 
So, it depends on the price and if people want to eat or not. We had lamb meatballs. 
We made them with garlic, onion, lemon and some cumin and olive oil, but the local 
people did not want them. They were very special, but the Swedish people didn’t like 
them, so we removed them from the menu” (Case 1, George, entrepreneur, Taste of 
Beirut). 

 
The customers’ reactions were not positive; thus, the two entrepreneurs adjusted 
the menu to the taste of the local people. Through personal contacts, the two 
entrepreneurs took over a restaurant space at the Jönköping International 
Business School campus and turned it into Taste of Beirut with a menu tailored 
to the needs of students.  
To summarize, the immigrant entrepreneurs’ use of the connections of the 

local people as references and past experiences in the host country facilitated 
how a business concept was refined. By using the two practices, these 
entrepreneurs created credibility for their businesses, which enabled these 
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entrepreneurs to extend their network to meet and establish connections with 
new people. Through such interactions, these entrepreneurs were able to create 
new possibilities to refine their business concepts. Table 21 presents selected 
quotations from the interviews that support code 3a1, host country: creating 
credibility through contacts and experiences. For additional quotations from the 
interviews that support code 3a1, please see appendix 1.7. 

Table 21. Host Country: Creating credibility through contacts and experiences, 
selected evidence 

Case  Representative quotations 
(First-order category: Host Country: Creating credibility 

through contacts and experiences) 
1 George, entrepreneur, Taste of Beirut 

I began my own business when I was 19 in Jönköping. Since then, I have started 
at least 7 or 8 restaurants.  
I owned restaurants in the past. I had restaurants with pizza and kebabs, so I 
had experience, and my colleague had experience with this kind of food. 
Haidar, entrepreneur, Taste of Beirut 
I knew the people who worked here before. They said that they would quit. I call 
them the ones responsible for the restaurant at the Jönköping International 
Business School Campus. It was a guy named Kjell, so we called and talked. I 
told him that we would be willing to take over the restaurant here, we had Taste 
of Beirut in Torpa, and we had studied here. It was definitely the case that there 
were a couple more people interested as well, but we took it. We have run it for a 
few years already. 

2 Victorine, entrepreneur, Afro Business Center 
They (Rotary Club) helped with the strategies of how to advertise the market. 
Every month, they advertised it in Jönköping Posten (JP) for free for me. They 
came to the shop and took pictures and showed me how to display the products on 
the shelf, and they sent it to Jönköping Posten as an advertisement. 

Per-Olof Öhling, Victorine’s business mentor at Rotary Club 

Through the Rotary Club, we helped Victorine present her business plan to 
ALMI and SEB. She received a loan from a bank and a loan from ALMI. 

3 Hector, entrepreneur, Tyeca Technologies AB 
We realized that no one really knows about the Mexicans sitting in Science Park 
who were really good at developing software for large companies in Mexico. It was 
not as easy as knocking on doors and saying, well, we did this kind of software for 
large companies in Mexico.  
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Jesus, entrepreneur, Tyeca Technologies AB 
We intended to connect with individuals who worked for a company and then offer 
our IT consultancy services. We realized that Geeklab had much more potential 
than just opening a door for Tyeca. And we started to realize that, “okay, this 
brand that we are creating is starting to have much more potential than just opening 
the opportunity for Tyeca”. So, we started focusing more resources […] in creating 
the image we have right now. Before, Geeklab was just the name. Then, we started 
creating the concept, the brand, promotion, marketing. We established the whole 
concept. 
It’s the network of Mexicans living abroad. We are a few Mexicans living in 
Sweden. There are not that many of us, if you compare, for example, the Mexicans 
in the U.S.A. or in Spain or Latin America. The Mexican government is 
promoting that we all get together in what they call chapters, and when we get 
together, it’s obviously about trying to promote the benefits and the growth of the 
community. 

4 Alicia, entrepreneur, MT3 Technologies AB 

We knew CombiQ and what we could offer them as web development, and I 
thought it was mainly based on that we worked there, they knew us, and we knew 
what could be beneficial to them.  

Code 3a2 Host Country: Creating familiarity through associating business concepts 
with well-known values 

Code 3a2, host country: creating familiarity, is reflected in associating the 
business concepts with what has been well-known in the host country. When 
interacting with customers, the immigrant entrepreneurs refined the existing 
current business concepts or even created new business concepts that better 
addressed the needs of the local customers. The entrepreneurs associated their 
business concepts with well-known values in the host country. Well-known 
values imply features or characteristics such as images, arrangements or messages 
that are familiar to the mainstream population in the host country. By doing so, 
the level of acceptance of the new services or products was higher among the 
local customers because, to a certain extent, they were familiar with these 
products or services. 
In case 1, when creating the concept of the restaurant, George and Haidar did 

not choose a Syrian restaurant as the concept because Syrian food was not well-
known to the local people, although the cuisines and cultures shared by Syria and 
Lebanon were very similar.  

“Even though everything is the same (between Lebanon and Syria), I think that offering 
a restaurant concept of Syrian food would not have the same effect. As I said, Lebanese 
was more popular; it was very popular in the media. Many people from Jönköping went 
to Stockholm, and they ate at Lebanese restaurants there. Because of that, it was easier 
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to advertise (a Lebanese restaurant than a Syrian restaurant)” (Haidar, entrepreneur, 
Taste of Beirut). 

The two entrepreneurs chose to associate their business concept with Lebanon 
and Lebanese culture because Lebanon was very well-known to the local people 
in Sweden. The name Taste of Beirut was more appealing in comparison with a 
name of a city in Syria. Beirut is a name that is known worldwide; thus, it was 
easier for these two entrepreneurs to create the business concept based on 
something that was already popular. 
The entrepreneurs in cases 3 and 4 realized that being exposed as an unknown 

foreign brand in Sweden was not a good method of attracting customers. They 
needed to create an impression on local customers so that they would feel 
familiar with what they offered and who they are. Instead of revealing to local 
customers that they are from Mexico, Jesus and Hector created their business 
concept of Geeklab to be as similar as to other competitors in the Swedish market 
regarding the language and designs as well as the activities that they performed.  

“In Sweden they feel hesitant about using our service: ‘they are doing IT; how does it 
work? They come from Mexico’. Local customers changed their ideas when I said that 
we were studying at the university. We came from Mexico, we studied IT in Mexico, 
but we studied IT here. That’s when they felt, like, “but they got to learn IT in Mexico 
and here”, so they felt comfortable that, yes, we have that part of studying IT in Sweden” 
(Case 3, Hector, entrepreneur, Tyeca Technologies AB). 

“It made a difference when they got to know us as Mexicans […] before they first tried 
our service; they were not that willing to try it. After they got their service done the way 
they wanted and that they got a little extra, then they called us and said that they liked 
our service. We called them after a few weeks or a few days just to ask how everything 
was working and if they needed something else. That was when they really appreciated 
it. At that time, they knew that we were from Mexico, and they changed their mindset” 
(Case 3, Hector, entrepreneur, Tyeca Technologies AB). 

These immigrant entrepreneurs did not observe that being portrayed in terms of 
foreignness in the IT sector in Jönköping was an advantage. It was actually a 
disadvantage for them. These entrepreneurs thought that customers did not trust 
them to leave their electronic devices with them and were hesitant to use their 
services if customers knew that they were not Swedes and that they were not 
from Sweden. 
In the fourth case, Alicia and Sergio experienced the same situation when 

meeting potential customers, presenting themselves as two entrepreneurs from 
Mexico and offering software development services to local Swedish companies. 
From the beginning, their company was named MT3 Mexican Technologies. A 
year later, the two entrepreneurs decided to change the name to MT3 
Technologies and removed the word Mexican from the company’s name due to 
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the unfavorable impression that their potential customers had with regard to the 
words Mexico and Technologies. Local customers were not used to knowing 
Mexico as a country that offered technology advancement services; instead, more 
commonly, Mexico was known as a tourist destination or as a country that 
produced taco dishes.  
In case 2, Victorine faced the difficulties of not being able to attract Swedish 

customers due to the foreignness of her store and how she set up things in her 
store as a method of conveying her business concept to local customers.  

“One customer, for example, she wanted to come in and wanted to try my services, but 
she did not come in. It took her about two years to come in the shop to ask about hair-
care products. She was interested, but she did not come in. She did not know how to 
approach me, but then in the end, when she came, she was my best friend. When you 
start to talk, then they will talk more and will like to know you and ask questions” 
(Case 2, Victorine, entrepreneur, Afro Business Center). 

What Victorine did was she adjusted how she displayed her business concept. 
Part of her business concept was to provide hair extension products. Instead of 
using photos of African women with different hair extension products, Victorine 
used pictures of Swedish customers to advertise.  

“After I installed hair extensions, I took pictures of the customers, mostly Swedish 
customers. Then, the Swedish people who were not previously willing to come in, when 
they saw their own Swedish women doing their hair in the pictures, they were willing to 
come in and try the extensions” (Case 2, Victorine, entrepreneur, Afro Business 
Center). 

By refining how she conveyed her business concept of promoting hair extension 
products to Swedish customers by using the image of Swedish women instead of 
African women, Victorine was able to attract more local customers to come to 
her store and buy products.  
To summarize, the business concepts in the four cases were refined in 

different ways to be associated with features or characteristics and images that 
were familiar to groups of Swedish customers. Table 22 presents selected 
quotations from the interviews that support code 3a2, host country: creating 
familiarity through associating business concepts with well-known values. For 
additional quotations from the interviews that support code 3a2, please see 
appendix 1.8. 
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Table 22. Host Country: Creating familiarity through associating business concepts 
with well-known values, selected evidence 

Case Representative  quotations
(First-order category: Host Country: Creating familiarity 
through associating business concepts with well-known 

values) 
1 Haidar, entrepreneur, Taste of Beirut 

The Lebanese restaurant in Jönköping is an example of how we create new trends 
in town. 
It’s the Middle East. It’s the same food. However, Lebanon is more well-known 
for its food and culture. There were a lot of tourists coming to Lebanon in the past. 
Other countries (such as Iraq, Iran and Syria) are more closed. 

2 Victorine, entrepreneur, Afro Business Center 
I practiced explaining to Swedish customers by explaining the different products in 
the store to Mats, my husband.  When Mats was there, most of the Swedish 
customers looked into the store through the window. They came in the store because 
they saw a Swede there. When he was not there, they looked through the window, 
and they went. They didn’t come in. 

3 Hector, entrepreneur, Tyeca Technologies AB 

According to the rules, we had to learn Swedish. We had to do everything in 
Swedish. We had to show a Swedish perspective. We tried to do every single thing, 
from design to our activities, in Swedish ways. In addition, we added the 
personalized service that we often offered in market such as Mexico and the 
U.S.A.  

We are just a regular Swedish company. Customers know that we go at it until 
they get the service done. When they get the service done and they are satisfied, then 
we can be open and say, yes, we are Mexican. 

4 Alicia, entrepreneur, MT3 Technologies AB 

Our company name, it was MT3 Mexican Technology. Then, we changed to MT3 
Technologies and eliminated the word ‘Mexican’. We had experience with local 
companies. When we mentioned the Mexican part of the name of the company, 
they had some doubts about what we do. They weren’t familiar with hearing that 
it was software made in Mexico. They probably associated Mexico with tacos but 
not software. So, it was difficult to make them understand that, even though we do 
tacos, we also have really capable engineers who have a really high level of experience 
and knowledge.  
When we had meetings and introduced ourselves as coming from MT3 Mexican 
Technology, people found it strange. We didn’t feel good when they smiled at us 
when we presented our company. We realized that the word ‘Mexican’ did not help 
us at all, and so, we removed ‘Mexican’, and now, it is just MT3 Technology. The 
general reaction was that they did not believe that we had good quality. 
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6.5.2 Theme 3b Host Country: Refining business concepts 
through acculturating 

This following section corresponds to theme 3b, host country: refining business 
concepts through acculturating, as well as code 3b1, host country: engaging in 
local life to understand customers’ mindsets, and code 3b2, host country: 
mastering the local language furthers the understanding of local customers’ needs 
(see figure 20).  Theme 3b, host country: refining business concepts through 
acculturating, describes how immigrant entrepreneurs adapt to the life in the host 
country while adjusting or creating the new products or services that they offer 
to both the local customers and their ethnic peers. Acculturating includes 
engaging in local life to adapt to the customs of the host country. It also involves 
mastering the local language.  
Code 3b1, host country: engaging in local life to understand customers’ 

mindsets, refers to participating in the local life of the host country through 
different activities. It is reflected in participating in different events and 
interacting with associations. Code 3b2, host country: mastering the local 
language furthers the understanding of local customers’ needs, is reflected in the 
immigrants’ efforts to learn and communicate in the local language.  
Host country acculturating provides immigrant entrepreneurs with 

knowledge to understand the needs of the locals. With this knowledge, immigrant 
entrepreneurs are able to refine their current business concepts or they can create 
new business concepts that serve the needs of the locals.  

Figure 20 Theme 3b Host Country: Refining business concepts through acculturating 
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Code 3b1 Host Country: Engaging in local life to understand customers’ mindsets 

Code 3b1, host country: engaging in local life to understand customers’ mindsets, 
includes different activities in which immigrants can participate. Immigrants have 
opportunities to meet different local people and understand the local mindsets, 
which helps them fine-tune their businesses in relation to the mainstream market. 
In comparison with the other three cases, in case 1, the two entrepreneurs 

had spent much more time in Sweden, given that they had been living in Sweden 
for over 30 years. They came to Sweden at a very young age and had been settled 
in Jönköping for many years: thus, they grew up and matured in the locale as well 
as went to primary school, secondary school, high school and college in Sweden. 
Jönköping was their home base and home town; thus, they understood how 
things functioned in Swedish society and the mindset of the local people.  

“I came to Sweden in 1979 when I was almost 14 years old, and I have been here for 
35 years. […] I have two cultures; I see the Swedish culture and I have seen the 
Lebanese culture, and I have been living with a lot of people from the Middle East, so 
I understand two cultures and two religions” (Case 1, George, entrepreneur, Taste of 
Beirut).  

They attempted to refine their business concept of Taste of Beirut to serve the 
local people. For example, they observed the trends in the Jönköping market to 
offer something new in the city. Their knowledge of the local life and the local 
mindset in Jönköping helped them develop a business concept and continuously 
refine this concept according to the taste of the local people.  

“We took away nuts because a lot of people were allergic. The rest of our ingredients we 
kept the same. Everything we make at home, we make in the restaurants” (Case 1, 
George, entrepreneur, Taste of Beirut).  

For example, once Haidar and George developed a Lebanese menu that 
promoted original Lebanese flavor, they offered the menu to the local people. 
Knowing that the local people might be allergic to nuts, they decided to remove 
them from the ingredients.  
   In case 2, Victorine targeted the Africans living in the cities of Jönköping and 
Huskvarna and provided services to meet their needs. When Victorine gradually 
realized that the profits from these groups of Africans were not sufficient to 
sustain her business, she started finding methods of offering services to meet the 
needs of Swedes and other ethnicities. Consequently, her original business 
concept underwent a process of refinement. 

“I think that one has to learn the culture to understand the local people. What happens 
is, if you go to Cameroon, you do as the Cameroonians do; if you come to Sweden, you 
do as the Swedes do. Try to fit in the society, try to learn to do what they are doing” 
(Case 2, Victorine, entrepreneur, Afro Business Center).  
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The more she was active in engaging in the local life by participating in activities 
for parents at the schools that her four children went to or by enrolling in a 
nursing program in Swedish and studying with the Swedes, the more she 
understood the needs of the local people and their mindsets. These engagements 
in the local life facilitated the process of how Victorine created a hair salon as an 
additional service in her business concept.  

“I realized that a Swedish customer, she came and she never came back because she 
might think the room behind the kitchen was not so convenient. The Africans, they 
never complained. I needed to make it more professional because I realized that most of 
the Swedes, when they did their hair, they wanted to feel relaxed in a nice setting like 
they experienced in other Swedish salons. It should be professional and convenient” 
(Case 2, Victorine, entrepreneur, Afro Business Center).  

Through such engagements, Victorine gradually understood the differences 
between what she offered and what they local customers would expect. The 
challenge for Victorine was to create a hair salon according to the Swedish 
standards that could help her attract local customers. 
In case 3, by engaging in the local life, Jesus and Hector were able to refine 

their business concept from offering IT programming services to local 
companies to create an additional service, Geeklab, which offered IT reparation 
services to local individuals. Jesus and Hector were very active in different 
activities when they realized that they needed to interact more with the local 
people.  

“To do better business, one should establish the connections with clients. We create really 
good relations with the people living in Jönköping. We are seen in town as the guys in 
Jönköping who help everyone fix their computer” (Case 3, Hector, entrepreneur, Tyeca 
Technologies AB). 

 
Through knowing the local people’s daily routines and their frequent activities, 
Hector and Jesus understood their needs. Hector was an active member of a local 
fitness club in Jönköping, and Jesus started taking up an interest in golfing and 
playing squash. These activities made them be engaged in the local life. By 
participating in these activities, their business concept was refined along the way. 

“I have started playing (Squash) now. I used to play a lot when I was in Mexico. When 
I arrived here, I was trying to play a little bit. It was a little difficult, the language and 
everything. I started doing it one and a half months ago. People in the club are really 
open. I found out that most of them work in the technology field, or are doctors or 
lawyers. They are interested in sports. They like talking about things and having this 
problem or that problem in the office and you know that kind of guy talk. In the end, 
it can lead to (business) opportunities” (Case 3, Jesus, entrepreneur, Tyeca Technologies 
AB). 
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Through participating in these social clubs, the two entrepreneurs were able to 
get to know local people from different professions. By interacting with these 
people, Hector and Jesus understood their specific needs. The two created 
specific services based on this understanding. The Geeklab IT reparation service 
was created as a new service in the business concept of Tyeca through these 
interactions.  

“Knowing the way people think and the things that people like gave us an advantage 
that we didn’t have when I started. We didn’t know that something evolved over time 
by meeting different local people in different places, activities and events. We started 
Geeklab with computer reparation, offering it to international students; then, we turned 
into locals, and we realized that, among all the locals, the 50+ sector is our market 
(Case 3, Hector, entrepreneur, Tyeca Technologies AB). 

“We meet other parents of my daughter’s classmates from kindergarten. We talk with 
each other, and it’s always the questions regarding our occupations and what we offer at 
our company” (Case 3, Jesus, entrepreneur, Tyeca Technologies AB). 

They started Geeklab to offer reparation services to international students who 
were studying at Jönköping University. After a while, throughout this interaction 
process (participating in social clubs and meeting other parents at the 
kindergarten where their children attend), Jesus and Hector were able to tailor 
the reparation services to the local people and some additional features for the 
target group over 50 years old.  
In case 4, the web tooling service was created based on the interactions 

between the entrepreneurs and local companies in the network of companies that 
they worked for. Alicia and Sergio had been working for local companies, and 
they were embedded in the work environment and their interactions with 
different companies in their professional networks.  

“In terms of web tooling, because we saw that companies that we knew needed these 
types of services. Sergio and Xavier were working in parallel with the companies that 
they already knew, so that’s why we created the web tooling service” (Case 4, Alicia, 
entrepreneur, MT3 Technologies AB).  

Based on these interactions, the two entrepreneurs understood what was missing 
in the market that they could offer to these companies as their clients. From the 
beginning, they wanted to offer only a web design service to these companies. 
However, due to their employment at a local company, CombiQ, they were 
connected to a network of local companies with which CombiQ worked. They 
realized that these companies might need more than a mere web design service. 
Alicia, Sergio and Xavier thought that web tooling was another service that they 
could offer to local companies. As a result, their business concept was modified 
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from offering only web design services to offering web design and web tooling 
services.  
To summarize, by engaging in local life through participating in various 

activities the entrepreneurs in the four cases were able to understand local 
customers’ mindsets, which enabled them to refine the original business concept 
to serve the locals’ needs. Table 23 presents selected quotations from the 
interviews that support code 3b1, host country: engaging in local life to 
understand customers’ mindsets. For additional quotations from the interviews 
that support code 3b1, please see appendix 1.9. 

Table 23. Host Country: Engaging in local life to understand customers' mindsets, 
selective evidence 

Case Representative  quotations  
First-order category: Host Country: Engaging in local life 

to understand customers’ mindsets 
1 George, entrepreneur, Taste of Beirut 

I always look for something new in the town. There was no Italian restaurant, so 
I created one. There was no Lebanese restaurant, so I created one.  
Haidar, entrepreneur, Taste of Beirut 
I came here (to Jönköping) in 1976 in February; I was 11 years old. We (my 
family: brothers, sisters, parents) still live here in Jönköping. 

2 Victorine, entrepreneur, Afro Business Center 
 The people we targeted then, they were all Africans. When the business started 
rolling, I think some changes started coming. I realized that not only Africans 
need these things, Swedish people, South Americans need them. Initially, I only 
focused on Africans. 
Christina, Victorine’s sister 
She has entered into politics. She calls Cameroon once per month when she has 
the time. She’s with Swedish people more. She goes out with them, has coffee with 
her co-workers. She has some Swedish friends who are politicians.  

3 Jesus, entrepreneur, Tyeca Technologies AB 
My wife is Thai. She’s been in Jönköping for 20 years. She was working a lot in 
restaurants. When we were in her restaurant, I used that place to approach new 
customers, using her as a reference. We used the large window. For example, we 
put promotions of Geeklab in that restaurant. That’s why the family is important.

4 Alicia, entrepreneur, MT3, Technologies AB 
Sergio and Xavier thought it could be really good if we could offer a web tooling 
service using their knowledge. They wanted to offer this kind of product, so it 
would be like a complementary service for local companies, and it could be a 
business for the company that they were working for because this company would 
be able to sell the web tooling service to other companies. 
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Our market is in Sweden now. I mean, we have had to go step by step since we 
are here and we have a network here. We decided to just focus here in Jönköping, 
Sweden. When we are more established, then we can move on to another country. 
I was working at a company that did advertising. I took some courses in software 
development, but it was really basic before I started working at that company. It 
was website development, and I learned how to build really basic homepages. Then, 
I started working at this advertising company and started using this knowledge 
that I learned even though I’m not an engineer. I realized I was capable of 
developing websites. I was able to do that, and companies here had the need; then, 
many Mexican engineers could do the same job even better. 
Xavier was only working in Sweden, so his experience was based on Sweden, but 
it was also really useful to know the processes that he experienced. 

Code 3b2 Host Country: Mastering the local language furthers the understanding 
of local customers’ needs 

Code 3b2 is host country: mastering the local language furthers the 
understanding of local customers’ needs. Mastering the local language is shown 
by the immigrant entrepreneurs’ efforts and proficiency in practicing the local 
language whenever and wherever possible. The level of entrepreneurs’ 
proficiency in the language of the host country influences entrepreneurs’ access 
to information in the local language, such as from the media or from 
communication with customers. Such access influences the refining process of a 
business concept. 
The immigrant entrepreneurs in the four cases had different levels of 

knowledge of the Swedish language. Some were very fluent, such as the two 
entrepreneurs in case 1, Haidar and George. Some were beginners, such as Alicia, 
one of the entrepreneurs in case 4. Some were in the process of mastering the 
Swedish language through daily practice, such as Victorine, Hector and Jesus. 
Their knowledge of the Swedish language helped them increase their 
understanding of the needs of the locals.  
In the second case, Victorine modified her business concept from focusing 

on African food (displaying the food section upfront in her store) to focusing 
more on hair-care and hair extension products for local people. She changed the 
setting of the store, bringing the hair-care section upfront and moving the food 
section inside the kitchen area. This change was partly due to her ability to 
communicate to local customers in the Swedish language.  

“I think the language influences customers. They come because now they feel comfortable 
presenting their problems to her and they are sure that she can understand them better. 
Even before, when Mats was there to help, there were some misunderstandings, and they 
just went away” (Case 2, Manuel, Victorine’s cousin, Afro Business Center).  

Victorine did not speak much Swedish when she first had her business, and most 
of the time, it was her Swedish husband who interacted with her Swedish 
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customers. She realized that, whenever he was in the store, Swedish customers 
came in often but, when he was not there, she seldom had Swedish customers.  

“I knew Victorine’s language skills definitely developed. At the beginning, her Swedish 
was not fluent. She started getting some Swedish customers, and she was forced to speak 
Swedish. At the beginning, when some Swedish customers came, her husband would be 
there to help, but later on, she was the one speaking Swedish even though husband was 
there” (Case 2, Manuel, Victorine’s cousin, Afro Business Center). 

She took time to improve her Swedish by trying to speak only Swedish to her 
Swedish customers. In doing so, she was able to develop her Swedish language 
skills. The more fluent she became, the more she understood that Swedish 
women were interested in hair-care products. They needed certain types of hair-
care products that were suitable to their ethnic background.  

“The Swedish women I met, they needed to increase the volume of their hair. I knew 
how to fix this, so I offered hair extension services here. They came here, I put out some 
candles, made them feel comfortable and fixed their hair” (Case 2, Victorine, 
entrepreneur, Afro Business Center).  

By mastering the Swedish language, Victorine created a welcoming atmosphere 
for her Swedish customers to drop into her store more often. Victorine gradually 
developed hair extension and hair-care services for Swedish female customers 
based on her daily interactions with them because she was able to read their 
minds by using the Swedish language.    
In the third case, Jesus and Hector had the same experiences as Victorine 

when making efforts to speak the Swedish language. The two had difficulties 
expressing themselves when they started speaking Swedish to customers. They 
received encouragement from customers based on their efforts to practice 
Swedish. The efforts paid off because speaking Swedish helped them understand 
the needs of the local market.  

“I think if I never spoke Swedish, I would just need someone to be by the desk. I think 
I can manage, but I will never perceive the real feelings that they have. If I don’t 
understand what they are saying, I will not understand the local market” (Case 3, 
Hector, entrepreneur, Tyeca Technologies AB). 

Based on their efforts to speak Swedish to local customers, Jesus and Hector 
were able to interact more with local customers and understood their specific 
needs related to computer reparation services. This additional feature of their 
business concept was created partly as an outcome of the process of 
communicating with the local customers in Jönköping in the Swedish language.  
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“When we started offering IT support for private people in their home, they did not need 
to leave their place; they just called us, and I would go there, and I would fix the problem 
for them. We could also pick up their devices at their home. They understood that this 
was nice, and they liked it” (Case 3, Hector, entrepreneur, Tyeca Technologies AB). 

Jesus and Hector added additional features to the business concept of Geeklab, 
the computer reparation service. As a result of such interactions, they created a 
pickup service to pick up electronic devices from customers’ homes because they 
knew that some people did not have time to bring their devices to Tyeca’s office. 
To summarize, for immigrants, one of the barriers to interacting with local 

people and better integrating into the local life is the local language. Not speaking 
the local language hinders immigrant entrepreneurs from interacting with the 
mainstream society to which the majority of potential customers belong. By 
mastering the local language, immigrant entrepreneurs create a welcoming 
atmosphere for potential customers to interact with them. Analogously, 
immigrant entrepreneurs who speak the local language of the host country feel 
welcome in conversations when interacting with local people. Immigrant 
entrepreneurs’ knowledge of the local language influences entrepreneurial 
opportunity creation. The entrepreneurial opportunity creation process affects 
the process of mastering the local language among immigrant entrepreneurs 
because these entrepreneurs will meet local customers on a daily basis when then 
run their businesses and, to create a welcoming atmosphere for their customers, 
they will make efforts to speak the local language. In this process, the current 
business concept is refined, and new business concepts are created, as illustrated 
in the findings. Table 24 presents selected quotations from the interviews that 
support code 3b2, host country mastering the local language. For additional 
quotations from the interviews that support code 3b2, please see appendix 1.10. 



6 Findings 

175 

Table 24. Host Country: Mastering the local language furthers the understanding of 
local customers' needs, selected evidence 

Case Representative  quotations  
(First-order category: Host Country: Mastering the local 

language furthers the understanding of local customers’ needs)

1 George, entrepreneur, Taste of Beirut 

Maybe it was good for me because of the language. I learned a lot of terms and 
better Swedish. 

Haidar, entrepreneur, Taste of Beirut 

At that time, there were not many immigrants, so it was easy to learn the language. 
We managed very well; we learned the language and then went to school with the 
Swedes. After 9 or 10 months, we could speak Swedish. 

2 Victorine, entrepreneur, Afro Business Center 

Regarding the hair section, I moved it to the front; we put it up front. I realized 
that hair was for everybody, for Swedish people. I changed the store layout, the food 
section was up front, so I put it in the back.  
When I speak Swedish, they feel more comfortable talking as much as they can. 
When I insist on talking in English, they speak little. If I want them to 
communicate with me even more, I speak Swedish, and they feel more comfortable. 
Swedish women want to increase their hair volume; okay, this market is a large 
market for Swedish people. 
The shop is on the main street, so people pass by every second […] After a while, 
I had to write the information on what we offered in Swedish. I did that in order 
to make Swedish customers know that I could speak Swedish.  
I feel l can integrate more with people I can understand and express my thoughts, 
which made it easy for me. In the beginning, it was not easy, people talked, and I 
didn’t understand anything. I felt outside the conversation.  

Mats (Victorine’s husband) understands my Swedish very well. I was not really 
good in Swedish, so I tried to put him in the business. He didn’t know much about 
products, he didn’t speak English, and I tried to explain most of the products for 
him. I trained myself to explain to these people because, in teaching Mats, I trained 
myself to explain things to Swedish people.  
Manuel, Victorine’s cousin, Afro Business Center 

The business helped develop her Swedish language. When I came to Jönköping 
from Växjö, the way she spoke Swedish to customers was much better compared 
to when I knew her when she started her business. Now, she communicates fluently 
with Swedish customers. 

3 Hector, entrepreneur, Tyeca Technologies AB 

It’s me who’s making contact with the client using only Swedish. I’m not really 
sure, it might be two years ago, but I myself saw that speaking Swedish was a 
necessity. 
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I feel more confident when speaking Swedish, and in regard to my clients, when we 
say that, they are ages 50 and up. Sometimes, they are not that good at English, 
so we need to speak Swedish. 
Jesus, entrepreneur, Tyeca Technologies AB 
I responded in Swedish. There were many things that I did not understand, and I 
told them to be patient, and they were. I thought that they did not like foreign 
people speaking Swedish. I tried to speak, but it was difficult, so they even helped 
me. There are many old people who don’t speak English, and they understand that 
it takes time for me to speak Swedish. It’s nice to see that they are very willing to 
wait for you to speak as long as you are willing to do that.  
I changed my perspective because I have a Swedish friend. He spoke perfect Spanish 
after 6 months in Mexico. […] The Spanish from Mexico, he understood 
everything, the jokes, everything. He was like a Mexican. Then, I realized how 
important and how well he adapted to Mexico because of the way he communicated 
in Spanish. When I was here, I noticed that, when I was just trying to push my 
English, I felt separated […].  I changed that perspective; well, I have to be part 
of the community. I needed to understand what people said, otherwise I felt ignored. 
I felt like there was a kind of gray box, and everything around me was happening, 
and I was not part of anything.  

4 
By the time the interviews were conducted, the business in case 4 was still in the 
startup phase; thus, the contacts with local customers were still very limited.  
Alicia, entrepreneur, MT3 Technologies AB 
I studied business administration and marketing, and I worked, and I have been 
working, for 6 years, in marketing. When I arrived here in Sweden… I decided 
to start studying Swedish. 

6.5.3 Theme 3c Host Country: Mainstreaming business 
concepts through a sense of belonging 

This section corresponds to theme 3c, host country: mainstreaming business 
concepts through a sense of belonging, and code 3c1, host country: creating value 
for local customers through localizing, in the data structure (see figure 21). 
Theme 3c, host country: mainstreaming business concepts through a sense of 
belonging, describes the feeling of immigrants’ bonding with the host country. 
Theme 3c, host country: a sense of belonging, influences how immigrant 
entrepreneurs refine their business concept to serve mainstream customers. It is 
manifested by creating value for local customers through localizing. Localizing 
refers to immigrant entrepreneurs’ efforts to develop feelings of attachment to 
the locale by growing up in the local area, creating family ties to the local people 
and developing the feeling of home in the host country. 
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Figure 21 Theme 3c Host Country: Mainstreaming business concepts through a sense 
of belonging 

Growing up in the local area 

In all four cases, the immigrant entrepreneurs expressed different levels of 
belonging and different degrees of mainstreaming their business concepts. In 
case one, prior to the establishment of Taste of Beirut, the two entrepreneurs 
had been living in Sweden for over 30 years, and they self-identified as Swedes. 
Their own families and extended families lived in Jönköping, which made them 
even more attached to the place, which reflected a great extent of belonging. 

“I feel Swedish. When I look in the mirror, I see myself as Swedish, but when Swedish 
people look at me, they see me as Lebanese” (Case 1, George, entrepreneur, Taste of 
Beirut). 

This feeling of belonging affects the manner in which these entrepreneurs created 
their business concept. From the beginning, they created the business concept to 
serve the mainstream Swedish customers in Jönköping, not the ethnic Lebanese 
who lived there.  

“Not even 1% of our customers are Lebanese. We don’t open for the Lebanese people. 
We open for the Swedish people because they have the money; they want to eat another 
culture’s food. The Lebanese, they have it in the house, their home, you have the food in 
your home; they don’t go out and eat because they make it another way” (Case 1, 
George, entrepreneur, Taste of Beirut). 
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Partly growing up and maturing in Sweden, the two entrepreneurs had created a 
sense of belonging to the country. For them, Sweden is their home country, 
which partly explains why their business concept focused on serving local 
Swedish customers instead of their ethnic peers. For the time being, they plan to 
refine their menus to keep pace with the development and new construction in 
the city of Jönköping. 

Creating family ties to the local people 

In case 2, Victorine focused on African customers from the start; however, she 
shifted the focus to more Swedish customers as part of the process of interacting 
with local Swedish people. The development of her business concept showed 
that the refinement of different business components was oriented toward the 
local market such as moving the food section from the upfront position in the 
store to the backdoor position and replacing the upfront area with products that 
were more appealing to the Swedish customers.  

“I changed all the things that were here in the front part of the store. I tried to take 
them away. The African food, it is particularly ethnic. Here, it is both Swedish and 
African, the hair-care section and the hair salon. There, it’s just African (the food 
section). Here, it’s everybody. I can serve all of the groups, Swedish women, Swedish 
girls, African women, African girls” (Case 2, Victorine, entrepreneur, Afro Business 
Center). 

Victorine has moved from a position of feeling rejected to a position of feeling 
like she is part of Sweden. Victorine’s family and part of her extended family live 
in Jönköping, Stockholm and Malmö. Having a brother, a sister, and a cousin 
who live in Sweden makes Victorine more attached to the place.   

“I feel I’m part of Sweden. I have the confidence to speak exactly how I feel, what I 
think, what I want, how I want it to be. I’ve gone through a lot in Sweden. I’ve just 
become stronger and more confident. I’m just confident enough to talk about how I feel 
and what I want” (Case 2, Victorine, entrepreneur, Afro Business Center).  

The latest component that she created in her business concept was the hair salon, 
and she designed the place in Swedish style to attract Swedish customers. 

“I bought professional equipment for the hair salon to make it comfortable so I could 
wash hair. We do hair extensions here. I bought a little bit of furniture and the table 
to put candles on that so they have a calm environment. The customers sit comfortably 
in the salon when I put the hair extensions on them” (Case 2, Victorine, entrepreneur, 
Afro Business Center). 
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This refinement of her business concept was influenced by her adaptation to the 
Swedish environment in speaking the language, knowing the culture and having 
her immediate family and part of her extended family here in Sweden. This 
change in her business concept was also influenced by the development of her 
feelings of belonging in Sweden.  

Developing the feeling of home in the host country 

In case 3, having their own family in Sweden, making Jönköping their home and 
becoming Swedish citizens were how Jesus and Hector experienced localization. 

“For me and this country, I feel that this is my context. This is the country where I live, 
and this is my reality. I like the idea of living and respecting this place. My relation to 
Jönköping, I would say that this feels like a home […] This feels like a place where I 
can look back and see how it has changed in 10 years” (Case 3, Hector, entrepreneur, 
Tyeca Technologies AB). 

These feelings strengthened their focus on the local market. Such feelings 
contributed to how they refined the Geeklab business concept as a local Swedish 
computer reparation service brand serving different target groups such as private 
customers and middle-aged and senior customers (50 and above 60 years old, 
respectively) in Jönköping.  

“In the past, we said that Tyeca is a Swedish company run by Mexicans. But now, it’s 
a Swedish company run by Swedish citizens. We try to offer the Mexican service culture 
in the Swedish way. […]  Now, with this Swedish citizenship […] I feel like I have 
the same T-shirt as the other teammates (Case 3, Hector, entrepreneur, Tyeca 
Technologies AB). 

They felt as equally good as other Swedes, and these positive feelings created a 
sense of belonging and made them feel as if they were part of Sweden. Although 
Jesus and Hector feel that they have not 100% adapted to Swedish norms, the 
fact that their business development is intertwined with their localizing process 
makes their feelings of attachment to Sweden grow stronger on a daily basis.  
In the fourth case, Alicia and Sergio, the founders of MT3, have spent over 5 

years in Sweden, and they have started to feel at home in Jönköping. Their 
localizing process was just at the beginning. In this case, due to the startup stage 
of their business, the influence of how much they feel at home in Sweden on 
their business concept is unclear. 
To summarize, the sense of belonging influences how immigrant 

entrepreneurs refine and create business concepts to extend their focus on 
mainstream target groups. The more embedded they are in the local life in the 
host country, the more mainstream the business concepts will likely become. The 
gradual and continuous interactions with different actors in the host country 
create a sense of belonging among immigrant entrepreneurs. This sense of 
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belonging influences how the business concepts shift from focusing only on 
serving the ethnic communities to serving customers in the mainstream society. 
This process makes immigrants feel more accepted and feel as if they are part of 
the host society. When immigrant entrepreneurs develop the feeling of belonging 
in the host country, they create their own space in the local life. For them, being 
immigrant entrepreneurs can be a way to create their space in the host country 
where they feel that they belong, they feel important, they feel less subordinated 
because they can prove to the host society that they can do as equally well as the 
natives. Table 25 presents selected quotations from the interviews that support 
code 3c1, host country: creating value for local customers through localizing. For 
additional quotations from the interviews that support code 3c1, please see 
appendix 1.11. 

Table 25. Host Country: Creating value for local customers through localizing, 
selected evidence 

Case Representative  quotations  
(First-order category: Host Country: Creating value for 

local customers through localizing) 
Case 1 Haidar, entrepreneur, Taste of Beirut 

I have lived here for 37 years. Sweden is a very good country. I’m thankful to 
have come here, especially with what has happened now in Syria, the war in 
Syria, all the people will move away. Our relatives, they have a hard time there.

The construction of Mullsjö will start soon, and we have started considering 
refining or creating a new menu. We need to renovate as well. It’s been 10 years, 
and we have come a long way. We started to revise our menu, change it a bit so 
that we can follow (the development of the city). 

George, entrepreneur, Taste of Beirut 
My country is Sweden. 
I asked my children. Who are you? They said we are Swedish. And I have been 
in Sweden for 35 years and Lebanon for 14 years, so who am I?  
We don’t have a lot of Lebanese customers. Because we live in Sweden, we have 
to focus on addressing the needs of the Swedes. 

Case 2 Victorine, entrepreneur, Afro Business Center 

I felt comfortable in the sense that I have resources so that I can do things. I have 
somewhere to work; this is something that I wanted. I have my husband, I have 
my children, I’m happy. I have my friends who are around me and who support 
me. 
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Case 3 Hector, entrepreneur, Tyeca Technologies AB 

 We were really able to adapt to the context. My girlfriend and my little daughter 
are home when I get home from work. This is my home. 
I live in Sweden, and I need to conduct Swedish business. And I always try not 
to forget about the Mexican context, but of course, I focus on developing what I 
have here. I think about not only myself but also my daughter and her future. 
Here in Sweden, I follow the rules of the Swedish family because of my girlfriend 
and my daughter. 
I’m not really 100% adapted, but of course, I adapt more every day, every year.
I think that we have a future of doing things together; I think we can contribute 
to the development of Jönköping.  

I was with my girlfriend in Mexico; we were there for vacation. We were on our 
way back to Sweden, and we just, we landed in Gothenburg. As soon as we 
stepped out from the airplane, I felt that feeling, I’m finally home.  

Jesus, entrepreneur, Tyeca Technologies AB 

You know when you start to support local football, that’s when you realize that 
you are part of the local culture. 

When my daughter was born, I started seeing that she’s not Mexican, I’m 
Mexican, and she’s Swedish. So, for me to understand her, I need to be part of 
this system and everything, so I think that was the moment when I start to feel 
more attached to Sweden.  

Case 4 Alicia, entrepreneur, MT3 Technologies AB 
In the beginning, probably when we started MT3, we were more or I was more 
having those kinds of feelings of homesickness. Now, I can feel that this is my 
home. We have been here for 5 years.
Currently, I work at a company at Science Park. It’s called Invent Tech Europe. 
I do marketing research and marketing analysis. 

6.5.4 Theme 3d Home Country: Refining business concepts 
through reconnecting links  

The following section corresponds to theme 3d, home country: refining business 
concepts through reconnecting links, and code 3d1, home country: establishing 
new/strengthening connections to the home country, in the data structure (see 
figure 22 below). Theme 3d, home country: refining business concepts through 
reconnecting links, describes immigrants’ efforts to strengthen the attachment 
and the sense of belonging to their home countries. Theme 3d, home country: 
reconnecting links, influences how immigrant entrepreneurs refine their business 
concepts. Home country: reconnecting links involves establishing new or 
strengthening current connections to a home country, which enables 
entrepreneurs to utilize inspirations and resources from their home countries as 
their competitive advantages to refine their business concepts. 



Jönköping International Business School 

182 

Establishing new or strengthening current connections to a home country 
often involves creating new networks, finding partnerships or seeking new 
collaborations. These new connections facilitate refining or creating additional 
features of a business concept. Such connections also create opportunities for 
immigrant entrepreneurs to get in touch with their home countries and visit there 
more often, which strengthens their feelings of attachment to their home 
countries. It can be a method of getting in touch with the family members or 
relatives whom they still have in the home countries.  

Figure 22 Home Country: Refining business concepts through reconnecting links 

Creating new network to acquire resources 

In terms of creating new networks to acquire resources, the immigrant 
entrepreneurs used their current connections in the home country to create 
networks to acquire more resources. In case 2, such connections made it possible 
for Victorine to import new products from Cameroon to Sweden. She 
continuously created new connections to Cameroon by keeping in touch with 
one her sisters there and asking her for help in finding the products that Victorine 
wanted to import to Sweden.  

“I’m good at styling. When I watched this program like movies or TV shows, when I 
saw some styles that I liked, I looked at the type of hair, the color, I tried to find the 
texture of the hair […] We called one of our sisters (in Cameroon) and told her the 
type of hair that is good for that” (Case 2, Christina, Victorine’s sister, Afro Business 
Center).  
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Through the African community in Jönköping, Victorine established new 
connections to the local people, not only in Cameroon but also in other parts of 
Africa, to look for products or inspirations for the hair-care and skin-care 
products that she offered in Sweden. 

Seeking new collaborations and partnerships 

Regarding finding partnerships, from the beginning, Hector and Jesus’s business 
concept was related to Mexico through their family businesses at the early stage. 
With the current development of their business, they have created new 
connections to Mexico, not only within their family businesses networks but also 
with other networks. 

“We are trying to implement software that would be developed in Mexico with our 
colleagues in Mexico. We have a lot of friends who have companies and possibilities to 
develop software in Mexico, and our legal entity for conducting these transactions in 
Mexico is still my family company” (Hector, entrepreneur, Tyeca Technologies AB). 

Through such networks, Jesus and Hector were in the process of refining the 
business concept of Tyeca as a company that promotes international projects in 
IT and software development between Mexico and Sweden. The two intended 
to develop Tyeca as a company that connects Mexican IT companies to potential 
clients in Sweden. 
In terms of seeking new collaborations, in the fourth case, Alicia and Sergio 

used their networks in their previous jobs in Mexico to create new connections 
to acquire the resources of Mexican engineers who were willing to collaborate 
with them to develop a new service in augmented reality.  

“In Mexico, I have all my contacts. When we go back to Mexico, we usually meet with 
all of them. I meet potential suppliers who are my friends and they are very highly 
skilled, and they have a high level of education. They talk to me about what they have 
done, and they have become interested and have wanted to participate” (Case 4, Sergio, 
entrepreneur, MT3 Technologies AB). 

The most recent element of MT3’s business concept was augmented reality, 
which was created through a connection with a former colleague of Sergio’s. 
Sergio knew a friend and a colleague who used to work with him at General 
Electric in Mexico. His friend established a company in augmented reality in 
Mexico after pursuing a Ph.D. in the United Kingdom. Through maintaining 
contact with each other, Sergio and his friend discussed some possibilities for 
collaboration. Over several discussions, Sergio proposed integrating augmented 
reality as a service that MT3 could offer in Sweden to his friend because Swedish 
companies might be interested in such a service. 
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To summarize, by reconnecting links to the home country, immigrant 
entrepreneurs are able to acquire resources and new collaborations from the 
home country to refine their business concepts in the host country, as illustrated 
in the four cases in this thesis. Focusing on developing businesses in the host 
country market, immigrant entrepreneurs sometimes face situations in which 
they gradually lose contacts with their home countries, which may influence their 
feelings of attachment and belonging to the home country. By establishing new 
connections to the home country as a method of gathering additional resources 
to further develop the businesses for the host country market, immigrant 
entrepreneurs may find a way to maintain the feeling of attachment and 
belonging to the home country. Table 26 presents selected quotations from the 
interviews that support code 3d1, home country: strengthening/establishing 
connections. 
 

Table 26. Home Country: Establishing new/strengthening connections, selected 
evidence 

Case  Representative  quotations  
(First-order category: Home Country: Establishing 
new/strengthening connections, selected evidence) 

1 George, entrepreneur, Taste of Beirut 
 When I go to Lebanon, they have another culture, another dialect; they have 

another culture. 
I looked at the menus from Lebanon, from the U.S.A., from France, from Spain 
for Lebanese food, and I talked to a chef from Lebanon; I talked to him, I phoned 
him, I made contact with him through my friend who met him there in Lebanon, 
and he gave me ideas, and I made the menu, and you have to make the menu that 
you have. 

2 Victorine, entrepreneur, Afro Business Center 
 I connect to people travelling to Cameroon. One of Jerome’s friends traveled from 

Malmö to Cameroon. Jerome called me and informed me that his friend would 
travel to Cameroon and asked if I would like to bring product samples. If somebody 
travels from Stockholm to Cameroon, my cousin informs me about it. I would ask 
for the same favor. I will tell him to bring me some things as samples for potential 
products for my store. We can pay for the extra luggage. They connect me to people 
who travel to Cameroon. When they go there to Cameroon, I inform my sister and 
send money for the lists of things I want to buy. 
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3 Hector, entrepreneur, Tyeca Technologies AB 

To me, it’s a benefit to be able to do IT in Sweden as a Mexican because of the 
Mexican context; they feel and they think that we might know more about IT 
because we are in Sweden.  

There exists the network of Mexicans living abroad […] there are few Mexicans 
around here in Sweden […] in cooperation with the embassy with the actual 
Mexican government […] We were trying to connect with the entities […] in 
Mexico. 
My family company is working as a consultant for the government […], so they 
are really attached to the government and they follow government regulations […].

Jesus, entrepreneur, Tyeca Technologies AB 

We want to transform Tyeca into a company that provides a bridge for IT 
companies in Mexico to be connected to customers in Sweden […] then, we would 
reach the Mexican professional networks in Sweden and in Mexico. 

4 Alicia, entrepreneur, MT3 Technologies AB 
So, we have a specialist in different areas. For example, in augmented reality, 
Victor met Sergio before then he moved to London to do his Ph.D. on augmented 
reality. Then, he came back to Mexico, and he built his own company in augmented 
reality. He decided to work with us because he was really interested in what we 
were doing. We connect people from all countries. 
Sometimes, from my university, I have some contacts in Mexico or Europe or the 
United States. We keep in touch on Facebook, and then, through that, we ask 
them if they are interested in collaborating with us.  
From my side, it was more like emails because they were not my friends; they were 
just companies providing services. So, it was more like in my previous jobs; I was 
working for my companies, and I was in charge of those things, so it was more like 
more formal relationships. 

6.5.5 Concluding remarks on aggregate dimension 3 

In all four cases, the home country and host country influence the process of 
refining the business concept. Such influences vary from one case to another, 
depending on how the entrepreneurs are embedded in the home country and 
host country. In the first case, after launching the restaurant in Jönköping, their 
business concept was refined a few times. Haidar and George chose to associate 
their restaurant with Lebanese culture instead of Syrian culture, even though the 
two cultures share many similarities because Lebanon is more well-known than 
Syria is in Sweden. One of the core elements in the business concept was to offer 
a dining experience with the flavor of original Lebanese food. Based on past 
experiences in the restaurant sector, the two entrepreneurs had earned the trust 
of local customers. This helped them interact with customers and gain customers’ 
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trust in their new businesses. Based on these interactions, the two entrepreneurs 
removed some Lebanese ingredients to adjust to the local taste.  
In the second case, by building trust through the local business support 

organizations, Victorine received a loan from a local bank and used it to create a 
hair salon to offer hair extensions and hair-care service to both local Swedish 
customers and her ethnic peers. Victorine changed the setting of her business 
from having the African food section upfront to having the hair-care and skin-
care products upfront to attract local customers. She changed how she conveyed 
the image and message of her business concept from using African images to 
using Swedish photos and images. Her connections with the African network in 
Sweden provided her with opportunities to establish connections in her home 
country, Cameroon. Through these connections in Cameroon, she was able to 
create possibilities to import new products to Sweden. These products added to 
the changes in the business concept of her business. 
In the third case, Hector and Jesus added the Geeklab service to their original 

business concept of offering software development services to local companies 
in Jönköping. They created the Geeklab concept, which offers reparation services 
to local people. The Geeklab concept was continuously refined over recent years 
as a result of Hector and Jesus’s efforts to master the Swedish language, engage 
in Swedish society and maintain connections to their home country, Mexico.  
In case 4, Alicia and Sergio added two more services, web-tooling and 

augmented reality, to their original business concept of providing IT software 
development to companies in Sweden using an outsourced team in Mexico with 
high quality, high efficiency and creativity. In terms of web tooling, the service 
was created through the interactions between the entrepreneurs and local 
companies in the network of companies that they worked for in Sweden. 
Through such interactions, Alicia, Hector and Xavier were able to create a web 
tooling service that could attract potential clients who might need it in the near 
future. In terms of augmented reality, the service was created through the 
interactions between the entrepreneurs and their network in Mexico. By keeping 
in touch with a former colleague (and friend), Sergio discussed some possibilities 
for collaboration. As a result, augmented reality became a new service that MT3 
could offer in the Swedish market. 
The process of refining business concepts through societal connecting 

involved influences from both the home country and the host country. In terms 
of the host country, the level of language proficiency, participation in different 
activities and the sense of belonging influence how a business concept is refined. 
In terms of the home country, the extent of connection to the network influences 
how a business concept is refined. Table 27 below presents a summary of the 
influences of mixed embeddedness on refining business concepts. The number 
3 in the table corresponds to aggregate dimension 3 in the data structure. The 
numbers 3a, 3b, 3c and 3d correspond to the second-order codes. The numbers 
3a1, 3a2, 3b1, 3b2, 3c1 and 3d1 correspond to the first-order codes. 
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Table 27. The influences of mixed embeddedness on refining business concepts 

Opportunity 
creation 
process 

Host country Home country 

3.  Refining  
business 
concepts 
through 
societal 
connecting 

3a.  Refining  business  
concepts through group-
based trust building 
3a1. Creating credibility through 
contacts and experiences: 
Using the connections of 
local people as references, 
using past experiences in the 
host country to create 
credibility 
3a2. Creating familiarity through 
associating business concepts with 
well-known values. 
3b.  Refining  business  
concepts  through  
acculturating 
3b1. Engaging in local life to 
understand customers’ mindsets 
3b2. Mastering the local language 
furthers the understanding of local 
customers’ needs 
3c.  Mainstreaming  
business concepts through 
a sense of belonging 
3c1. Creating value for local 
customers through localizing 

3d. Refining business 
concepts  through  
reconnecting links 
3d1.  Establishing  
new/strengthening connections to 
the home country 
 
 
 
 
 
 

 
In the third stage of opportunity creation process, mixed embeddedness in the 
home country and the host country infuses the process of refining business 
concepts among immigrant entrepreneurs. Immigrants acculturate to the host 
country while maintaining connections to the home country (e.g. Berry, 1997; 
Lu, Samaratunge, Härtel, 2012). Immigrants gradually acculturate to the host 
country’s cultural and practices and develop an emotional attachment to the host 
country (e.g. Berry, 1997). Simultaneously, immigrant entrepreneurs create local 
networks that connect to local people (e.g. Jack & Anderson, 2002; McKeever, 
Jack & Anderson, 2015). Such embeddedness facilitates how immigrant 
entrepreneurs refine their business concepts to attract local customers, with 
features of the concepts that create an impression of familiarity for the local 
people. This is consistent with the results of a study by Wigren (2003), who 
emphasizes the importance of understanding social and informal networks. In 
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terms of the home country, immigrant entrepreneurs attempt to make efforts to 
maintain connections to the current network or to establish new network 
connections in the home country to gather resources. Such embeddedness 
enables these entrepreneurs to gather resources to refine the business concepts 
to modify current products or services or to create new products or services.  
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7 Discussion 

7.1 Introduction 

This discussion chapter centers on theory development regarding how and why 
immigrant entrepreneurs create an entrepreneurial opportunity through 
embedding processes in the home country and the host country. Therefore, in 
the first part of this chapter, the concept mixed embedding process as the 
interplay between the home and the host country is discussed. The second part 
of this chapter presents a model of opportunity creation as a social integration 
process. The discussion of this model centers on explaining the opportunity 
creation process through the following three levels of mixed embedding in the 
home country and the host country: (a) the individual level, (b) the group level, 
and (c) the societal level. Underlying the model of opportunity creation as a social 
integration process are the mechanisms of immigrant entrepreneurs’ embedding 
in the home country and the host country.  The third part of this chapter 
discusses these mechanisms. These mechanisms are facilitators (feelings and 
actions) that lead to entrepreneur’s integration into the local structure. In my 
thesis, these facilitators are feelings, actions and triggers listed in the first-order 
codes in the data structure. The chapter ends with concluding remarks on 
opportunity creation through mixed embedding. 

7.2 Mixed embedding process as the 
interplay between the home country 
and the host country  

The entrepreneurship literature discusses embeddedness as a concept that 
facilitates the understanding of economic activities in a specific context 
(Granovetter, 1985; Zukin & DiMaggio, 1990; Jack & Anderson, 2002). 
Embeddedness describes a process of creating ties to a specific context, which 
means that individuals’ actions are context dependent (e.g. Fletcher, 2006; Jack 
& Anderson, 2002; Jack, Dodd & Anderson, 2008). Previous studies which 
employ embeddedness (e.g. Jack & Adersson, 2002; Vestrum, 2014; McKeever, 
Jack & Andersson, 2015) relate embeddedness with a process approach; 
however, have not developed this concept employing such approach. In this 
thesis, extending the results of previous studies and taking the process approach, 
I suggest using the concept embedding instead of embeddedness to describe a 
continuous and ongoing process of interactions between an individual and the 
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context to create ties to a specific context.  Embedding illustrates a bidirectional 
interaction process, that is, entrepreneurs embedding in or drawing from the 
local context (Jack & Anderson, 2002; McKeever, Jack & Anderson, 2015; 
Vestrum, 2014), and entrepreneurs set influences and leaving their marks on the 
local context (Jack & Anderson, 2002; Vestrum, 2014; McKeever et al., 2015). 
However, in this thesis, I only focus on the process in which immigrant 
entrepreneurs are influenced by the home country and the host country.  
The purpose of this thesis is to examine why and how immigrant 

entrepreneurs create entrepreneurial opportunities through embedding processes 
in the home and the host country. Therefore, the embedding process in the home 
country intertwine with the embedding process in the host country to create 
entrepreneurial opportunities. Such intertwinement suggests that the interplay of 
the home and the host country facilitates the entrepreneurial opportunity 
creation process.  
In immigrant entrepreneurship, the literature suggests that interactions 

influence an immigrant’s entrepreneurial process (Porter & Sensenbrenner, 1993; 
Kloosterman & Rath, 2001). The interactions between immigrant entrepreneurs 
and the social, economic and institutional contexts are not limited to the country 
of residence but also extend to the country of origin (e.g. Aliaga-Isla & Rialp, 
2012; Turkina & Thai, 2013; Saxenian, 2002; Liu, 2012). Studies show that 
immigrants’ interactions in the host country can facilitate entrepreneurial 
opportunities; for instance, being in a specific location in the host country may 
provide immigrant entrepreneurs with possibilities to create a market niche (e.g. 
Zhou, 1998). As another example, obtaining an education in the host country 
can create a possibility for immigrants to start a business in a specific field 
(Saxenian, 2002). The results from previous research posit that interactions 
between immigrants and the home country can initiate entrepreneurial 
opportunities. For example, a study by Kwak (2013) shows that, by keeping 
updated on the changes in regulations in South Korea, Korean immigrants in 
Canada utilized the visa-free agreement between South Korea and Canada to 
establish education companies in Canada to host Korean students to come to 
Canada and learn English.  
The findings of my thesis suggest that not only the host country but also the 

home country influences the immigrants’ entrepreneurial opportunity creation 
process. The interplay between the host country and home country provides 
immigrant entrepreneurs with a unique position to be able to gain access to 
acquire inspiration and resources such as knowledge and information in both 
countries. Thus, based on these findings, I propose the concept of mixed 
embedding which is defined as an ongoing and continuous process of the 
interplay of the home country’s and the host country’s influences on immigrants’ 
business activities.  
In comparison with the mixed embeddedness perspective developed by 

Kloosterman et al. (1999), the concept mixed embedding that I propose takes 
the process approach and takes into account the influences of both the home 
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country and the host country on immigrants’ business activities. Mixed 
embeddedness perspective developed by Kloosterman et al. (1999) centers on 
understanding the interplay of socioeconomic and politico-institutional 
dimensions. This mixed embeddedness perspective (Kloosterman et al., 1999) 
focuses on the influences of the host country in which immigrants’ business 
activities occur. In contrast with the mixed embeddedness perspective by 
Kloosterman et al. (1999), mixed embedding does not concentrate on classifying 
these dimensions; instead, it focuses on the ongoing process in which these 
dimensions of the home country and the host country overlap and interact with 
each other. Based on the findings of my thesis, the interplay between the home 
country and the host country occurs at three different levels: between individuals, 
between individuals and groups and between individuals and the society. In my 
thesis, opportunity creation as a mixed embedding process occurs 
simultaneously. On one hand, creating an entrepreneurial opportunity influences 
the mixed embedding process. On the other hand, the mixed embedding process 
influences opportunity creation. Entrepreneurial opportunities are created 
through the mixed embedding process. In the next section, a model of 
opportunity creation as a social integration process is proposed and discussed.  

7.3 Opportunity creation through mixed 
embedding: a social integration process 

7.3.1 An overview of the model 

The following model illustrates the process of how an entrepreneurial 
opportunity is created through the process of immigrant entrepreneurs’ social 
integration into the home country and the host country. The model follows two 
logics: a vertical order and a horizontal order. According to the vertical order, as 
illustrated in figure 23 below, the model consists of three main phases of mixed 
embedding: phase 1(indicated by the number 1 in the model), the trigger process: 
self-esteem triggers immigrants to embark on a journey to be entrepreneurs 
(interactions at the individual level); phase 2 (indicated by the number 2 in the 
model), the development process: developing entrepreneurial ideas and business 
concepts through group attachment (interactions at the group level); and phase 
3 (indicated by the number 3 in the model), the refinement process: refining 
business concepts through societal connecting (interactions at the societal level). 
The sequence of these three stages is recursive, and the interactions in each stage 
can occur several times.  These three main phases correspond to the three 
aggregate dimensions in the data structure in figure 9 in chapter 6. Phase 1 
corresponds to aggregate dimension 1, phase 2 corresponds to aggregate 
dimension 2, and phase 3 corresponds to aggregate dimension 3 in the data 
structure.  
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According to the horizontal order, the model consists of three main blocks. The 
first block in the rounded rectangle represents the influences of the host country. 
The second block represents the core process of entrepreneurial opportunity 
creation: self-esteem triggers immigrants to embark on a journey to be 
entrepreneurs; developing entrepreneurial ideas and business concepts through 
group attachment; and refining business concepts through societal connections. 
The third block in the rounded rectangle represents the influences of the home 
country. An overview of each phase and element of the model is presented in 
this section. 
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The findings of this thesis suggest that the interactions between immigrants and 
the host country and the home country occur at the following three different 
levels: between individuals (the individual level), between individuals and groups 
(the group level) and between individuals and society (the societal level). 
Davidsson and Wiklund (2001) emphasize the importance of using multi-level 
analysis in studying entrepreneurship phenomena. The individual level refers to 
individuals’ internal feelings (such as feelings of being rejected, discriminated 
against or isolated) triggered by interactions with the context. The individuals are 
not isolated from the surrounding context; instead, they are embedded in the 
context. The group level refers to the interactions between an individual and 
networks such as different networks. The societal level refers to the interactions 
between an individual and institutions (rules and regulations, the culture, social 
norms or policies). The three levels co-exist and overlap with each other.  
 
Phase 1 trigger process as mixed embedding at the individual level  
This phase corresponds to aggregate dimension 1 in the data structure in in 

chapter 6 (see figure 9). The first phase of the model describes the trigger process 
that makes immigrants to be entrepreneurs. Immigrants are triggered to be 
entrepreneurs by the influences of social exclusion in the host country and the 
expectations of the family in the home country. The model illustrates a process 
of an immigrant who left his or her home country and arrived at the host country 
(see arrow 1 in figure 23). The immigrant left his or her “good old days” in the 
home country behind and started a new life in the host country. Being in a new 
country that is different from the home country, the immigrant might experience 
social exclusion (see box 1a in figure 23) in the host country due to not being 
able to find a job, ethnic discrimination or feeling lonely because of the lack of a 
network. This exclusion influences the immigrant’s self-esteem (see arrow 1.1 in 
figure 23). The immigrant might feel that he or she is not important to the host 
society, which lowers his or her self-esteem. Simultaneously, the immigrant’s 
desire for success (see box 1b in figure 23) makes the immigrant feel important, 
which increases his/her self-esteem (see arrow 1.2 in figure 23). Members of the 
immigrants’ family in the home country expect these immigrants to be successful 
in the host country. The immigrants would like to prove to the host country that 
they can be successful in having a job and having a life as good as the natives’. 
They would like to show their family in the home country that they are successful 
in the host country. Being unable to find a job, immigrants turn to creating jobs 
for themselves and embark on a journey to be entrepreneurs. In doing so, they 
can enter the job market and support themselves financially. Being an 
entrepreneur is a way for them to prove to the natives in the host country and 
their family in the home country that they are successful. Depending on the time 
spent in the host country, the age of the immigrants when they moved to the 
host country and the immigrants’ proficiency in the host country’s language, the 
degree of social exclusion in the host country differs.  
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Phase 2 development process as mixed embedding at the group level  
This phase corresponds to aggregate dimension 2 in the data structure in 

chapter 6 (see figure 9). The development process starts when immigrant 
entrepreneurs develop entrepreneurial ideas and business concepts (see arrow 2 
in figure 23). To develop entrepreneurial ideas, they shape entrepreneurial ideas 
through interactions with the home country and the host country. The immigrant 
interacts with ethnic communities in the host country (see box 2a ethnicization 
in figure 23) in which he or she feels accepted (see arrow 2.1 in descending order, 
figure 23). These interactions occur through different activities, for instance, 
celebrating the traditions of the home country or speaking the language of the 
home country.  
Simultaneously, immigrants feel homesick and long to experience the “good 

old days” (Miyazawa, 2012, p. 59) in their home country again; thus, they develop 
feelings of nostalgic reminiscence (see arrow 2.2 in ascending order, figure 23). 
Feelings of nostalgic reminiscence (see box 2b in figure 23) are developed 
through different activities such as watching the local news, reading newspapers 
or talking to the family or maintaining contacts with the network in the home 
country. Ethnicization to the ethnic community and the feelings of nostalgic 
reminiscence create the immigrant’s group attachment.  
On one hand, through ethnicization to the ethnic community in the host 

country and through the feelings of nostalgic reminiscence in the home country, 
immigrant entrepreneurs draw inspiration from their ethnic peers who run 
businesses in the host country and the norms and practices in the home country 
to develop entrepreneurial ideas. These ideas are further developed into business 
concepts through utilizing the ethnic resources of the ethnic community in the 
host country (see box 2c in figure 23) and the information and resources of the 
home country (see box 2d in figure 23). On the other hand, during this phase, 
the development of the entrepreneurial ideas and business concepts facilitates 
immigrant entrepreneurs’ ethnicization to ethnic communities (see arrow 2.1 in 
ascending order, figure 23) and feelings of nostalgia for “the good old days” (see 
arrow 2.2 in descending order, figure 23) through interactions between these 
entrepreneurs and the ethnic communities in the host country and their networks 
in the home country. The bidirectional arrow between box 2a and box 2c and 
between box 2b and box 2d indicates that the stage of shaping entrepreneurial 
ideas and forming business concepts goes back and forth.  
 
Phase 3 refinement process as mixed embedding at the societal level  
This phase corresponds to aggregate dimension 3 in the data structure in 

chapter 6 (see figure 9). After forming the business concept, the immigrant 
entrepreneur starts to offer the product(s) or service(s) to the target customers 
in the host country. Through interactions with customers and different actors in 
the market in the host country, the immigrant entrepreneur continuously refines 
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the business concept by connecting with different actors in both the host and 
home countries (see arrow 3, figure 23).  
On one hand, the immigrant entrepreneur refines the business concept 

through group-based trust building (see box 3a in figure 23); acculturating (see 
box 3b in figure 23) and developing a sense of belonging (see box 3c in figure 
23) to the host country so that the business concept becomes more appealing to
the taste of mainstream customers (see arrow 3.1 in descending order, figure 23). 
On the other hand, the immigrant entrepreneur simultaneously refines the 
business concept by reconnecting links to the home country (see box 3d in figure 
23) to acquire additional resources (see arrow 3.2 in ascending order, figure 23).
Reconnecting links to the home country involves visiting it or maintaining 
contacts with the networks back home. On the other hand, the refinement of 
business concept facilitates immigrant entrepreneur’s acculturating to the host 
country (see arrow 3.2 in ascending order, figure 23) and reconnecting links to 
the home country (see arrow 3.3 in descending order, figure 23).  
This three-phase process results in the creation of an entrepreneurial 

opportunity and the immigrant’s integration into the host country and re-
integration into the home country (see arrow 4, figure 23). The social 
(re)integration into the host country and the home country in this model indicates 
a bidirectional relationship: the immigrant is embedded in the host country and 
the home country and the immigrant sets influences in the host country and the 
home country. However, in this thesis, I only focus on the process in which 
entrepreneurs are influenced by the home country and the host country. 
Integration is defined as a process in which immigrants show an interest in both 
maintaining their home country’s culture and interacting with other groups in 
their host country (Berry, 1997). This implies that immigrants maintain some 
degree of cultural integrity while making efforts to participate in the mainstream 
society in the host country (Berry, 1997). 
The sequence of these three phases is recursive, and the interactions in each 

stage can occur several times (see figure 23).  The bidirectional arrows under 
number 2 and 3 in figure 23 indicate a recursive process between phase 1, 2 and 
3. The refinement process can occur many times; thus, the business concept can
be refined several times. New entrepreneurial ideas and business concepts can be 
developed through group attachment whenever needed.  
To summarize, this section provides an overview of the model of opportunity 

creation as a social integration process, which is the main outcome and 
contribution of this thesis. To explore these phases of the opportunity creation 
process in depth, in the following sections of this chapter, each phase and 
element of the model is discussed in connection to the literature on 
entrepreneurial opportunity and immigrant entrepreneurship. 
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7.3.2 Mixed embedding at the individual level: self-esteem 
& being an entrepreneur 

This section corresponds to phase 1 in figure 23. The results of this thesis show 
that self-esteem triggers immigrants to embark on a journey to be entrepreneurs. 
Self-esteem is an immigrant’s internalized feelings triggered by the interactions 
between the individual and others in both the home country and the host 
country. Self-esteem is an individual-level factor that contributes to the 
motivation of why immigrants embark on a journey to be entrepreneurs. 
Common reasons why immigrants become entrepreneurs are associated with 
unemployment and ethnic discrimination in the literature on immigrant 
entrepreneurship in Sweden (e.g. Berglund, 2013; Khosravi, 2012; Bursell, 2011; 
Arai & Skogman Thoursie, 2009; Hedberg, 2009; Dalhammar, 2004; Khosravi, 
1999). In my thesis, the evidence shows that self-esteem triggers immigrants to 
embark on a journey to be entrepreneurs. To date, self-esteem has not been 
discussed much in the immigrant literature, especially in the immigrant 
entrepreneurship literature, in relation to the reasons why immigrants embark on 
a journey to be entrepreneurs. Self-esteem is associated with self-worth 
(Altinyelken, 2009) and refers to an individual’s evaluation of the self, which 
focuses on the inner self (Rosenberg, 1965). In the social psychology literature, 
self-esteem is associated with loneliness (e.g. Lönnqvist, Leikas, Mähönen & 
Jasinskaja-Lahti, 2015), which is similar to the findings of this thesis. The results 
of this thesis indicate that self-esteem is associated with not only loneliness but 
also many other aspects. Self-esteem among immigrant entrepreneurs in the four 
cases is influenced by mixed embedding in the home country and the host 
country. The findings further our understanding of the motivations of 
immigrants to embark on a journey to be entrepreneurs by adding self-esteem as 
the trigger.  
 In terms of the host country, the results of this thesis show that immigrants 

have lower self-esteem because of the high level of social exclusion that they 
experience in Sweden. A study by Bask (2005) explains that immigrants in 
Sweden face social exclusion due to not being able to enter the job market, 
discrimination, violence and a limited network. The findings in this thesis support 
the results of the study by Bask (2005); in the four cases, the immigrant 
entrepreneurs felt that they were excluded from Swedish society due to ethnic 
discrimination, unemployment and not being able to fit in in the host country 
culture. These reasons make immigrants feel that they are not able to be part of 
the mainstream society of the host country. In other words, they feel excluded 
from the society of the host country. The feelings of being socially excluded from 
the mainstream society of the host country make immigrant have doubts about 
their self-value, which results in the low self-esteem of immigrants.  
In terms of the home country, the results of this thesis show that immigrants 

experience high self-esteem because they have the desire to be successful in the 
host country. This desire to be successful is caused by the expectations of the 
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family in the home country. The desire to be successful among immigrant 
entrepreneurs in this thesis reflects the same findings from the studies by Korpi, 
Hedberg and Pettersson (2013) and Hammarstedt (2001), who show that 
immigrants decide to be entrepreneurs because of the need for achievement.   
The mixed embedding in the home country and the host country influences 

the self-esteem level among immigrants, which triggers immigrants to be 
entrepreneurs. The results indicate that the manner in which self-esteem is 
expressed varies from one case to another due to the individual’s background. 
The results suggest that the individual level of interactions helps us understand 
the diversity of immigrant groups.  Similarly, Aliaga-Isla and Rialp (2013) 
highlight the importance of understanding immigrant entrepreneurship at the 
individual level because doing so furthers our understanding of “the 
heterogeneity of immigrant communities” (Aliaga-Isla & Rialp, 2013, p. 838).  

7.3.3 Mixed embedding at the group level: group 
attachment, entrepreneurial ideas and business 
concepts 

This section corresponds to phase 2 in figure 23. The results of this study indicate 
that group attachment influences entrepreneurial ideas and business concepts. 
Group attachment refers to a group of people’s feelings of bonding. Group 
attachment among the immigrant entrepreneurs in this study indicates ethnic 
attachment. Immigrant entrepreneurs make efforts to be connected to the ethnic 
groups in the host country and to be connected to the home country. They show 
a high level of attachment to their ethnic groups in the host country. This finding 
is consistent with the results of a study by Min and Kim (2009), who indicate that 
Indian, Chinese and Korean immigrants are attached to their ethnic networks to 
an extremely high degree. Literature in immigrant entrepreneurship suggests that 
immigrants’ businesses are influenced by the resources (such as information, 
experiences in running businesses and the types of businesses) in the ethnic 
community in the host country (e.g. Min & Kim, 2009; Raijman & Tienda, 2003; 
Portes, Guarnizo & Haller, 2002; Teixeira, 2001; Portes & Sensenbrenner, 1993; 
Waldinger et al., 1990). However, little is known about in what specific ways these 
businesses are influenced by these resources. The results of my thesis suggest 
that due to the attachment to the ethnic community in the host country, the 
development of entrepreneurial ideas and business concepts is influenced by 
these resources. More specifically, entrepreneurial ideas are influenced by the 
inspiration from ethnic peer’s businesses, the needs of countrymen, the home 
country’s values and being proud of the home country. The business concepts 
are influenced by different types of resources gathered from the ethnic 
community in the host country and contacts in the home country. 
Being rejected in the host country, immigrants do not feel as if they belong 

to the mainstream society there. These feelings lead to the desire to find ways to 
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feel included, important and that they belong just as they did in their home 
countries. Together, the situation of not living in the home country and the 
situation of not feeling like they belong to the host country make them feel that 
they do not belong anywhere. Immigrants have a limited network in relation to 
the local people in the host country and have far fewer connections to the 
network in the home country due to the distance between the home country and 
the host country (e.g. Miyazawa, 2012), which leads to feelings of loneliness 
among immigrants. Similarly, Peplau and Perlman (1982) indicate that loneliness 
is caused by limited relationships and networks. The literature on attachment 
theory indicates that, in this situation, immigrants experience feelings of loss or 
homesickness (e.g. Van Ecke, 2005). These feelings make immigrants develop 
more connections to their home countries, which leads to feelings of nostalgia 
(e.g. Miyazawa, 2012), and to their ethnic peers in the host country so that they 
can re-gain the feeling of being accepted and the feeling of being important, 
which leads to ethnicization (e.g. Valenta, 2008). The results lend support to 
study by Kim (1999), who indicates that Korean immigrants have stronger ethnic 
attachment when they feel lonely in the host country. Similarly, a study by 
Høgmo (1998) highlights that immigrants and refugees in Norway are more 
attached to their ethnic community if they do not feel as if they fit in in the host 
country’s culture. Such attachment to the home country influences how an 
entrepreneurial idea is related to the immigrant’s ethnicity, values and customs 
from the home country. Immigrants use the home country as a resource to 
develop different components in the business concept (e.g. Light, 1972; Portes 
& Sensenbrenner 1993). The gathering of resources to create business concepts 
can take different forms, from knowledge, information, and connections to 
financial or capital assets. Past research in immigrant entrepreneurship illustrates 
that immigrant entrepreneurs utilize ethnic communities in the host country and 
their network in the home country to gather resources such as financial and labor 
support (e.g. Ram, Theodorakopoulos & Jones, 2008; Waldinger et al., 1990; 
Light, 1972;  Zimmer & Aldrich, 1987; Portes, Haller & Guarnizo, 2002; 
Saxenian, 2002; Kariv, Menzies, Brenner & Filion, 2009) or to find information 
or inspiration (e.g. Waldinger et al., 1990; Light 1972) throughout their 
entrepreneurial process.  
The results of this study are consistent with the study by Kariv et al. (2009), 

who highlight that, through group attachment, immigrant entrepreneurs use 
transnational networks to leverage their businesses. A transnational network 
indicates the involvement of not only the ethnic network in the host country but 
also the network in the home country (Kariv et al., 2009). This study expands on 
this insight concerning transnational networks in which immigrant entrepreneurs 
can use ethnic networks in other countries apart from the home country and the 
host country. In case 2, Victorine established connections to African ethnic 
networks in London and the Netherlands to gather resources for the hair-care 
and hair extension product component in her business concept. From the ethnic 
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networks in London and the Netherlands, she was able to acquire information 
on hair-care and hair extension products.   
The findings of this study show that immigrant entrepreneurs utilize ethnic 

networks in Sweden to gather resources to create their business concept. For 
example, in case 1, the two entrepreneurs were able to create the concept of a 
Lebanese restaurant by gathering labor and information from the ethnic network. 
In this situation, the ethnic network facilitated the entrepreneurial process of the 
two entrepreneurs. This finding contradicts the results of a study by Andersson 
and Hammarstedt (2015), who indicate that ethnic networks hinder self-
employment due to the size of the network in relation to the competition among 
self-employed immigrants. The motivation for George and Haidar to develop the 
entrepreneurial idea for a Lebanese restaurant stemmed from the fact that they 
were inspired by their ethnic peers who ran Lebanese restaurants in Stockholm, 
which did not hinder their possibility of becoming self-employed due to the size 
of the network. 
The findings indicate that immigrant entrepreneurs develop group 

attachment to their home countries through interacting with ethnic groups in the 
host country, through developing feelings of nostalgia for the home country, and 
through utilizing ethnicity in the host country and the home country to gather 
resources. Immigrant entrepreneurs express the wish to be connected to their 
home countries through the manner in which they conceptualize entrepreneurial 
ideas and business concepts. In all four cases, the interactions between the 
immigrant entrepreneurs and the ethnic groups in the host country and between 
the immigrant entrepreneurs and their networks in the home country influenced 
their entrepreneurial ideas and how they created each component of the business 
concept. The length of time that immigrant entrepreneurs reside in the host 
country influences the level of attachment to the host country. Different levels 
of attachment reflect different degrees of connection of the entrepreneurial ideas 
and business concepts to the host country and the home country. This finding 
explains why entrepreneurial ideas are often associated with or inspired by the 
values of the home countries. 

7.3.4 Mixed embedding at the societal level: societal 
connecting and refining business concepts 

This section corresponds to phase 3 in figure 23. Societal connecting influences 
how immigrant entrepreneurs refine a business concept. The results from the 
societal level of interactions show that societal connecting is reflected through 
acculturating to the host country and reconnecting links to the home country.  
Societal connecting to the host country consists of group-based trust building, 

acculturating and a sense of belonging. These three influences reflect the degree 
of integration through the contact with and participation of immigrants in the 
host society (e.g. Lu et al., 2012; Berry, 1997). The results of this thesis show that 
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immigrants still maintain connections to their home country while developing 
relationships with members of the native groups in the host country and adopt 
the host country’s values. Such results confirm the findings of the studies by 
Berry (1997) and Berry (2003), who suggest that immigrants are integrated into 
the host society if they maintain connections to their original culture while 
interacting with the native groups in the host society.  
In term of group-based trust building, this study is consistent with the results 

from previous research that indicate that immigrants trust their ethnic peers in 
acquiring information in the host country (e.g. Aliaga-Isla & Rialp, 2012; Turkina 
& Thai, 2013, Light, 1972); interpersonal trust influences immigrants’ capability 
to access financial and human capital (Turkina & Thai, 2013). The findings of 
this study further our understanding of opportunity creation in immigrant 
entrepreneurship, in which the networks and trust between the immigrant 
entrepreneurs and the local people in the host country facilitate the process of 
how immigrant entrepreneurs refine their business concept. Immigrant 
entrepreneurs build group-based trust of the local people based on their efforts 
of relating to common group characteristics of these locals.  Group-based trust 
building is achieved by creating credibility through contacts with the locals or by 
relating to their previous experiences in the host country or by creating familiarity 
through associating business concepts with well-known values. The business 
concept is refined to serve mainstream customers during this process of 
immigrant entrepreneurs’ building group-based trust of the locals.  The findings 
expand on this insight, where networks and trust in the host country influence 
immigrants’ capability to access information and resources (Turkina & Thai, 
2013).  
Mastering the local language has a significant impact on the opportunity 

creation process among immigrant entrepreneurs. Previous studies illustrate that 
a lack of knowledge of the host country’s language prevents immigrants from 
participating in different activities in the host country (e.g. Aliaga-Isla & Rialp, 
2012; Collin & Low, 2010; Kariv et al., 2009). The findings of this study indicate 
that mastering the local language helps immigrant entrepreneurs facilitate the 
process in which immigrants are integrated into the host society and 
simultaneously understand local customers. The knowledge of the local language 
ensures trust between the immigrant entrepreneurs and the locals. 
Communicating in the local language provides immigrant entrepreneurs with 
opportunities to expand the network with the local people. It helps immigrant 
entrepreneurs acquire information regarding the needs of the locals and the 
situation of the current market.  
In terms of the sense of belonging, the results of this study demonstrate that 

the degree of sense of belonging to the local place in the host country or home 
country influences how immigrant entrepreneurs create entrepreneurial 
opportunities (e.g. Jack & Anderson, 2003; McKeever, Jack & Anderson, 2015). 
The more immigrant entrepreneurs feel as if they belong and that they are 
becoming integrated into the local area within the host country, the more likely 
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it is that the business concept is refined to serve the mainstream customers of 
the host country.  
The results of my thesis suggest that reconnecting links to the home country 

describes the immigrants’ efforts to maintain current connections and establish 
new connections to the home country not only because of their feelings of 
homesickness but also because immigrants use these linkages to acquire 
resources for their businesses in the host country. These links reflect the 
integration practice among immigrants in which they still maintain attachments 
to the culture of the home country while establishing connections to the host 
country (e.g. Lu et al., 2012; Berry, 1997). 

7.3.5 Concluding remarks on the model 

Mixed embedding illustrates an ongoing and continuous process of the interplay 
of the home country’s and the host country’s influences on immigrants’ business 
activities, which, in this thesis, results in a process of social integration of 
immigrants into the host country and a process of re-integration of immigrants 
into the home country. In terms of social integration into the host country, mixed 
embedding reflects the process transitioning from being socially excluded to 
being integrated in the host country through the process of (1) embarking on a 
journey of being an entrepreneur, (2) developing entrepreneurial ideas and 
business concepts, and (3) refining business concepts. Regarding re-integration 
into the home country, mixed embedding reflects the process of re-connecting, 
maintaining and strengthening the feelings of belonging to the home country. By 
being re-integrated into the home country, immigrant entrepreneurs get access 
to inspiration, labor and financial resources to develop entrepreneurial ideas and 
business concepts. 
When immigrant entrepreneurs go through a process of opportunity creation 

as social integration into the host country and social re-integration into the home 
country, as a result of the process, the immigrant entrepreneurs are embedded 
and re-embedded to the socioeconomic and politico-institutional norms of the 
home and the host country. Being embedded to the socioeconomic and politico-
institutional norms of the host country reflects the notion of mixed 
embeddedness developed by Kloosterman et al. (1999). Being re-embedded to 
the socioeconomic and politico-institutional norms of the home country extends 
the mixed embeddedness perspective developed by Kloosterman et al. (1999) by 
emphasizing on the importance of the home country apart from the host country. 
Opportunity creation and the integration process co-exist and intertwine with 

each other through the mechanism of mixed embedding the immigrant 
entrepreneurs in the host country and the home country. Opportunities are 
created and refined as immigrant entrepreneurs further embed in the host 
country’s society. Immigrant entrepreneurs become more integrated as they 
create their entrepreneurial opportunities.   
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Opportunity creation is a sequential, non-linear and looping process. The 
phase of developing entrepreneurial ideas and a business concepts and the phase 
of refining business concepts can go back and forth continuously throughout the 
lifecycle of the venture. The process of opportunity creation goes on as long as 
the entrepreneur continues working on the business concept. A business concept 
is always in the process of being refined or created due to the interactions 
between entrepreneurs and the surrounding context. The opportunity creation 
process through mixed embedding results in social integration into the host 
country and re-integration into the home country. This integration and re-
integration are led by different mechanisms. These mechanisms are discussed in 
the following sections. 

7.4 Mechanisms of mixed embedding 

In the model of opportunity creation as a social integration process, an immigrant 
entrepreneur creates an entrepreneurial opportunity through social integration 
into the host country and re-integration into the home country. Such opportunity 
creation process is enabled by different mechanisms of mixed embedding 
underlying in each phase of the process. These mechanisms are facilitators that 
lead to immigrant entrepreneur’s integration into the host country and re-
integration into the home country. These facilitators are feelings and actions 
corresponding the first-order codes in the data structure. In the following 
sections, these mechanisms are discussed in connection to the opportunity 
creation through being embedded in the host country and re-embedded in the 
home country. 

7.4.1 Opportunity Creation through being embedded in the 
host country 

Immigrant entrepreneurs create entrepreneurial opportunity through interacting 
with different actors in the host country. Entrepreneurial opportunities are 
created through immigrant entrepreneurs’ being embedded in the host country 
by these following mechanisms: creating credibility through contacts and 
experiences, creating familiarity through associating business concepts with well-
known values, mastering the local language furthers understanding of local 
customers’ needs, and creating values for local customers through localizing. By 
being embedded to the host country, immigrant entrepreneurs are socially 
integrated into the host country. Table 28 below explains the five mechanisms of 
opportunity creation through immigrant entrepreneurs’ being embedded in the 
host country. 
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In Jack and Anderson (2002), by being embedded in the rural context, 
entrepreneurs create value for that specific context. In this situation, by being 
embedded in the city of Jönköping, the immigrant entrepreneurs refine their 
business concepts to serve local customers. In all four cases, the degree of being 
embedded in the local context influences the extent to which the business 
concept is refined and modified according to locals’ needs.  
Through embedding mechanism 1, entrepreneurs are able to create their credibility 

in the local context based on their past experiences references to the local people 
whom they know. Activities involving in this embedding mechanism include 
using references from ethnic and local networks to create local connections, 
establishing connections to local people and using them as references and 
creating a professional network through the workplace.  For instance, in case 1, 
the two entrepreneurs came to Sweden at 7 and 14 years old; thus, they mostly 
grew up in Sweden and had spent over 30 years in the country. They ran several 
businesses prior to the establishment of Taste of Beirut, and therefore, they were 
well embedded in the local context. Because of their past experiences running 
restaurant businesses in the local region, their new business concept earned 
credibility at the very beginning. Because they were very well integrated into the 
mainstream of the host society, they focused on mainstream customers from the 
very beginning instead of focusing on their ethnic community.  
By creating credibility for different actors in the local context, immigrant 

entrepreneurs are able to acquire the local resources that enable them to modify 
elements in their current business concepts. In the second case, the manner in 
which Victorine created a hair salon section in her African shop is an example of 
acquiring local resources through creating credibility to refine her business idea. 
Through a local mentor from a business support organization, Nyföretagar 
centrum, in Jönköping, Victorine was connected to the Rotary Club in 
Huskvarna. In the Rotary Club, she made a few presentations on her business to 
members of the organization. By networking with the Rotary Club, Victorine was 
introduced to a person who worked at a local bank, SEB, and ALMI. ALMI 
granted Victorine a loan so that she could purchase the necessary equipment to 
set up a hair salon in her shop. Her business concept was modified from offering 
African food, skin-care and hair-care products to being a hair salon by acquiring 
local resources through creating credibility in the local context.  
By creating credibility in the local context through creating a local network or 

being a member of different local network(s), immigrant entrepreneurs can create 
more possibilities to interact with various actors (in the local context) to facilitate 
the exchange of information. This information exchange process provides 
immigrant entrepreneurs with knowledge of the local context, which facilitates 
business concept refinement. In case 3, Jesus and Hector created their local 
network by using their references from their Mexican professional network in 
Sweden to establish connections to local Swedish companies to redefine the 
components related to their business concept of providing software development 
services to Swedish companies. In another example, by creating a professional 
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network through their workplace in Science Park, Jesus and Hector were able to 
socialize with local people who worked in the same corridor in Science Park. By 
interacting with them, Jesus and Hector created a new business concept, Geeklab, 
which provided electronic device reparation services to local companies and 
individuals in Jönköping. Jesus and Hector undertook graduate education in IT 
programming and embedding systems at Jönköping University, which creates 
credibility for local people. In all four cases, having degrees from the host country 
system offered the entrepreneurs the advantages of having knowledge in the 
specific areas necessary to set up their ventures (Saxenian, 2002; Vinogradov & 
Kolvereid, 2007).  
Through embedding mechanism 2, entrepreneurs can create familiarity with their 

business concept in the local context by portraying an image of local influences 
as much as possible or by associating the business concept with well-known 
values in the local context. By creating familiarity for their business concept in 
the local context, immigrant entrepreneurs can accelerate the process in which 
local customers accept the new business concept. The less time it takes for local 
customers to adapt to the new business concept, the more the immigrant 
entrepreneurs can interact with the local clients, which shortens the feedback 
process for immigrant entrepreneurs to adjust the business concept or to create 
a new concept.  Taking the first case as an example, the manner in which George 
and Haidar conceptualized their business idea and created the business concept 
reflected how they understood the local context. For instance, they employed 
Swedish staff members at the front end to work as receptionists, waiters and 
waitresses to create familiarity for the local people so that they could attract as 
many local customers from the mainstream as possible from the beginning. This 
helped them interact with the main group of customers as quickly as possible, 
and therefore, they were able to adjust the menus and the ingredients to meet the 
needs of the locals. Another example is the third case; the process of refining 
their business concept of Geeklab shows that Hector and Jesus aimed to create 
an image of the Geeklab concept that was familiar to the local people. Geeklab 
posters were designed in Swedish instead of English. The Swedish language 
portrayed in the poster was from a native Swedish speaker perspective; when 
calling Geeklab, the greetings are in Swedish, and the website was designed in a 
Swedish style. With all of these features, Geeklab was portrayed as a local brand, 
and customers did not know that Geeklab was operated by two Mexican-born 
entrepreneurs. By developing a Swedish image for the Geeklab brand, Hector 
and Jesus succeeded in attracting local customers.  
Through embedding mechanism 3,4 and 5, entrepreneurs are able to understand the 

local context by participating in various activities and practicing the local 
language. Immigrant entrepreneurs can understand local customers’ mindsets, 
which provides possibilities to modify the business concepts to better address 
the needs of the locals or to create a new business concept that serves the new 
needs of the locals.  Case 2 is an example of how being embedded in the local 
life influences the extent to which an entrepreneurial opportunity that serves the 
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local context is creased. When Victorine established the Afro Business Center, 
her entrepreneurial idea centered on serving the African community in 
Jönköping, not the local people. The reason she did so was because, at that time, 
she was not yet embedded in the local context. She did not interact with many 
local people. Although she had lived in Sweden for 6 years by the time she started 
her business, she did not speak the language fluently. Her network at that time 
mostly comprised African friends living in Jönköping. She was much more 
embedded in the African community than in mainstream Swedish society, which 
explains why, from the beginning, her business concept focused on serving the 
African community in Jönköping instead of mainstream Swedish customers. 
After running her business for half a year, she started having more Swedish 
customers who dropped into her store to buy products, and by interacting with 
them more in Swedish, she started to better understand the needs of mainstream 
Swedish customers. From there, Victorine worked on refining her business 
concept and developing services that were tailored to Swedish customers. By 
being embedded in the local context, the immigrant entrepreneurs could leverage 
resources to create new entrepreneurial opportunities.  
This finding supports the results of the studies by Kalantaridis and Bika 

(2006), Karlsson and Dahlberg (2003), Jack and Anderson (2002), Uzzi (1997) 
and Oinas (1997), who show that being embedded in the local context in the host 
country in the opportunity creation process enables entrepreneurs to further 
understand the local context, gain access to local resources, earn the trust of 
residents, create a space in the local context and be accepted by the locals.  
The embedding mechanism of creating credibility through contacts and 

experiences shows that, by creating credibility, immigrant entrepreneurs can gain 
trust and gain access to local information. This mechanism reflects the social 
embeddedness proposed by Uzzi (1997) and Simsek, Lubatkin and Floyd (2003), 
who show that social embeddedness can foster trust and gain access to fine-
grained information in an organizational network context. When considering the 
local context as an organizational structure, the mechanism of creating credibility 
illustrates an embedding process in which immigrant entrepreneurs, by creating 
contacts and endorsing themselves through past experiences, are embedded in 
the structure of the local context. Previous studies on immigrant 
entrepreneurship in Sweden show that ethnicity is a barrier to receiving bank 
funding in the startup phase (Yazdanfar & Abbasian, 2013); thus, by creating 
credibility in local networks, immigrant entrepreneurs can have more 
opportunities to gain access to local resources. Swedish culture emphasizes 
sameness and similarity with regard to how one should share opinions or perform 
activities in society (Daun, 1996; Kalogeraki, 2009). This may explain why 
foreign-born residents in Sweden experience difficulties in establishing contacts 
with Swedes.  
Creating different types of local networks is a common strategy among the 

three embedding mechanisms. Interacting with different networks in the host 
country can facilitate new business opportunities (Saxenian, 2002). A study by 
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Najibs (1999) indicates that immigrants in Sweden often have limited access to 
mainstream inter-firm networks, which may hinder business development. The 
finding supports the embedded network perspective of Granovetter (1985), Uzzi 
(1996), Johannisson et al. (2002) and Mackinnon and Cumbers (2004). The 
process in which the immigrant entrepreneurs in this thesis are embedded in the 
local network shows that their business concepts are dependent on local 
networks. This finding is consistent with the results of Johannisson et al. (2002) 
with regard to how network embedding in the local community can foster 
business creation. The results of the analysis indicate that, to create a business-
to-business relationship in a local community, immigrant entrepreneurs make 
attempts to establish personal relationships with people who work for different 
businesses by meeting them based on common interests outside the workplace 
and by being more inclined to leisure activities. This mechanism is similar to what 
is proposed in Johannisson et al. (2002) regarding first-order embeddedness and 
multi-stranded ties such as friendship ties and persona-business relations.  
The embedding mechanisms of engaging in local life, mastering the local 

language and localizing, which enable immigrant entrepreneurs to become part 
of the local structure, facilitate refining business concepts due to the knowledge 
and understanding of the local life that immigrant entrepreneurs are able to 
acquire over the process. This process shows that the types of business concepts 
that immigrant entrepreneurs can create and redefine depend on not only the 
resources but also the time and the place through understanding the local 
context. The findings in this thesis share the same view as the studies conducted 
by Kloosterman (2010) and Zhou (1998), who show that the types of firms that 
immigrant entrepreneurs establish depend on the time and the place apart from 
the resources. Local language proficiency plays an important role in accelerating 
the process of acquiring knowledge and information concerning the local market 
and context. Having a good proficiency level in the local language provides 
immigrant entrepreneurs more possibilities to acquire the knowledge and 
information needed during their opportunity creation process. Previous studies 
by Raijman and Tienda (2003) and Collins and Low (2010) highlight the 
importance of mastering the local language of the home country because doing 
so influences the entrepreneurial opportunities that immigrant entrepreneurs can 
create. A lack of knowledge of the language may lead to a lack of cultural 
knowledge of the host country, which is the common issue among different 
groups of immigrants (Light, 1979; Light & Gold, 2000; Min & Bozorgmehr, 
2003; Volery, 2007). In Sweden, the language barrier is one of the obstacles that 
hinders growth among immigrant businesses (Nutek, 2007), which explains why 
many ethnic businesses in Sweden stay at the enclave level and these 
entrepreneurs are not able to mainstream their businesses. 
Previous studies (e.g. McKeever et al., 2015; Jack & Anderson, 2002) 

emphasize the importance of relationship between entrepreneurs and the 
community and how entrepreneurship is enable and constrained by the context. 
However, little is known about how the community specifically influences 



7 Discussion 

209 

entrepreneurship and in what specific ways the context enables and constrain 
entrepreneurship. The findings of my thesis contributes to the previous studies 
by demonstrating the relationship between the entrepreneurs and the community 
in specific ways in the opportunity creation process. First, by illustrating the 
embedding mechanisms in the host country, the findings show that the refining 
process of a business concept is influenced by the extent to which the 
entrepreneur is embedded in the local context. The more the immigrant 
entrepreneurs are embedded in the local context, the greater the opportunity is 
refined to focus on serving the needs of the local customers. Second, the 
opportunity creation process in the four chosen cases shows that the embedding 
mechanism provides opportunities for the entrepreneurs to create value for a 
specific context or specific groups of customers. Third, the findings provide 
some new insights into how a business concept is refined through the local 
embedding process. The refining process of a business concept depends on the 
level of trust building in the local people, the level of local resources to which 
entrepreneurs can gain access and the level of belonging that entrepreneur feels 
toward the local context.  

7.4.2 Opportunity creation through being re-embedded in 
the home country 

In the opportunity creation process, immigrant entrepreneurs experience a 
process of re-embedding in the home country. The re-embedding process 
involves interactions between immigrant entrepreneurs and different actors in 
the home country. By being re-embedded to the home country, immigrant 
entrepreneurs are socially re-integrated into the home country. A mechanism of 
re-embedding in the home country is developed from the analysis of the study 
(see table 29).  
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Table 29. A mechanism of opportunity creation through immigrant entrepreneurs' 
re-embedding in the home country 

Embedding 
mechanism 

Entrepreneurs’ actions  Opportunity 
creation process 

6. Establishing 
new/strengthening 
connections to the 
home country 
(corresponding to first-
order code 3d1) 
 

• Visiting the home country 

• Maintaining contacts with 
networks in the home 
country, for example, family 
members, friends and former 
colleagues 

• Creating new contacts in the 
home country through 
current networks in both the 
home country and the host 
country 

• Speaking the language of the 
home country in the host 
country on a frequent basis 

• Keeping updated on the 
home country through media 
such as TV, the radio, and 
newspapers 

• Accessing 
inspirations that 
can create new 
business 
concepts or 
refine current 
business 
concepts 
 

• Accessing 
additional 
resources that 
may lead to 
additional 
business 
concepts 

 
The embedding mechanism includes activities that maintain links to the networks 
in the home country through visits or frequent contacts via cyber communication 
tools. Maintaining links to the structure of the home country is part of the re-
embedding process through remitting financial assets to family members and 
relatives or personal investments in the home country. Being re-embedded in the 
home country involves activities such as gathering with ethnic peers in the host 
country to celebrate the traditions or national holidays of the home country; and 
reading newspapers or watching TV in the language of the home country. 
Immigrant entrepreneurs can gain access to the additional resources needed to 
develop their businesses in the host country and have inspirations that can renew 
or create their business concept. The home country can serve as a source of 
inspiration, leading to the further development of a business idea or business 
concept.  
In cases 3 and 4, the business concepts of the entrepreneurs’ businesses were 

refined based on not only their embedding in the host country but also their re-
embedding process in the home country. While in Mexico, Alicia, Sergio, Hector, 
and Jesus did not watch many local Mexican TV programs, but when they came 
to Sweden, they developed a habit of watching TV programs from Mexico more 
often. Doing so provided them inspirations to develop their business concepts 
infused with the Mexican market, which could be relevant for refining them in 
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the Swedish market. Sergio and Alicia maintained contacts with their networks 
from their previous job at General Electric in Mexico, and through these 
contacts, they were able to establish new contacts. In doing so, they were able to 
create an additional service on augmented reality based on collaborating with a 
former colleague at General Electric.  
Jesus and Hector often kept themselves updated on information concerning 

Mexico not only through the media but also through frequent conversations with 
their family members and former colleagues in Mexico. They were informed that 
the Mexican Government would like to encourage Mexicans abroad in each 
country to be connected to each other to develop economic opportunities and 
that the Mexican Government had policies to support such activities for 
Mexicans living abroad. 
With references from the Mexican Talent Network, Jesus and Hector 

connected to the Mexican Embassy in Sweden and established connections with 
companies in Guadalajara, Mexico’s Silicon Valley, to create a new business 
concept for Tyeca Technologies AB as the company representing in Sweden the 
services that the IT companies in Guadalajara can offer to the Swedish market. 
This new business concept opened a new door for Tyeca Technologies AB to 
gain a greater market share in Sweden. Without the connections in Guadalajara, 
Hector and Jesus could not have created a new business concept for Tyeca 
Technology AB.  
Family bonding in the home country plays an important role in facilitating 

opportunity creation, which is illustrated throughout the four cases in this thesis. 
The findings in my thesis contribute to the literature on influences of family on 
entrepreneurial process (e.g. Basco, 2015; Aldrich & Cliff, 2003; Rogoff & Heck, 
2003; Landau, 2007, Iyer & Shapiro,1999) by specifying that family bonding 
triggers the development of entrepreneurial ideas and business concepts because 
family members can provide information, network connections and resources. 
Previous studies (e.g. Smans et al., 2014; Aliaga-Isla & Rialp, 2012) indicate 

that showing that the experiences and information acquired in the home country 
can facilitate entrepreneurial opportunity creation in the host country or in a 
foreign market. However, in what specific ways these experiences and 
information facilitate entrepreneurial opportunity creation are still missing. The 
findings of this thesis further our understanding regarding this matter by showing 
that, by re-embedding in the home country, immigrant entrepreneurs can gain 
access to resources and inspiration that they can refine or use to create new 
business concepts that serve mainstream customers in the host country.  
In terms of group attachment, the findings of this thesis extend the work of 

previous studies which show that group attachment to the home country 
influences different perspectives of the entrepreneurial process among immigrant 
entrepreneurs such as corporate social responsibility (Azmat & Zutshi, 2008); the 
motivations for becoming entrepreneurs (Chrysostome, 2010), and 
establishment of connections to a new market (McQuaid, Smith-Doerr & Monti, 
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2010) by furthering our understanding of the influence of group attachment on 
the development of business concepts.  

7.4.3 Obstacles to opportunity creation through mixed 
embedding 

Being embedded presents both advantages and disadvantages for the opportunity 
creation process. It is an advantage when immigrant entrepreneurs can create 
entrepreneurial opportunities when they understand the needs of local customers 
and their specific ways of conducting business, have access to local resources and 
are trusted by the locals. It is a disadvantage that hinders the further development 
of an entrepreneurial opportunity when entrepreneurs are overly embedded in a 
context or a group of customers (Bagwell, 2008; Karlsson & Dahlberg, 2003; 
Kalantaridis & Bika, 2006). For example, in the case of immigrant 
entrepreneurship, if immigrant entrepreneurs over-embed in ethnic groups, they 
may tend to develop entrepreneurial ideas that are similar to those of their ethnic 
peers, the business concept may be developed to service the niche market of the 
immigrant population, or the businesses will be limited to an enclave, with the 
mainstream customer population being neglected. For example, in case 2, at the 
beginning, Victorine was over-embedded in the African ethnic groups in 
Jönköping, which influenced her entrepreneurial ideas and business concepts, 
which were developed specifically for the African community, with the 
mainstream Swedish population being neglected. By contrast, in case 1, the two 
entrepreneurs were not over-embedded in their ethnic community, and they 
demonstrated a balance in embedding in the host country and the home country, 
which explains why their entrepreneurial ideas and business concepts focused on 
the mainstream Swedish population from the beginning.  

7.4.4 Concluding remarks on opportunity creation through 
mixed embedding 

The six mechanisms of embedding discussed in this first part of the discussion 
suggest that, through the opportunity creation process, immigrant entrepreneurs 
gradually establish connections and interact with the native groups in the host 
country while trying to re-connect or maintain connections to their home 
country. Simultaneously, such mechanisms also show that the process of 
establishing connections in the host country, and maintaining or re-connecting 
to the home country, facilitates opportunity creation by immigrant entrepreneurs. 
Mechanisms 1 to 5 demonstrate how these entrepreneurs establish connections 
to the local networks in the host country, how they adopt local traditions during 
the process of opportunity creation, and how these mechanisms facilitate 
business concept development and refinement. Mechanism 6 shows how 
immigrant entrepreneurs maintain their attachment to the home country and 
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how such maintenance stimulates the opportunity creation process. Based on the 
evidence of the mechanisms, entrepreneurial opportunity is created through the 
process in which immigrant entrepreneurs move into the mainstream society by 
interacting with the dominant groups in the host country and maintaining 
connections to the home country. This is consistent with the notion of social 
integration, which indicates that migrants or ethnic groups who are keen to 
maintain the culture of their home countries while interacting with the dominant 
groups in the host country move into the mainstream of the society in the host 
country (Berry, 1997). Therefore, opportunity creation is considered a social 
integration process.  
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8 Conclusions 

This chapter starts with a concluding discussion in relation to the purpose of my 
thesis with regard to examining why and how immigrant entrepreneurs create 
entrepreneurial opportunities through embedding processes in the home country 
and the host country. Therefore, the first part of the chapter centers on a 
discussion of opportunity creation as an integration process, with the opportunity 
creation process being connected to acculturation strategies. Subsequently, the 
second part of the chapter presents my contributions in relation to the mixed 
embeddedness perspective. Mixed embeddedness is revisited through the lens of 
the process and multiple levels approach. In addition, I also revise the view and 
propose an alternative view of entrepreneurial opportunity from the mixed 
embeddedness perspective. The chapter concludes with some implications for 
practice. 

8.1 Opportunity creation and immigrant 
entrepreneurship 

8.1.1 Opportunity creation through mixed embedding as a 
social integration process 

The opportunity creation process facilitates local integration into the host 
country and local re-integration into the home country. Local integration into the 
host country and re-integration into the home country re-enforce the opportunity 
creation process. The integration process and the opportunity creation process 
intertwine with each other. At the beginning of the opportunity creation process, 
immigrant entrepreneurs feel socially excluded in the host country. Throughout 
the opportunity creation process, immigrant entrepreneurs interact with different 
actors in the host country and gradually move from being socially excluded to 
being socially included, which illustrates a local integration process. In this 
process, immigrant entrepreneurs become localized through different activities 
that embed them in the local context. To make their business survive and grow, 
immigrant entrepreneurs must attract customers not only from their ethnic 
communities but also from the mainstream of the host society. To that end, they 
must refine their business concept so that it can attract mainstream customers. 
This is the driving force for them to understand the needs of the local people. 
To that end, immigrant entrepreneurs find ways to interact more with local 
people. These entrepreneurs become more active in participating in the local 
society. Their participation includes actively engaging in social clubs at the local 
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level such as sports clubs or meeting new people after obtaining a reference from 
current network contacts.  
McKeever et al. (2015), Wigren (2003), Jack and Anderson (2002) and 

highlight the importance of community embeddedness in fostering 
entrepreneurship. The analysis and results of this thesis demonstrate that the 
community plays a central role in nurturing the development of immigrant 
entrepreneurs’ business concepts. The results extend the works by McKeever et 
al. (2015), Wigren (2003), Jack and Anderson (2002) by specifically illustrating 
that immigrant entrepreneurs create their entrepreneurial opportunities through 
the process of local integration, in which immigrant entrepreneurs are embedded 
in the local context. The discussions concerning the embedding mechanisms in 
chapter 7 indicate that immigrant entrepreneurs create their entrepreneurial 
opportunities through being socially integrated into the local context. Being 
locally integrated, entrepreneurs have opportunities to gain access to local 
resources such as knowledge and information that would otherwise not be 
available to them. These resources, knowledge and information influence the 
process of how these entrepreneurs develop their entrepreneurial ideas and 
business concepts. The refinement process of existing business concepts in this 
thesis illustrates a process of being locally integrated through different ways, 
creating trust in the local people, acculturating and creating a sense of belonging. 
The four cases in this thesis show different levels of local integration. In case 1, 
the entrepreneurs are locally integrated into the local context to a very great 
extent because they partly grew up in the local context and they came to Sweden 
at a young age. Cases 2 and 3 show another degree of local integration because 
these entrepreneurs are in the process of embracing the local context after living 
in Sweden for 13 years (case 2) and 10 years (case 3) and having their families in 
Sweden and marrying local people or immigrants who have lived in Sweden for 
more than 20 years. Case 4 shows an initial stage of local integration because 
these entrepreneurs are in the process of learning the basics of the Swedish 
language and are starting to interact with local people at their workplace.   
Previous studies by Abbasian and Bildt (2009) and Abbasian (2003) indicate 

the same results, in which entrepreneurship can facilitate the integration of 
immigrant women into Swedish society. Thus, entrepreneurship can be a tool of 
empowerment for immigrant women. The results of this thesis extend the works 
by Abbasian and Bildt (2009) and Abbasian (2003) by demonstrating that the 
length of stay and the age at migration play an important role in the level of 
immigrants’ social integration into the host country and in the extent the business 
concepts are refined to serve the local customers. Particularly, all of the cases 
show that the business concept is modified to move in the direction of serving 
the local customer. This modification and refinement process of the business 
concepts facilitates local integration among the immigrant entrepreneurs. When 
they refine the different components in their business concepts to offer more 
services or products to local customers, these immigrant entrepreneurs show that 
they have gradually integrated into the local context. These results lend supports 
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to study by Martinovic, Tubergen and Maas (2009) which emphasizes that social 
integration increases with the length of stay and that the person’s age at migration 
is an influencing factor. Furthermore, the findings of this thesis are consistent 
with the results of the studies by Mostajer Haghighi and Lynch (2012) and 
Eraydin, Tasan-Kok and Vranken (2010) which highlight that immigrant 
entrepreneurship not only plays a central role in integrating immigrants into the 
host society but also plays an important role in urban economic development as 
they integrate into the local economy as active agents.  

8.1.2 Opportunity creation and acculturation strategies  

The findings of my thesis suggest that opportunity creation process can be related 
to acculturation. Acculturation refers to a process “when groups of individuals 
having different cultures come into continuous first-hand contact with 
subsequent changes in the original culture patterns of either or both group” 
(Redfield, Lindon & Herskovits, 1936, p.149). Acculturation is a part of the 
migration process and is becoming more important due to rapid expansion of 
global migration and the challenge of maintaining social cohesion between the 
immigrants and the host country as well as the home country (Van Oudenhoven 
& Ward, 2013). In this thesis, I focus on the process of individual’s acculturation 
process including values, behaviors and language (e.g. Van Oudenhoven & Ward, 
2013). 
The results of my thesis demonstrate that acculturation plays an important 

role in the opportunity creation process and influences the process in different 
ways. In my thesis, acculturation describes how immigrant entrepreneurs adapt 
to the life in the host country while adjusting or creating the new products or 
services that they offer to both the local customers and their ethnic peers. 
Acculturating includes engaging in local life to adapt to the customs of the host 
country. It also involves mastering the local language. By engaging in local life 
through participating in various activities the entrepreneurs in the four cases were 
able to understand local customers’ mindsets, which enabled them to refine the 
original business concept to serve the locals’ needs. Furthermore, by mastering 
the local language, immigrant entrepreneurs create a welcoming atmosphere for 
potential customers to interact with them. In the process of interacting with 
customers in the language of the host country, the current business concept is 
refined, and new business concepts are created.  
The results of this thesis show that immigrants still maintain connections to 

their home country while developing relationships with members of the native 
groups in the host country and adopt the host country’s values. Such results 
confirm the findings of the studies by Berry (1997) and Berry (2003), who suggest 
that immigrants are integrated into the host society if they maintain connections 
to their original culture while interacting with the native groups in the host 
society. Therefore, opportunity creation can be related to the acculturation 
strategies proposed by Lu et al. (2012), who suggest 4 strategies of acculturation 
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among immigrants based on Berry (1997) illustrated in figure 24 below. The 
findings in my thesis extend the works by Lu et al. (2012) and Berry (1997) and 
contribute to the entrepreneurship literature by relating these strategies in a 
process manner to the field of entrepreneurship and more specific in the topic 
of opportunity creation. The opportunity creation in figure 24 illustrates a 
transition process of immigrants’ integration into the host society through being 
initially marginalized, then moving to separation and eventually being integrated. 

Figure 24 Opportunity creation and acculturation strategies  

Source: adapted from Lu et al., (2012) and Berry, (1997) 

The lower left quadrant of figure 24 explains the situation in which social 
exclusion in the host country triggers immigrants to be entrepreneurs. In this 
situation, immigrants do not or cannot establish connections to the dominant 
groups and the culture in the host country while losing connections to the home 
country. Such a situation is similar to the marginalization strategy suggested by Berry 
(2003), in which immigrants lose the ties to their country of origin while not being 
able to establish ties to their country of residence.  
The lower right quadrant of figure 24 describes the feeling of being socially 

excluded from the host country and losing contacts with the home country which 
causes immigrants to have the desire to be included. Such a desire cannot be 
fulfilled by establishing connections to the dominant groups in the host country. 



Jönköping International Business School 

218 

Instead, immigrants tend to turn to the ethnic community in the host country to 
establish connections and to experience feelings of being included. This desire is 
similar to the separation strategy proposed by Berry (1997) and Berry (2003), who 
suggest that immigrants would like to maintain the practice of their home 
country’s culture and might not view the interactions with the host country as 
important.  
The upper right quadrant of figure 24 explains the process in which 

entrepreneurial ideas and business concepts are influenced by the immigrants’ 
desire to be included and their engagement in the ethnic community in the host 
country. The entrepreneurial ideas and business concepts developed are inspired 
by the values of the home country and by the ethnic peers who run businesses in 
the host country. When immigrant entrepreneurs launch their businesses, the 
level of interactions with the host country increases due to interacting with 
customers and other stakeholders in the host country. Simultaneously, immigrant 
entrepreneurs maintain and strengthen their connections to the home country 
due to the need to acquire resources for the business in the host country. The 
business concept is refined, depending on the interactions with different 
stakeholders in the host country and the home country. When immigrant 
entrepreneurs interact more with the dominant groups in the host country, the 
business concept is refined to serve these dominant groups, apart from serving 
the ethnic groups. At this stage, immigrant entrepreneurs are integrated into the 
host country while maintaining connections to the home country, which is similar 
to the integration strategy suggested by Berry (1997) and Berry (2003).  
The upper left quadrant of figure 24 suggests that if immigrants are 

completely absorbed into the host society and they no longer want to maintain 
connections to the original society, they assimilate to the host country (Berry, 
2003; Berry, 1997). None of the entrepreneurs in this thesis have experienced 
assimilation to Swedish society because they still maintain strong connections to 
their homelands.  

8.2 Revisiting the mixed embeddedness 
perspective 

8.2.1 From mixed embeddedness to mixed embedding 

Mixed embeddedness is employed in this thesis to study the process of how 
immigrants interacted with the host country and the home country, through 
which an entrepreneurial opportunity was created. Mixed embeddedness 
perspective developed by Kloosterman et al. (1999) centers on understanding the 
interplay of socioeconomic and politico-institutional dimensions. This 
perspective primarily focuses on the influences of the host country on 
immigrants’ business activities. However, little is known about the influences of 
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the home country on immigrants’ business activities in the mixed embeddedness 
perspective developed by Kloosterman et al. (1999). Literature on immigrant 
entrepreneurship shows that immigrant entrepreneurs are influenced by the 
home country when carrying out their business activities (e.g. Turkina & Thai, 
2013; Rogoff & Heck, 2003; Saxenian, 2002). The results of my thesis 
demonstrate that immigrant entrepreneurs’ opportunity creation are influenced 
by both the home and the host country. This means that the interplay between 
the home country and the host country plays an important role in influencing 
immigrant entrepreneurs’ opportunity creation process. Thus, I suggest that 
mixed embeddedness should study the influences of both the home and the host 
country on immigrants’ business activities.  
The results of my thesis also show that immigrant entrepreneurs’ opportunity 

creation process are influenced by not only the host country but also the home 
country through an on-going and continuous embedding process. The notion of 
embedding is consistent with the work by Jack and Anderson (2002) who 
emphasize that embeddedness should employ a process approach. Therefore, I 
suggest that mixed embeddedness should adopt a process approach to study 
immigrant entrepreneurship. Based on these findings, I propose the concept of 
mixed embedding which is defined as an ongoing and continuous process of the 
interplay of the home country’s and the host country’s influences on immigrants’ 
business activities.  
In comparison with mixed embeddedness by Kloosterman et al. (1999), my 

concept of mixed embedding centers on the process approach and the interplay 
of the home and the host country. Studies that employ mixed embeddedness as 
a theoretical perspective mainly focus on explaining the phenomenon of 
immigrant entrepreneurship by understanding the factors that influence 
immigrants’ entrepreneurial activities in the host country (e.g. Vershinina et al., 
2011; Kloosterman & Rath, 2001; Kloosterman, 2003; Kloosterman, 2010). 
However, a process view demonstrating how and in what ways these factors 
influence immigrants’ entrepreneurial activities is still missing. I contribute to the 
extant literature on mixed embeddedness by employing this theoretical 
perspective in a process manner as mixed embedding between the home country 
and the host country. 
In contrast with the mixed embeddedness perspective, mixed embedding 

does not concentrate on classifying socioeconomic and politico-institutional 
dimensions; instead, it focuses on the ongoing process in which these dimensions 
of the home country and the host country overlap and interact with each other. 
The interplay between the home country’s and the host country’s influences 
occurs at three different levels: between individuals, between individuals and 
groups and between individuals and the society. Mixed embedding extends the 
influences not only of the home country but also of the host country on 
immigrants’ business activities. The influences refer to interactions between 
different actors in the host and the home country which have an effect on 
immigrants’ business activities. These influences occur at three levels. At 
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individual level, these influences can be interactions between the immigrant 
entrepreneur and friends in the home country, local friends or ethnic peers in the 
host country. At group level, these influences can be interactions between the 
immigrant entrepreneur and family in the home country, family in the host 
country, networks of ethnic peers or of co-workers or former colleagues, local 
organizations or ethnic associations. At societal level, these influences can be 
interactions between the immigrant entrepreneur and practices, norms and 
values, languages of the home and the host country. These influences from the 
home country and the host country intertwine with each other as an ongoing and 
continuous process.  
Mixed embedding extends the work of Jack and Anderson (2002) and 

Vestrum (2014), who centers on the concept of embeddedness as a process of 
becoming part of a local structure. The entrepreneurial opportunity creation as 
an integration process proposed in this thesis suggests that immigrant 
entrepreneurs experience the process of not only becoming part of the local 
structure of the host country but also maintaining and becoming part of the local 
structure of the home country.  

8.2.2 Multiple levels of mixed embeddedness 

Miera (2008) and Price and Chacko (2009) suggest that mixed embeddedness can 
be explored from the neighborhood level to the transnational level. Miera (2008) 
proposes that the transnational space can be considered the fourth level of 
analysis. The process of how and why immigrant entrepreneurs create their 
entrepreneurial opportunities through embedding processes in the home country 
and the host country in this thesis is consistent with the suggestion of a 
transnational space by Miera (2008). I extend Miera’s suggestion (2008) by 
suggesting a new concept, transnational mixed embeddedness. I contribute to 
this theoretical framework by extending mixed embeddedness from the national 
level to the transnational level. Based on the results of this thesis, I propose a 
model of transnational mixed embeddedness in figure 25 below. 
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Figure 25 Multiple levels of mixed embeddedness 

In terms of the home country or the host country, the interplay between the 
different dimensions of mixed embeddedness occurs at the following three levels: 
the individual (equivalent to the micro level), the group (equivalent to the meso 
level) and the societal (equivalent to the macro level) levels. In terms of the home-
host country, the three levels (societal, group and individual) of mixed 
embeddedness of the home and host countries intertwine with each other. The 
results show that the interplay of mixed embeddedness at the transnational level 
influences immigrant entrepreneurs’ economic activities in both the home 
country and the host country, facilitating wealth creation in both countries. I 
illustrate the importance of taking into account the multiple levels of the national 
and transnational contexts to understand immigrant entrepreneurs’ economic 
activities in a more holistic manner.  

8.2.3 View of entrepreneurial opportunity and mixed 
embeddedness 

The findings of my thesis extend the view of entrepreneurial opportunity from 
the mixed embeddedness perspective. The view of entrepreneurial opportunity 
in Kloosterman et al. (1999) and Kloosterman (2010) is more inclined to the view 
that opportunity is a discovery process. The implication is that the opportunity 
is out there to be discovered (Kloosterman et al., 1999; Kloosterman, 2010).  
In my thesis, I propose that an opportunity does not exist out there; instead 

it is created from a process of mixed embedding between immigrant 
entrepreneurs and the host country and the home country. In doing so, I propose 
an alternative way to view entrepreneurial opportunity in mixed embeddedness. 
By viewing entrepreneurial opportunity as a creation process instead of as 
something that is discovered, I emphasize the role of entrepreneurs as economic 
actors and the importance of entrepreneurs’ actions toward the market. Focusing 
on entrepreneurs and entrepreneurs’ actions helps strengthen the mixed 
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embeddedness perspective because this focus emphasizes the individual and firm 
levels of analysis, which are neglected in mixed embeddedness (e.g. Mitchell, 
2015).  

8.2.4 Extending the mixed embeddedness 

The results in my thesis highlight that immigrant entrepreneurs’ cultural 
background and ethnicity play an important role in the opportunity creation 
process. These two influences have not earned much attention from the mixed 
embeddedness perspective (e.g. Mitchell, 2015). In the four cases of immigrant 
entrepreneurs in this thesis, the cultural background and ethnicity of their home 
country set influences at different levels in all stages of the opportunity creation 
process. They act as resources and obstacles in relation to how immigrant 
entrepreneurs create their entrepreneurial opportunities. Therefore, the cultural 
background and ethnicity should be considered important elements in mixed 
embeddedness. 
The results from this thesis indicate that professional network influences the 

opportunity creation process among immigrant entrepreneurs. The professional 
networks in the home country and the host country can trigger the development 
of entrepreneurial ideas and business concepts. They can also provide access to 
resources such as information, the labor force, and financial support throughout 
the process of opportunity creation. This finding is similar to that of Markowska 
(2011), who suggests that professional networks play an important role in the 
entrepreneurial competence development process.  

8.3 Implications for practice 

The results of my thesis can provide important suggestions to business support 
programs for immigrant entrepreneurs and to the integration program for 
immigrants. In terms of business support programs for immigrant entrepreneurs, 
the design of the program can aim for facilitating immigrant entrepreneurs’ 
integration into the local community in the host country and re-integration into 
the home country. This aim can be achieved through implementing embedding 
mechanisms (mechanisms 1, 2, 3, 4 and 6 discussed in chapter 7) in the business 
support programs. These implementations are discussed in detail below in table 
30. These implementations are general suggestions. To what extent these
suggestions are applicable is subject to each specific situation. The business 
support programs for immigrant entrepreneurs can be designed in a way to 
facilitate immigrant entrepreneurs to interact with different local actors.  
First, these programs help immigrant entrepreneurs to create credibility 

through contacts and experiences that they establish and gain in the local 
community. This is achieved by: setting up mentor program connecting 
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immigrant entrepreneurs with mentors who have knowledge, experience and 
network with the locals; creating a meeting place for immigrant entrepreneurs to 
establish contacts with local actors such as entrepreneurs, organizations and 
companies; endorsing and encouraging immigrant entrepreneurs to collaborate 
with potential local customers in order to create local experience for immigrant 
entrepreneurs.  
Second, these programs facilitate the process in which immigrant 

entrepreneurs create familiarity to the local community through associating 
business with well-known values. This is achieved by supporting immigrant 
entrepreneurs to communicate their business concepts to potential customers in 
the local market through associating the business concepts with well-known 
values to the local customers.  
Third, these programs facilitate the process in which immigrants engage in 

the local life to understand customers’ mindsets, master the local language to 
understand local customers’ needs. This is achieved by: integrating different 
activities in the mentor program to introduce immigrant entrepreneurs to 
activities that the locals often participate in; introducing immigrants to local 
traditions; encouraging immigrant entrepreneurs to make efforts in practicing the 
local language whenever and wherever possible.  
Fourth, these programs facilitate the process in which immigrant 

entrepreneurs establish new/strengthen connections to the home country. This 
is achieved by encouraging immigrant entrepreneurs to develop entrepreneurial 
ideas and business concepts related to their home countries.  
The expected outcomes of these programs are: facilitating the process of 

immigrant entrepreneurs’ acquiring local resources that enable the creation of the 
business concept; creating possibilities for immigrant entrepreneurs to interact 
with different actors in the host country to facilitate the exchange of information 
and potential business opportunities; accelerating the process in which local 
customers accept the new business concepts. Furthermore, immigrant 
entrepreneurs know how the locals think and do to modify the business concepts 
according to the locals’ needs. They also get access to inspirations and additional 
resources in the home country to create new business concepts. 
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In terms of the integration programs for immigrants, the design of these 
programs should focus more on developing activities that can help immigrants 
increase the interaction between the local people and themselves. Doing so 
would help them establish networks in the local area. This type of interaction 
could be increased by organizing meetings and activities in which immigrants are 
introduced to different local sports clubs and hobby clubs. An approach in which 
the host country’s language is practiced and mastered anywhere and anytime 
should be organized in the integration programs. All six mechanisms discussed 
in chapter 7 can be implemented as different activities in these programs. 
Depending on the situation of each immigrant, the extent to implement such 
mechanisms might be different from one case to another.  
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9 Future Research 

This chapter outlines some topics for future research. Based on my analysis, I 
suggest a few topical areas that can be examined in immigrant entrepreneurship. 
The first part of the chapter presents some suggestions for understanding 
entrepreneurial opportunity creation as a reciprocal embedding process, which 
indicates that immigrant entrepreneurs not only are influenced by the home 
country and the host country but also set influences on the two countries. The 
second part of the chapter centers on suggestions for further incorporation of 
entrepreneurial opportunity creation and the entrepreneuring perspective. The 
third part of the chapter discusses the possibility to examine the dual-national 
space between the home country and the host country constructed by immigrant 
entrepreneurs. The fourth part of the chapter suggests further investigation 
concerning the family influences on immigrant entrepreneurship. The last part 
of the chapter proposes to further our understanding of the influences of 
transnational context on immigrant entrepreneurship. 

9.1 Entrepreneurial opportunity creation as 
a reciprocal embedding process  

Kloosterman et al. (1999) introduced the mixed embeddedness perspective as 
how an individual is influenced by the context. The implication is that mixed 
embeddedness focuses on the impact of the context on an individual’s actions. 
Put differently, an individual is embedded in the context (e.g. Kloosterman & 
Rath, 2001; Kloosterman, 2003; Kloosterman, 2010). The literature on mixed 
embeddedness mainly focuses on how an individual is embedded in a context 
(e.g. Ram et al., 2010; Jack & Anderson, 2002; Razin, 2002; Price & Chacko, 
2009). There are relatively few studies on how an individual sets influences on a 
context; this issue has not earned much attention in studies that employ mixed 
embeddedness as a theoretical perspective (e.g. McKeever et al., 2015; Vestrum, 
2014).  
Immigrant entrepreneurs not only are embedded in the home country and the 

host country but also may set influences on the two countries. These influences 
can create new trends in the sector to which the businesses set up by immigrant 
entrepreneurs belong, or new trends in the sector can emerge based on these 
influences. Studies on immigrant entrepreneurship show that market 
opportunities and the demand from the market of the host country play a central 
role in facilitating immigrants’ economic activities (Kloosterman, 2010; Kwak & 
Hiebert, 2010; Froschauer, 2001; Kloosterman & Rath, 2001). Jack and Anderson 
(2002) proposed that entrepreneurs are not only influenced by the environment 
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but also influence that environment. Through creating their entrepreneurial 
opportunities, immigrant entrepreneurs may set influences in the market 
structure in the host country. For instance, previous studies by Saxenian (1999) 
and (2002) illustrate how Taiwanese and Indian entrepreneurs in Silicon Valley, 
by creating entrepreneurial opportunities in the IT industry, influence the 
structure of the IT industry in Silicon Valley. As another example, the study by 
Eckstein and Nguyen (2011) illustrates how Vietnamese immigrant 
entrepreneurs shape the market structure of the nail industry in the U.S.A. to 
develop a niche in the beauty industry, specifically in manicuring, transforming 
this niche nationwide. Immigrant entrepreneurs may also facilitate the exchange 
of knowledge and transnational entrepreneurial opportunity creation (e.g. de 
Lange, 2013; Riddle, 2008). Saxenian (2002) illustrates how knowledge transfer is 
created between the U.S.A. and immigrant entrepreneurs from Taiwan, China 
and India and how new entrepreneurial opportunities are created due to these 
linkages between the home country and the host country.  
A potential future research area would be to study the opportunity creation 

process as reciprocal embedding, which highlights the importance of how 
individuals set influences on a context. Studying the opportunity creation process 
as reciprocal embedding may extend the work by Jack and Anderson (2002) to 
investigate the model of “circular process of embeddedness” (Jack & Anderson, 
2002, p.482), which centers on the notion of drawing from the local environment 
and contributing to the local environment.  Reciprocal embedding also responds 
to the call to understand the dynamic relationship between individuals and the 
place and community suggested by McKeever et al. (2015). A study by Vestrum 
(2014) shows that the embedding process provides additional resources to the 
local context by combining the available resources with external resources from 
other contexts. Entrepreneurial opportunity creation as an entrepreneuring 
process 
Entrepreneurial opportunity creation in this thesis was examined in a 

processual manner. The process of entrepreneurial opportunity creation centers 
on an ongoing, iterative and non-linear process of developing entrepreneurial 
ideas, developing business concepts and refining the business concepts. This 
notion of entrepreneurial opportunity creation can be related to entrepreneuring 
as a practice (e.g. Johannisson, 2011; Steyaert, 2007). Entrepreneuring centers on 
the processual aspect of entrepreneurship (Steyaert, 2007). The non-linear and 
multiple looping process of developing the entrepreneurial idea, developing the 
business concept and refining eth business concept as proposed in my thesis 
reflects the essence of improvisation, personal networking and collective support 
in entrepreneuring (e.g. Johannisson, 2011; McKeever et al., 2015). A future 
research area would be to study entrepreneurial opportunity creation using the 
practice theory of entrepreneuring. This theory makes it possible to examine how 
the business concept changes through an “ongoing practice of creatively 
organizing people and resources according to opportunity” (Johannisson, 2011, 
p. 138).
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9.2 Entrepreneurial opportunity creation 
and dual-national space 

The findings in this thesis suggest that immigrant entrepreneurs construct a space 
between the home country and the host country in the process of opportunity 
creation and that this space influences the opportunity creation process. A study 
by Miera (2008) suggests that the transnational space can be introduced as a new 
level of analysis. The transnational space involves the interlinkages between the 
sending and the receiving countries (e.g. Miera, 2008). In my thesis, immigrant 
entrepreneurs create a dual-national space that accommodates them to create 
entrepreneurial opportunities in both the home country and the host country. 
This topic can be an interesting avenue for future research. 
The immigrant entrepreneurs in this thesis all experience different degrees of 

social exclusion in Sweden. They do not feel as if they belong to mainstream 
society or they do not feel that they are accepted by mainstream society. When 
they embark on the journey of creating their entrepreneurial opportunities, they 
experience the journey of integration into the local context. This local integration 
can result in the creation of a space where they feel such as they belong and they 
feel important. Further research should study the process of creating an 
entrepreneurial opportunity as a reflection of creating a space among immigrant 
entrepreneurs. When immigrant entrepreneurs refine their business concepts or 
create new business concepts that serve the locals, they are creating a physical 
space for themselves in the host country (which is their company or their 
venture) and a space for being an immigrant entrepreneur in the host country. 
This space provides these immigrant entrepreneurs with feelings of contributing 
to the host country and the home country, thus facilitating the feeling of being 
important and feeling as if they belong. Prior to their journey of entrepreneurial 
opportunity creation, they feel very excluded in the host country; thus, they do 
not have a space. In comparison with what they had in their home country before 
coming to the host country, they had their jobs, their families and their network; 
thus, they had a space in their home country and were included in the home 
society. When moving to the host country and living far away from the home 
country, immigrants initially have few connections to the host society; thus, they 
may not have a sense of belonging or they may feel that they do not have a space 
in the new society. Opportunity creation involves the interactions between 
immigrant entrepreneurs and the host society. Throughout this process, 
immigrant entrepreneurs establish connections to different actors in the host 
society and gradually create a sense of belonging in the host society. This process 
of creating a sense of belonging in the host society facilitates the process of 
creating a space (in which individuals feel as if they belong). In this thesis, all of 
the entrepreneurs illustrate different degrees of belonging in the host society 
through the opportunity creation process. The more they feel as if they belong, 
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the more their business concepts are refined and created with the purpose of 
serving the locals.  
The immigrant entrepreneurs in this thesis can construct a space for 

themselves through the creation of their entrepreneurial opportunities and 
through the creation and refinement of the business concepts. In doing so, the 
immigrant entrepreneurs create a sense of belonging to the host country. They 
create a sense of belonging to the home country along this process. This space 
of being an immigrant entrepreneur and running a business in the host country 
in connection to the home country allows them to feel included in the home 
country. This space goes beyond anchoring themselves in one country; instead, 
it is a dual-national space (e.g. Gilmartin, 2008) that nurtures the sense of 
belonging in both the home country and the host country. This space is the result 
of the opportunity creation process. On the other hand, this dual-national space 
directs the creation of entrepreneurial opportunities embedded in the host 
country and the home country. The discussion of this thesis indicates that, when 
immigrant entrepreneurs develop their space in the host country, their business 
concepts are refined and newly created to serve the locals in the host country and 
the inspirations of the refining and creating process are from the connections 
that they have created to the home country during this process. The creation of 
a dual-national space between the home country and the host country among 
immigrant entrepreneurs can provide them with possibilities to gain access to 
resources in both countries (e.g. Nowicka 2013; Wong 2004) and facilitate 
transnational entrepreneurial opportunities that contribute to the economic and 
social development of the local communities in both the home country and the 
host country (e.g. Wong, 2004; Schuch & Wang, 2015). For example, in case 3, 
Jesus and Hector created a new business concept that would utilize companies 
in the Mexican Silicon Valley in Guadalajara to develop various IT services that 
are attractive to companies in Sweden.  
Creating a dual-national space through the opportunity creation process can 

be a mechanism which immigrant entrepreneurs adopt to socially integrate 
themselves into the host country. Research on how this dual-national space 
influences the opportunity creation process presents a promising future avenue 
for furthering our understanding of entrepreneurial opportunities. The notion of 
dual-national space can be related to transnational diaspora entrepreneurship 
which relies on establishing economic connections between immigrants’ host and 
home country through communities and connections in which the immigrants 
are embedded (Achtenhagen, Henoch & Luong, 2013; Riddle, Hrikvnak & 
Nielsen, 2010; Sequeira et al., 2009). Studying opportunity creation in 
transnational diaspora entrepreneurship context can be a future research topic.  



9 Future Research 

231 

9.3 Family influences on entrepreneurial 
opportunity creation process 

My analysis suggests that, in the four cases, families have different influences on 
why and how these immigrant entrepreneurs create entrepreneurial 
opportunities. In different ways, the family influences why the immigrant 
entrepreneurs embark on their entrepreneurial journey. In the four cases, my data 
show that the expectations of the entrepreneurs’ family motivated them to be 
self-employed. My findings suggest that the family acted as the immediate 
network for the entrepreneurs to discuss their entrepreneurial ideas and business 
concepts. It played an important role in assisting entrepreneurs in gathering the 
resources to develop such entrepreneurial ideas and business concepts. The 
results of my thesis also indicate that the family can connect entrepreneurs to 
different networks and contacts. The important role of the family in immigrant 
entrepreneurship is illustrated in the extant literature in a number of studies (e.g. 
Kidwell, Hoy, Ibarreche, 2012; Piperopoulos, 2010; Bagwell, 2008; Sanders & 
Nee, 1996). Studies on immigrant entrepreneurship suggest that the family 
contributes to immigrants’ business activities in different ways, for instance, by 
providing financial assistance (Yazdanfar & Abbasian, 2013; Bates, 1997) or by 
providing the labor force (Liu, 2012; Sanders & Nee, 1996). Although the role of 
the family is becoming important in immigrants’ businesses, little is known about 
how the family influences the entire process of entrepreneurial opportunity 
creation. Therefore, examining the influences of the family on the entrepreneurial 
opportunity creation by immigrant entrepreneurs presents a promising research 
area for extending our knowledge concerning entrepreneurial opportunity.  

9.4 Multiple levels of contextualizing 
entrepreneurship 

An individual’s economic activities are dependent on the context in which these 
activities occur (Granovetter, 1985). The results of this thesis indicate that the 
interplay of the context between different levels influences an individual’s 
economic activities (e.g. Jack & Anderson, 2002; McKeveer et al., 2014). 
Contextualizing can occur at the individual, group, national and transnational 
levels, as illustrated in this study. In all four cases, the opportunity creation 
process was influenced by the context at the following four different levels: the 
individual level, the group level, at the level of the host country and the home 
country and at the transnational level: the host-home country.  
When studying immigrant entrepreneurship, it is important to define the 

boundaries of contextualizing to understand a phenomenon in a more holistic 
manner. In terms of the individual level, it is important to take into account the 
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individual’s personality and family background. This thesis shows that the 
personality and family background influence how an immigrant decides to be an 
entrepreneur. In terms of the group level, it is important to consider how an 
individual interacts with his or her networks because such networks influence 
how entrepreneurs develop their entrepreneurial ideas and business concepts and 
gather resources. In terms of ethnic networks, each ethnic group may carry 
different group values and norms; therefore, researchers should take into account 
the differences between different ethnic groups from the same country. 
Analogously, in terms of the national level, values and norms differ from one 
country to another; hence, it is necessary to consider this influence. The 
entrepreneurs in this thesis come from Lebanon, Syria, Cameroon and Mexico, 
which are emerging economies and collectivistic societies. When they perform 
their economic activities in Sweden, which is a developed country and an 
individualistic society, the process and outcome of their economic activities can 
be different from what they would be if they resided in a collectivistic society. In 
terms of the transnational level, researchers should study immigrant 
entrepreneurship in connection to the home country and the host country 
simultaneously. Immigrants will still carry and practice their original culture from 
their home countries when living in the host countries, which emphasizes the 
importance of considering the host country and the home country. The 
intertwinement between the home country and the host country creates the 
uniqueness of the transnational context that immigrants are constantly influenced 
by and make their mark on. By studying immigrant entrepreneurship in this 
transnational context, researchers can further our understanding of why 
immigrants create specific types of businesses and why they act the way that they 
act in creating their entrepreneurial opportunities.  
A potential future research area would be to further our understanding of the 

influences of transnational context on immigrant entrepreneurship. This 
suggestion responds to the importance of the “where” dimensions in terms of 
contextualizing entrepreneurship (Welter, 2011).  The “where” dimensions 
involves “the manifold locations in which entrepreneurship happens” (Welter, 
2011, p. 167). The findings of this thesis imply that the “where” dimensions can 
be contextualized at the transnational level as the home-host country; at the 
national level as the home country or the host country; and at the regional level 
in the home country and the host country.  
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Appendices 

Appendix 1: Additional quotations 
Appendix 1.1 Host country: Code 1a1 

Case 
Representative quotations 

First-order category: Host country: feelings of being rejected 

1 George, entrepreneur, Taste of Beirut

I tried but I could not find any job. 
If I, with these Lebanese physical features of face, hair, open a Swedish origin restaurant, 
do you think that Swedish people will come and eat at my restaurant? Although I have 
been living here for 35 years. 
Haidar, entrepreneur, Taste of Beirut
I have a friend from Syria, who studied with me in engineering program in Sweden. He 
studied civil engineering program in Russia before coming to Sweden. He did not get any 
job despite that he is smart. It might be because of his foreign name. That is wrong and 
it is not good for the society. 

2 Victorine, entrepreneur, Afro Business Center

He (my husband) was really angry and he thought that was racism. It’s not easy when 
a person has dark skin and enters the job market  
I talked with Christina. I cried, and she comforted me. Then I went to Collin and I 
talked about how I was discriminated. He wondered what the Swedes were doing. 
Everybody was angry about it. Everyone was angry. It was just racist. If a Swedish child 
came from a business school and just went to the Swedish job market and showed their 
interests, Swedes would try to help these children out. Because I am an immigrant, they 
would not do that. That’s what everybody was telling me. 
My job coach told me that it would be easier for me to enter the job market if I did the 
cleaning job. I have done this job when I studied. What I have studied at the university 
was just like a waste, no use of my certificate any more. I was really angry. I was studying 
because I wanted to work something, I mean a career. Otherwise I would have done the 
cleaning instead of studying.  

It’s not very integrated. It’s very difficult to integrate into Swedish society. What I 
realized is that the Swedish people they have difficulties to talk to strangers. I always 
have to start talking first. 

3 Hector, entrepreneur, Tyeca Technologies, AB 

What we have been trying to dois try to blend ourselves in the society. We learnedthat 
the Swedish society was not really open for anyone.  

4 Alicia, entrepreneur, MT3 Technologies AB

No actually I never really tried. I think it was more like something I was doing just 
have my time occupied and to be in touch with the society. I started to study Swedish and 
just to move on. I started to build a network here just to meet people here.  
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Appendix 1.2 Home Country: Code 1b1 

Case 
Representative quotations

First-order category: Home country: Expectations of the 
family 

2 Victorine, entrepreneur, Afro Business Center

I would like to prove that I was as good as the Swedes so my family knew that I came 
to Sweden and tried to be successful. I see Swedes as smart people. Why do I see that 
they are smart? Because of the way they walk. When I was walking on the street, many 
people walked faster than me all the time. I tried so hard to walk fast like them. I had 
to start walking faster. That was the first year when I came here. I did not want to be 
lagged behind in the society. 

3 Hector, entrepreneur, Tyeca Technologies AB

During the first few years, while I was studying here in Sweden, I worked online from 
Sweden to Mexico. We offered consultancy for companies in Mexico. 
I did not feel like I was on the need to get a job.  I just went through the application and 
followed up things because I was kind of curious to see, and kept on working for my 
family company. 
Although I was still a student in 2005, 2006, I was already doing software 
programming from Mexico with my computer. While I was living here in Sweden, I 
received all requirements from my parents’ company in Mexico via emails, via skype. 
Jesus, entrepreneur, Tyeca Technologies AB 

Since I was a kid, I have been around things that are in the field of education. I hadmy 
first computer when I was 6 years old so that’s why I started to be interested in computer. 
That’s my life since I was a kid, always with computer. I was at research centers to see 
what my parents did. 

4 Alicia, entrepreneur, MT3 Technologies AB

My grandfather and also my father havea pharmacy company which sells medical 
equipment for hospital and all the things that you can see in the hospital.  When I grew 
up, I worked for the company and for my parents. My parents always invited me to be 
involved since I was a kid. When I was at the university, I was really happy to help him 
with the knowledge I was gaining. 
I know people that they do not have highereducation but they are quite smart. My 
husband Sergio has met a lot of engineers through his job. So we thought that we can 
have our own development team trying to get different ways to give talented people 
opportunities to create something. 
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Appendix 1.3 Host Country: Code 2a1 

Case 
Representative quotations 

First-order category:  Host country: Generating entrepreneurial 
ideas through interactions with ethnic groups 

2 Victorine, entrepreneur, Afro Business Center
I focus on skin, hair, and African ethnic food. That’s what my African fellows need. 

I started with thefoodsection. Then I thought about the salon section. And I also had 
the hair product section. I just hoped that the combination of the three sections could 
generate. That was my idea.  
I sell hair extensions and do hair job by myself. Herein this town I could attract young 
people who wanted good hairstyles. People who have any problem with their hair I could 
offer them treatment. I know how to do it, I have experience. I have done that in my 
country so I can continue it here.  

I started talking to Manuel about my idea of running my own business. It was in March 
2009. Then I talked to Remi and she agreed that it was a good idea to start a business 
serving African community in the city.  

Manuel, Victorine’s cousin

The bank was skeptical about the market share. They question how many Africans 
were in town and to whom would Victorine sell the products. That was what they 
thought. In addition, she did not have a job.  

3 Hector, entrepreneur, Tyeca Technologies AB 

I recalled that I told Jose and Jan that if they would like they could start working as sole 
traders here with me and we would bring clients from Mexico. And on that they told me 
that they thought it would be better if we just focused on Swedish market. 

It was Jose and me who started the business here. However, it was three of us, Jesus, Jose 
and me who decided to do business together at that time. Jesus was still in Mexico during 
that time. When we were studying our Master’s program, we did not really know if we 
were going back to Mexico to set up the business there or if we would stay here. We only 
wanted to do some kind of business related to the IT. That was in 2004, 2005. 

4 Alicia, entrepreneur, MT3 Technologies

My husband Sergio and I started to talk in that evening that it could be a good idea, if 
we would set up a business. Sergio started to think more and more. There were a lot of 
ideas coming at that moment.  

People were really surprised when we told them. For example, I have a really good friend. 
She’s a German and she was working as a manager in a company in Sweden during 
that time. When I told her, she was really surprised. She said that it was a really good 
idea to pursue this opportunity of bringing knowledge with a more affordable at cost to 
Sweden. Because in Sweden, the cost to hire an engineer for an hour is really high in 
comparison with Mexico.  
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Appendix 1.4 Home Country: Code 2b1 

Case 
Representative quotations

First-order category:  Home country: Shaping entrepreneurial 
ideas through nostalgic reminiscence 

1 Haidar, entrepreneur, Taste of Beirut
The food is quite similar between Syria and Lebanon. George was born and grew up in 
Lebanon. At that time, it was a strategy to promote Lebanese food because it was more 
popular to Swedish people.  

2 Victorine, entrepreneur, Afro Business Center     
I started with African food because I wanted to focus on the ethnic food which represents 
my Cameroonian ethnicity. 

3 Hector, entrepreneur, Tyeca Technologies AB
From the beginning we just focused 100% on Mexican market; and everything was for 
that market. We even arrived at the office, around 11:00 or 12:00, because we knew 
that we would stay up to 8:00 or 9:00 to work according to the time zone in Mexico. 

4 Alicia, entrepreneur, MT3 Technologies
When I arrived here in Sweden, I saw that it was an opportunity in the silver industry 
or jewelry industry. In addition, I wanted to bring Mexico with me, all from my heart. 

We really felt for the country at that time. That why we wanted to name our company 
as Mexican Technology. The whole concept was to change the perception of how people 
saw Mexicans from producing low-tech products to high-tech products. 

We would like to show the world that we are so proud of Mexico and we can produce 
technological advanced products apart from producing tacos. 

We really felt attached to the idea of bringing something from Mexico and giving 
opportunity for Mexican engineers to earn good money. 

It was such an exciting feeling to build something, and to connect to Mexico because I 
love my country. I wanted somehow to be attached to my country and bring Mexico to 
Sweden.  
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Appendix 1.5 Host Country: Code 2c1 

Case 
Representative quotations 

First-order category: Host country: Gathering resources through 
the ethnic community 

1 George, entrepreneur, Taste of Beirut
I looked at the menus from Lebanon, from USA, fromFrance, from Spain as references 
for Lebanese food. I kept in mind that the dining culture in Sweden was not the same as 
in Lebanon. However, we wanted to make the food as much Lebanese as possible to 
make the Swedish customers satisfied.  

We invited a chef from Lebanon. In addition, we had two co-workers also were from 
Lebanon and newly arrived in Sweden. And my business partner, he worked in the 
kitchen. The service team consisted both Swedish and Lebanese co-workers. My family 
and my business partner’s family also helped us in the restaurant when we needed help.  

2 Victorine, entrepreneur, Afro Business Center

I met often my relatives and African friends often. We discussed about the market share, 
the types of customers, and how the customers would need our products. 

Collin wanted to help me to modify the business plan. 

Remi’s sister had a salon in England, and her sister wanted to sell some of the equipment 
to me. I did not have enough money to pay for all so I decided to pay with installments. I 
brought food products from Holland through a contact initiated by a friend of mine. 

We, Cameroonians, we met regularly at Cameroon union meetings. We studied at 
university together. We also worked to deliver newspapers. For instance, if there was 
anybody who arrived here in Jönköping, we would quickly know through our African 
network here in town. 

Collin was the one who helped me with money transfer idea. He gave me the address and 
the phone number. I called the company and they came and installed the program on the 
computer for the money transfer. 

Remi, Victorine’s friend, Afro Business Center 

Victorine came up with an idea of opening an Afro shop. She wanted to take a loan 
from the bank. I remembered following her to the bank and trying to help her out but she 
was denied a loan because she didn’t have a job. We waited for the whole summer to see 
if the bank could grant her a loan but it didn’t work out. She still went on with the idea. 
She felt like she could start up something with few goods and see how it turned out since 
the rent of the place was very low so she went on creating her own shop.  

3 Jesus, entrepreneur, Tyeca Technologies AB

When we were trying to look for new customers and we didn’t know how or where, there 
was one guy we knew who had experience how to do it. We met him and went for a coffee. 
We found out some common points that we were related in the personal level such as he 
was from Texas. He likes a lot of things from Mexico. He experienced the Mexican 
culture and Mexican food. It was more in the level of businesses and the things we were 
more used to. That’s how we started to be friends and then we moved in the business area.



Appendices 

261 

4 Alicia, entrepreneur, MT3 Technologies AB
Xavier looked forward to having a company but he didn’t succeed in running any 
company. 

In that dinner, we were talked about ideas of the company, general concept of opening a 
company, how we would like to work, and how we would like to develop something 
together. That was the main topic we discussed in the dinner. 

Sergio, entrepreneur, MT3 Technologies AB

I think Xavier tried for two or three times before but he didn’t manage to succeed with 
any company. At that point he already knew my work and he knew Alicia so he said 
that he was expecting to work together with me and Alicia.  
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Appendix 1.6 Home country: Code 2d1 

Case 
Representative quotations 

First-order category:  Using the home country as a resource of 
business concepts 

1 George, entrepreneur, Taste of Beirut
I think when I go to a Lebanese restaurant, I want to see the Lebanese chef, and it makes 
me feel satisfied.  If I go to a Lebanese restaurant, then I see Vietnamese chef or Somalian 
chef in the kitchen, it’s not the same feeling as seeing a Lebanese chef. 

2 Victorine, entrepreneur, Afro Business Center

Cameroonians are so proud of their food so when living here in Jönköping, we cook 
Cameroonian food at least once per month. We have parties and invite people to come over 
and eat. 
A friend of mine suggested me doing a business like importing art products from Africa 
and sell them here in Sweden. However, these products are very heavy, thus, it is difficult 
to import them to Sweden. 

3 Hector, entrepreneur, Tyeca Technologies AB

In Mexico, aswe have more competition, we want to go with the guy who can make 
it more affordable and faster. Here in Sweden, it is different because we need to book a 
time slot for everything. It’s going to take for a while and quite expensive. But here at 
Tyeca we try to focus on doing the same as in Mexico. We want to make it fast, we want 
to make it more affordable, not only for us but for customers. Customers here, they like 
how quick the service is and they got surprised when they came to realize that their 
electronic devices could be fixed in 24 hours. So we brought the Mexican service mentality 
into the Swedish market.  

Eduardo, former intern, Tyeca Technologies AB 

We actually did one thing similar in Mexico. If you really notice in Mexico we have 
a job for everything. In Mexico, when you go to the supermarket, there are guys who are 
going to pack your stuffs in plastic bags. Driving in a big mall, there’s another guy at 
every single parking lot, whistling like “okay, there’s no one behind you” so that you can 
park your car. If you buy a TV in Mexico, there are a lot of services which help you to 
install and do those little things. For example, probably not everyone likes to install 
electronic devices themselves and does not know how to do without reading the manual. So 
at Tyeca we started thinking about the idea like “what if we offer those little things”, “did 
you just buy a new TV? we can install it for you”. So with those little elements, we feel 
like in Mexico.  
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Appendix 1.7 Host Country: Code 3a1 

Case

Representative quotations
First-order category: Host Country: Creating credibility through 

contacts and experiences 
1 George, entrepreneur, Taste of Beirut

We had to explain to customers everything regarding the dishes in the menu. Sometimes 
they have allergies, I had to explain the ingredients in each dish. And the restaurant was 
always occupied so I walked from table to table and explained and explained to customers. 
It was good because I earned a lot of money. 

Haidar, entrepreneur, Taste of Beirut

Everybody talked about us and our restaurant. We got phone calls like: “now we want 
to book a table. My daughter has been there, and she said that I should go there too”; or; 
“I have my workmates who were there. They said that we should try”. 

2 Victorine, entrepreneur, Afro Business Center

There is a company that helped immigrants to start business. They initiated contact with 
me through the startup program. So they called and told me that they could support people 
who wanted to start business. When they met me, I told them my story. I told them how 
difficult it was to start business, especially the financial issue. They talked to the manager 
of SEB, manager of Swedbank. These people were there when I did my presentation on 
my business idea. After my presentation, the person from SEB told me that I could meet 
him and present my plan so that they might give me support.  

I went to Jönköping Posten, a local newspaper. They cameto my shop because they received 
a flyer advertised my shop. I knew the people from the local newspaper because one 
Cameroonian helped me make the advertisement for opening the business. I advertised the 
business in the beginning of October. I think the flyers made people at Jönköping Posten 
realized that it was a new business. That’s one of the things the Cameroonians helped me.

People at Rotary club, some of them gave me many advices to support my business. They 
helped me initiate contact with Nyföretagarcentrum. They read my business plan. They 
called me and said that they were helping people with foreign backgrounds to do businesses. 
So they asked if I was interested in receiving their help.  
They (Rotary Club) helped me make the budget. I had to contact the bank to get more 
money. They helped me and the bank gave me 50 000Swedish krona. That was the third 
year of the business. 

In the end I succeeded in borrowing 50,000 Swedish krona from the bank. Because I 
operated the business for about 2 years, the bank saw my business’ potential growth. With 
the help of these people, the bank lent me 50,000 Swedish krona and then I went to 
ALMI. ALMI saw that because the bank had accepted it, they gave me extra 50,000 
Swedish krona and it became 100,000 Swedish krona to buy the products.  

3 Hector, entrepreneur, Tyeca Technologies AB

We were the new guys in Sweden. No one really knew about us, plus, we are not Swedish. 

There is a network of Mexican professionals living abroad. There are few Mexicans 
around here in Sweden. Jesus is the one in charge for the Mexican network in Sweden 
and I’m the vice president. 
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Jesus, entrepreneur, Tyeca Technologies AB

It seemed to be quite logic for us that we need relationships. Companies survive on those 
relationships and for us it was not that clear. When we started to make friends, we also 
made business. We received the input coming from home in Mexico. We had many 
meetings and went here and there to initiate contacts and build relationships. 

We had to find a way to attract customers. What we did was we started to find more 
people in the corridor at our workspace, to communicate more with the Science Park. It’s 
not as simple as we thought. We would like to approach each of those person thus we 
needed to know what they were into, and what potential customers could get the best for 
the most of that meeting. 

We started to establish contacts with the formal entities, from Mexico in Sweden, and 
Swedish organizations in Sweden with the references of Mexico embassy or institutions 
from Mexico through projects we did in Mexico. 

4 Alicia, entrepreneur, MT3 Technologies AB

Through the company that I was working for, I was triggered to develop the product 
concepts. That’s how that’s opportunity comes, then I work with another company and we 
know that they needed a tool to show their products so when we met Victor and he told 
us about augmented reality, we created the second opportunity there with that customer. 
We can offer augmented reality for them.  
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Appendix 1.8 Host Country: Codes 3a2 

Case 
Representative quotations

First-order category:  Host country: Creating familiarity through 
associating business concepts with well-known values 

2 Victorine, entrepreneur, Afro Business Center
I had to do something to change, to make this Swedish person to come in, to have a 
convenient place to take care of the hair or like salon. A salon means some place they 
want to relax.  

Manuel, Victorine’s cousin, Afro Business Center
Victorine had the difficulties in negotiating for a loan from the local bank because the 
people who worked in the bank were not really sure about her plan. In addition, they were 
not used to somebody who was from Africa who started a business. For them, it was the 
first experiment, most of them, there was too much doubts. However, when somewhere in 
2009, when they realized that she set up something by herself, then they started believing 
that this person could operate a business by herself, then they started giving her other 
options. I think at that point they started sending her to those organizations, from one 
organization, they recommended her to other because they saw something promising, which 
they did not see from the beginning. Today there are many Africans running businesses in 
Jönköping and in Sweden so maybe there is a higher chance to get a loan because the bank 
gets used to see many African business owners. 

3 Hector, entrepreneur, Tyeca Technologies AB
When we came here to Sweden, we thought that Swedish society was really open and 
everyone was really happy to speak English and everybody liked to talk with foreigners. 
However, it’s a different thing when local people see you as a tourist in comparison with 
when they see you that reside here. When you reside here and want to be part of the 
community, they want you to do the way the Swedes do. 

4 Alicia, entrepreneur, MT3 Technologies AB
When we explained to potential customers in Sweden, we told them that the letter M in 
MT3 stood for was the abbreviation for Mexico. The reason we did not spell out the whole 
word Mexican was because it was a disadvantage for us. Because we could not build 
reputation as a Mexican software developer from the beginning. In Sweden Mexico is not 
known for producing high-tech products. So that’s why we decided to not use the Mexican 
again. Because potential always thought “oh, Mexico, they do software development?”.  
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Appendix 1.9 Host Country: Code 3b1 

Case 
Representative quotations 

First-order category: Host country: Engaging in local life to 
understand customers’ mindsets 

1 George, entrepreneur, Taste of Beirut
I owned restaurants offering pizza, kebab and grill in the past. Then when I sold all of 
them, I went to the university here and I was enrolled in an undergraduate program. I 
studied at least for 2 years. The idea of opening a Lebanese restaurant was developed 
during my studies in Jönköping.  

When we opened the Lebanese restaurant, it was the first one in Jönköping. I always look 
for something new. When there was no Lebanese restaurant in Jönköping I opened a 
Lebanese restaurant. I want to set new trend in this town. 
Haidar, entrepreneur, Taste of Beirut

I went to high school and after high school I was drafted. I owned a restaurant in 
Tildaholm long time ago, then I got married. It was difficult to drive back and forth so I 
bought a restaurant in Jönköping.  

2 Manuel, Victorine’s cousin

Now we don’t talk more about Cameroon. We meet and when we talk, it looks like 
“what is happening in Sweden today?” For instance, when it comes to Christmas, she 
would behave more like Swedish way that all family members sit around at the table, have 
dinner. That one is not common in the past.  

I think she started doing the Swedish way some years ago. She invited us over herplace 
“Can you guys come? And let’s do the way the Swedes do”. So we dined together and 
discussed. Her husband was happy about that. Even now her husband is not there 
anymore, she still does it. She does it even more often. We had more Swedish dishes on the 
table than the Cameroonian food. 

3 Jesus, entrepreneur, Tyeca Technologies AB

We had people who asked us if we knew how to fix this thing with computer. We said 
“yes, of course”. We fixed it. Then we realized that it was something that we could make 
a business of out it and the most importantly, that we could use it to get to know local 
people. Because this is small town, you cannot really just go, knock on the door, and say 
we do software but you get to meet a lot of local people so that they know you. And this 
IT reparation had opened the door for us to do more things. 
We initiate contacts with local people by engaging in activities in our lives. My daughter 
goes to day care where I meet other parents. In addition, I now play Squash.  I meet people 
there and we discuss businesses. 

4 Alicia, entrepreneur, MT3 Technologies AB

So we offered companies in our business network another service that they do not have. 
That’s why we decided that web tooling could be or it should be another service.  
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Appendix 1.10 Host Country: Code 3b2 

Case 
Representative quotations

First-order category:  Host country: Mastering the local language 
furthers understanding of local customers’ needs 

1 Haidar, entrepreneur, Taste of Beirut
You know people often say that a person becomes Swedish when the person thinks in 
Swedish. I think in Swedish and I talk to my siblings in Swedish. 

2 Victorine, entrepreneur, Afro Business Center

I explained how to use the products to customers in Swedish.

My Swedish became more and more fluent and I spoke more and more. Before I started 
the business, I did not really speak fluently. When I ran the business, I started speaking 
Swedish almost every day. 

I think advancing my Swedish skills influenced the customers. They came because they felt 
comfortable to present their problems with me and they were sure that I could understand 
them better.  

4 MT3 Technology AB 
By the time the interviews were made, the business was still at the startup phase, thus, the 
contacts with local customers were still very limited.  
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Appendix 1.11 Host Country: Code 3c1 

Case 
Representative quotations 

First-order category: Host country: Creating values to local 
customers through localizing 

1 George, entrepreneur, Taste of Beirut
From the beginning a lot of people were very pessimistic, at least the Lebanese people who 
said no Swedish people will eat Lebanese food but I had my idea and I understood the local 
needs because I have been a local here and I thought to do it. It was a big successful.  
Some examples, from the beginning, the chickens, we made the whole chicken without bones 
and it was very difficult to make. To have the workers here in Sweden is very expensive 
whereas in Lebanon it is very affordable. Later on I had to adjust to the conditions of the 
local needs and cost. 
Haidar, entrepreneur, Taste of Beirut

From my experience of growing up here, Swedes like to try different things. If they like they 
will come back. We had a lot of customers from the beginning. In 2006 we won 
Entrepreneurs of the year in Jönköping.  
My immigrant fellows believed that only immigrants will come to the restaurant. It would 
not work for the Swedes to come to the restaurant. It was the other way around, Swedes 
liked the food. 

3 Hector, entrepreneur, Tyeca Technologies AB

In my case was single and I stopped being single. I got together with a Swedish girl in 
Jönköping.  
I’ve been here in Jönköping for quite a while. I remember how the bridge was built. I’ve 
been created a lot of memories here, my life here in Jönköping, that’s pretty important. 

Jönköping is a place where I’ve been developing my life for many years.  This is the place 
where I made friends with local people. This is the place where I went to school. This is the 
place where I have the memories that I went out with my friends to night clubs and went for 
swimming. I had the memory when I went out running for 2 to 3 hours.  

Jönköping my home. The place where my parents live is actually not really my home.

Jesus, entrepreneur, Tyeca Technologies AB

After some months being here in Jönköping, I met a girl. I started to be with her. 
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Appendix 2: Interview Guides 

Data collection phase 1  

Interview protocol for founder(s) 
Purpose: 

• Getting to know the entrepreneur, having general knowledge about the
entrepreneur’s background and the business: business idea, business 
concept. 

• Capturing the entrepreneurial opportunity creation process in general

Personal background 

• Please tell me about yourself?

• How long have you been living in Sweden?

• What is your origin?

• What was your profession when you were in your home country?

• What have you done in Sweden since you arrived? (professional career
as well as privately, if possible)

How often do you travel back to your home country? Contact your 
family/relatives?  

How do immigrant entrepreneurs create entrepreneurial opportunities as 
a process? 

• Could you walk me through the process of how you create your business
opportunity from the initial idea, to when you had your first business
concept up to now?

• When did you start this business?

• What’s the name of your business/organization?

• Can you explain more about the name of your business/organization?
From the name of your business, what message would you like to deliver
to your customers?

• What is your motivation for starting your own business?

• How did you come up with this idea?

• Did you have other ideas to explore apart from this one?

• What made you choose this idea to establish your business?
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• What are the special features of your business? What makes your
business concept different in comparison with other similar businesses?

• What factors make your business successful?

• Do you have any knowledge or previous experience in running this type
of business?

How does immigrants’ home country embeddedness influence the 
entrepreneurial opportunity creation process? 

• How is your business related to your country of origin or your ethnicity?

• How do you promote your country of origin or your ethnicity to your
customers?

• Is your ethnicity an advantage or disadvantage/hindrance to your
business? In what way?

• Who did you consult or discuss your business ideas in the process of
launching your business? (Some suggestions: your peers from your home
regions or other friends with foreign backgrounds in Sweden or Swedish
friends, other groups of people?)

• What types of businesses do these people (that you discussed your
business ideas) run?

• Did you look into some examples of entrepreneurs?  If yes, how did it
influence your business idea?

• Have you seen anyone from your home country establish similar
businesses in Sweden? If yes, how did it influence your business idea?
Would you shape your business idea a little bit similar like your peer or
make it differently?

• Did you get any help from your peers living in Sweden from the same
ethnic or background? If yes, what kind of help?

• Do you have some friends from your home countries in Sweden that
you often get in touch and discuss businesses? If yes, can you tell me
more about that?

• How often do you talk to your family? Do they live in the home country
or somewhere else?

• Do you often get access to news and information of your home country?
How often? In what way?

• Do you have an association or club or social gathering that you often
go? To meet your ethnic groups or your profession network?
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How does immigrants’ host country embeddedness influence the 
entrepreneurial opportunity creation process? 
 

• What changes you made in your initial business ideas and how did these 
changes happened? 

• What’s the main different between the current business concept and the 
original business concept? Please tell me about this process of how the 
business concept was modified? 

• How did you come up with targeting Swedish customers? What were the 
deciding factors? 

• How did you find the place for your business? Please tell me more about 
it. What made you decide to rent this place? 

• Do you participate in any social clubs or professional clubs in town? 

• How do you attract your customers? 

• Do you read local Swedish news? 

• How often do you stay in touch with your Swedish friends? Do you talk 
about your business with them? Do they give you some advice on your 
business? 

• Do you have any business partner? If yes, is he or she from your home 
country or native Swede? How did you find the person? 

 
How did you find suppliers? Any of them from your country of origin or have 
foreign background rather than Swedish? 
 

• When you established your business, how did you promote your 
business to reach customers?  

• Who are your customers? (Residents with foreign backgrounds or 
Swedish people or both?) 

• What sort of products do residents with foreign backgrounds buy and 
Swedes? 

• Do you have any employees? If yes, do they have foreign backgrounds? 
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Data collection phase 2 

Interview protocol for founder(s) 
Purpose: 
Capturing the entrepreneurial opportunity creation process in a detail way 
highlighting changes and development from initial idea to initial business concept 
and refinement process initial business concept. 

How do immigrant entrepreneurs create entrepreneurial opportunities as 
a process? 
Could you walk me through the process of arriving to that specific idea that you 
mentioned last time? 
What were the main factors influencing your decision to go for that idea? 
How did you arrive to that decision of developing that idea further? 
Did you discuss it to anybody? (Your family, friends) 
Did you search for information? 
How did you develop further that idea? 
How did you arrive to the initial business concept? 
Did you launch the firm after or before the initial business concept̀? 
How did the business concept change? Could you walk me through that process? 

How does immigrants’ home country embeddedness influence the 
entrepreneurial opportunity creation process? 
When you come up with those business ideas, did you notice that it was related 
to your home country? If yes, in what way? (Cultural, social, structural, political, 
institutional) 
Cultural/social: promoting social customs 
Political: changes in rules and regulations facilitating trading or economic 
activities 
When you develop the business idea to the business concept, did you notice that 
it was related to your home country? If yes, in what way? (Cultural, social, 
structural, political, institutional) 

 How does immigrants’ host country embeddedness influence the 
entrepreneurial opportunity creation process? 
When you come up with those business ideas, did you notice that it was related 
to host country? If yes, in what way? (Cultural, social, structural, political, 
institutional) 
When you develop the business idea to the business concept, did you notice that 
it was related to your host country? If yes, in what way? (Cultural, social, 
structural, political, institutional) 
Cultural/social: social norms in the host country, local customers’ preferences,  
Opportunity structure: demand in local market 
Political: changes in rules and regulations facilitating/hindering trading or 
economic activities 



Appendices 

273 

Data collection phase 3 

Interview protocol for founder(s) 
Purpose: 
Aiming to understand why certain changes and development phases take place 
in the immigrants’ entrepreneurial creation process in relation to the 
environment in home and host country through understanding the immigrants’ 
ties to these two environment. 

How do immigrant entrepreneurs create entrepreneurial opportunities as 
a process? 
Could you walk me through the process of arriving to that specific idea that you 
mentioned last time? 
Could you walk me through the development from the initial idea to the initial 
business concept and how elements in the initial business concept were refined 
and modified? 

How does immigrants’ home country embeddedness influence the 
entrepreneurial opportunity creation process? 
From those previous interviews, we identified the process of your idea 
development to full business concept and how this business concept has been 
refined and modified, some of these changes in the development and refinement 
process are linked to your home country. 
Could you explain why you decided to go for those changes?  
Some of these changes are related to your home country, your ethnic network, 
culture norms, social customs and political and institutional conditions in your 
home country. Could we walk through each of these changes? Could you explain 
how do you relate these changes to your home country identifying immigrants’ 
ties to the home country environment)? 
Why are those influences important to you and your business (understanding 
immigrants’ ties to the home country environment)? 

• Cultural/social

• Structural

• Political

How does immigrants’ host country embeddedness influence the 
entrepreneurial opportunity creation process? 
From those previous interviews, we identified the process of your idea 
development to full business concept and how this business concept has been 
refined and modified, some of these changes in the development and refinement 
process are linked to the Swedish environment. 
Could you explain why you decided to go for those changes?  
Some of these changes are related to your home country, your ethnic network, 
culture norms, social customs and political and institutional conditions in 
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Sweden. Could we walk through each of these changes? Could you explain how 
do you relate these changes to Sweden (identifying immigrants’ ties to the 
Swedish environment)?  
Why are those influences important to you and your business? (Understanding 
immigrants’ ties to the Swedish environment) 

• Cultural/social

• Structural

• Political
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