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Abstract:

This paper aims to examine the critical conditiforssuccess and failure for the new generatiortlufie
entrepreneurs in the creative industries in modautch urban areasn terms of their entrepreneurial
behaviour with a particular focus on their persaarad business characteristics and their motivadimh
driving forces, which all determine their entremrership and their business performance. An empirica
application is presented, in which the results flaamin-depth interview study of Moroccan entrepteae
are discussed. The findings of our study show thageneral, these entrepreneurs are more opearand
looking for new opportunities beyond the traditibnzarkets using break-out strategies. This research
study can help to explain how to achieve a betteletstanding of the important factors which infloen
entrepreneurial behaviour and activity, the busiresry decision, and the creation process, artieof
conditions for success and other factors that eae lan effect on the performance of ethnic entreqanes

in the Netherlands, within the broader context ofrepreneurship. This will have implications for
various stakeholders such as other ethnic entreprenpolicy makers and business investors in this

dynamic and promising business environment.
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1. TheModern City asa Multicultural Melting Pot

Creativity, innovation and entrepreneurship aremftnentioned in the current literature as
critical success factors that spur economic devetg and growth. Lee et al. (2004) argue that
entrepreneurship is often associated with cregtiand that creative and innovative regions
enjoy a high level of dynamic entrepreneurshipthsad creativity offers a positive stimulus for
new firm formation in an open and flexible economy.

The development of today's business environmentwa#f as of the modern global
economy, has in recent years brought cultural,tim@and innovative activities into a new
focus, viz. the ‘New Economy’. It is often argudtht the emergence of the ‘new paradigm’ of
creativity, innovation and entrepreneurship (Matimgs2006) is mainly due to the perceived
international success of the creative séc{Marlet and Poort, 2005) and to Florida’s (2002,
2003, 2004) and Scott’'s (2000) seminal work on @realndustries (Cls) in modern cities.
Entrepreneurship and innovation are two closelynected phenomena that are responsible for a
nation’s, region’s or city’'s economic growth andltates. They lead to new forms of
productivity and act as the engine of continuedspeoity. Entrepreneurship is often found in the
small and medium-sized enterprise (SME) sector,lente it also offers new opportunities for
immigrants with a business-oriented attitude.

Migration is one of the most studied subjects i $locial and behavioural sciences, e.g. in
demography, sociology, geography, economics. Skewerlemics speak nowadays of the ‘age
of migration’, and this suggests that mankind isctrally ‘on the move’. The age of migration
has led to a different population composition dfesi in the developed world. Most foreign
migrants have tended to settle down in the urbaasar often in the form of ethnic or language
clusters — and have created multicultural diversitynany European countries. Many foreign
migrants appear to possess excellent entreprehsiilia and are responsible for a flourishing
SME sector in many cities. They are known as ettoricmigrant entrepreneurs. Ethnic
entrepreneurship, which includes business own&ag; s or takeovers originating from non-

Western countries, including first- and second-gathen (CBS terminology) ethnic

! The creative sector has two components: a) spdmifinches such as the arts sector, the mediacamahenication sector, and
the cultural sector; b) specific parts of all ottemonomic sectors that specialize in the creatibmew ideas, concepts,
inventions, etc. (e.g. dedicated consultancy sesyithink tanks of corporate organizations, etc).
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entrepreneurs, has become an essential dimensgthro€ minorities’ presence in modern cities
(also raising the living standards of ethnic grgugsd an important aspect of modern urban life.

In today’s open world dictated by global competiess cities are being forced to turn into
heterogeneous settlements, with an unprecedentedative, creative and cultural diversity —
which are competitive assets to improve the socaemic performance of cities — to shape a
spectacular new and diverse urban design andyliéegdr accelerated economic growth. This
new paradigm has prompted a trend for a creatpen @nd globalizing world and economy that
includes social, cultural, and creative urban emmnental factors (Matheson, 2006); these forces
are open, diverse and dynamic (Florida, 2003, P@€K)5). This leads to a new ‘urban
imperative’: namely, modern cities must attract aethin (new) creative firms and people, as
their aggregate efforts have become the primamedsiof the economic development of modern
cities (Peck, 2005). On the regional level, citdfer through their agglomeration advantages
(e.g. local identity, an open and attractive urbmiiieu’ or atmosphere, use of tacit knowledge,
the urban embeddedness of new business initiatwesaccess to social capital and networks) a
broad array of business opportunities for creatoudtures, in which, in particular, self-
employment opportunities and small- and mediumesizaterprises (SMEs) may play a central
role in creating new urban vitality.

The ‘cultural and socio-ethnic pluriformity’ appeda aims to determine the various
impulses which stimulate many different ethnic greuo become engaged in the Cls by
deploying urban space as an action platform andilrnioly all resources. This approach can
significantly contribute to the economy by incre@sthe economic and cultural diversity of a
city and reducing unemployment among immigrantgsehcities become a multicultural melting
pot: a society with people of different cultureaces and religions (Jacobs, 1961, 1969) and a

magnet to deliver new ideas for the Cls and ecoag@mwth.

2. Modern World Entrepreneur ship

In an open and global world characterized by amem&ing urbanization, modern cities
function as the habitat of international migrantsl anagnets of economic growth (Nijkamp,
2008), in which SMEs are a major source of new egrmpkent, economic growth, international

competitiveness, business dynamics, creativity,iandvation in the global economy (Lee et al.,
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2004; Nijkamp, 2008). According to the Commissidntlle European Communities (2002),

SMEs are socially and economically important, sibey represent 99.8 per cent of all

enterprises in the EU, provide around 65 milliong@67 per cent of Europe’s private-sector jobs
are in SMESs), and contribute to entrepreneurshgatwity, and innovation (Lee et al., 2004).

Later, in our empirical analysis we will focus aattention on the Dutch system. Although
the Dutch economy tends to be dominated by numbeery big firms (e.g. Akzo Nobel, Shell,
Ahold, Unilever, Philips, Heineken, Rabobank, ABMWARO bank, Aegon), a report about
SMEs in Europe 2003 (Commission of the European i@onities, 2003a) shows that 99.5 per
cent of all companies in the Netherlands are SMi#s hss than 250 employees (compared with
99.8 per cent of such companies in the EU), whMES employ 65.2 per cent of all employees
(compared with 69.7 per cent of the persons emplay¢he EU).

Entrepreneurship has emerged as a significant matgonal form, and one of the most
important and dynamic forces shaping the changéseirglobal economic and social landscape
throughout the world (see Wennekers et al., 200®ye than 50 per cent of Europeans would
like to be self-employed, while less than 45 pemtqarefer to work as dependent employees
(European Commission, 2008). In the USA more thaupér cent of the population prefer to be
their own boss, and only 37 per cent prefer an eyaa status (European Commission, 2008).
The increasingly vital role of SMEs in innovationn-both regional and national economic and
social development and (international) competitessn— has been widely acknowledged in the
economic and entrepreneurship literature (Pava®01 Berry and Taggart, 1996; Oakey, 2007,
Cooper and Park, 2008).

The notion of entrepreneurial competition was depetl more than a century ago by Alfred
Marshall (van Delft et al., 2000). Later, a regligth breaking contribution to the analysis of
entrepreneurship from a broad historical perspectisas made by Joseph Schumpeter in his
book The Theory of Economic Developméh®34). He addressed in a more explicit way the
critical role of entrepreneurs — driven by the gifinnovate and possessed by the dream and will
to found a private kingdom — as an important dgviarce of economic progress in the theory
and practice of economic growth and developmertiu®peter’'s boolBusiness cycle§l939)
introduced entrepreneurship as the necessary camdd create innovations in a competitive
economic system driven by profit motives. The gmieaeur is not a manager charged with

routine activities, but a restless seeker — undeetdain conditions — for new combinations and
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components in his activity portfolio, while leavingehind old production constellations
(‘creative destruction’), thus creating discontires in economic life.

Practitioners and policy makers are well aware bé tincreasing importance of
entrepreneurship in our society as a provider ofv nedustrial creativity, innovation
performance, and technological change, and as aplaer for the well-being of local and
regional communities (Jones-Evans and Klofsteny/18®mmer and Jalajas, 2002). They have
developed various focused tailor-made policy (ethsirategies and used ethnic resources —
including knowledge, institutions, skills, infornmat channels, attitudes, leadership potential,
solidarity, cultural values and solidarity — thawéur new activities to encourage urban ethnic
entrepreneurship, with a view to solving structunaémployment problems among many groups
with a distinct cultural identity (van Delft et a2000).

Previous research relevant to the ethnic minorig¢enomy and entrepreneurship can be
traced back in much of the earlier classic work¥vaber (1930) and Sombart (1914). The birth
of their concept ‘the stranger as trader’, combingt the social structure (work, family, social
life), nationality, mobility and religion, has iniénced subsequent empirical (case) studies and
writings on ethnic entrepreneurs. Migrant entreptea form a significant part of the SME sector
in our modern cities, and have become a sourcewfatonomic opportunities for regions and
cities. But it should be recognized that in vari@mases significant barriers do still exist (e.g.
language and cultural barriers, skill levels, esr),that a valid and intriguing question is: What
are the critical success conditions for ethnicrfogrant) entrepreneurs (see, e.g., Bates et al.,
2007) in the large urban areas. This calls for eicgdiresearch. Our field of application will be

the Netherlands. This will be the focus of the prégpaper.

3. TheNew Dutch Economy: New Entrepreneur ship

3.1 Introduction

New Entrepreneurship has emerged as one of the cha#fenging and growing sectors
amongst ethnic minorities and migrants, and hasreca popular broader concept — explained
within the demand-supply relation (goods and ses)icwhat customers want to buy and what
immigrants can provide- in a modernizing multicultural society and ommonomy (van Light
and Bonacich, 1988; Waldinger et al., 1990b). Newtré&preneurship contributes to the
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development of integration and the great diversityentrepreneurship in our modern social-
economy (EIM, 2006).

Ethnic entrepreneurs in the Netherlands can beyoated in two groups: namely, Western
immigrants originating from Europe (excl. Turkey)orth-America, Japan, Oceania and
Indonesia; and non-Western immigrants, originafirggn Africa, Asia, South- and Middle-
America, and Turkey, i.e. not including Japan amdbhesia (EIM, 2007).

Over the past few decades, in many urban placess@dhe Netherlands a remarkable
change has occurred in the overall Dutch demogecaphd (ethnic) economic determinants of
urban development as a result of the large inflaefanigrants, induced in particular by the rise
of ethnic entrepreneurs. Today, first and secomtegdion migrants in the Netherlands comprise
one-fifth of the total Dutch population —that me&ni3 million people with a foreign background
from a total 16.5 million Dutch population — andstiis expected to rise to 5.0 million in 2050
with a stable position in the job market (CBS, 2008

Most migrants in the Netherlands come from a wideety of places of origin such as the
Mediterranean regions, particularly Turkey (0.7 pent) and Morocco (0.5 per cent), and
Surinam (1.2 per cent), the Dutch Antilles/Aruba3(Per cent) and China/Hong Kong (0.1 per
cent) (EIM, 2007). Many of them were recruited e t1L960s and at the beginning of the 1970s
for temporary unskilled/low-paid jobs which coulcisdy be replaced by a succession of
sojourners in traditional industries, e.g. shipthuidj, textiles (Waldinger et al., 1990a).

Today the dominant group of the migrant populat@oproximately 60 per cent) is formed
by the non-Western migrants: Turks, Moroccans andn&mese immigrants (who belong to
either the first generation or the second genergtand the share of Western migrants in Dutch
society is approximately 20 per cent (Odé, 2002rizeen et al., 2005; de Lange, 2007). There
are considerable differences in terms of the deapgc composition of the immigrant groups.
The Turkish and Moroccan immigrants are rather lasimregarding their demographic
composition; on average, they have the lowest diunzd level, are unfamiliar with the Dutch
culture and language, and are most often married.

However, Surinamese and Antillian have, on averagagher educational level (yet not as
high as that of the native population), are momsiliar with the Dutch culture and language, and

are more often unmarried. Compared with the indigenDutch population, all immigrant



populations have in common that they are relatiyelyng, and most immigrants of at least 15
years of age are first-generation immigrants.

This general tendency of the New Dutch Economy: WNEntrepreneurship’ is very
prominent in Amsterdam, which is considered to eusopean Urban Region, and, with 177
nationalities, it is the most multicultural city dahe world, as was indicated by of Kees
Verhoeven, Director of the Amsterdam Society foraBrand Medium-sized Companies, during
a personal interview on ‘new entrepreneurship insferdam’: the world is mixed and so is the
city of Amsterdaim Because it offered better opportunities and eknexternalities, and had a
more suitable business and job environment ongd®mal level, Dutch history has shaped more
intense entrepreneurial activity for ethnic groapsl entrepreneurship in Amsterdam than other
cities (Brenner, 2000). However, according to Keéeghoeven, there is a dividing scale paradox
in neighbourhoods, as Figure 1 shows: Dutch an@texp the centre; Moroccans in the West;
Surinamers in the South-east; ‘Black and White'osd$; and isolated networksegery kind has
its own subgroup: Thus, different groups do not meet on the steiet schools or in social
networks (no interaction but isolation in a meltimgt). However, the mixed neighbourhoods are
disappearing slowly (gentrification).

Nowadays, the foreign population is mainly presernarge cities with better businesses and
jobs opportunities: and it has a high populationsity in urban areas which is found to stimulate

the start-up of new firms, especially in the bussieelated professional services sector.

bron: DPG O+
Figure 1. City of Amsterdam: Neighbourhoods with the mosefgn nationalities
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3.2 Migrant entrepreneursin the Netherlands context: an overview

Immigrants form a heterogeneous group of peoplé ait extreme diversity in terms of
skills, education, innovativeness and businestuddi In the past, self-employment has been a
source of economic survivale¢onomic lifeboaj’ for immigrants and ethnic minority groups
‘the stranger is the tradéefa possible solution to their unemployment, bypmoving working
conditions, and escaping discrimination and ‘indéégn and emancipation’ problems), but
nowadays we observe an overwhelming impact of Speunigrant groups on the regional and
local economy.

The total number of businesses in the Netherlamdsclontinued to grow from 925,800 to
939,799 (818,300 indigenous entrepreneurs, 74,568t&kh entrepreneurs, 46,900 non-Western
entrepreneurs) in the period 1999 to 2004 (seeeTHbIThe share of ethnic entrepreneurs in the
total number of entrepreneurs increased from 1@5(80.5 per cent) in 1999 to 121,400 (13 per
cent) in 2004 (EIM, 2007). However, within theseqemtages, the total share of non-Western
ethnic entrepreneurs in the Netherlands shows aistent and strong growth in the period
between 1999 and 2004 from approximately 32 pet (0200 first-generation, 3,900 second
generation) to 39 per cent (40,100 first-generat®B00 second generation), while indigenous

and Western ethnic entrepreneurs remained almastant.

Table 1: Development of the number of firmsin the Netherlands, 1999-2004

Year Native Western Non-Western immigrant entrepreneurs Total
entrepreneurs immigrants
entrepreneurs 1 2™ 1* and 2™
ceneration ceneration ceneration
1000  819.000 72,700 30.200 3.900 34.100 925800
2000 835400 75,000 33,700 4,700 38,400 948.806
2001 845,100 77.200 38.100 5,500 43,600 965.900
2002 841400 77.200 39,500 6.000 45,500 964.100
2003 842300 77.300 40,700 6.400 47.100 966.799
2004 818300 74.500 40,100 6.800 46.900 939799

Source: CBS, 2007; EIM, 2007.

Table 1 shows that, in the last decade, the nuroberon-Western ethnic firms has
considerably increased, in particular firms ownedtliee second generation has doubled from
3,900 firms in 1999 to 6,800 firms in 2004. Thisans that, in five years, there has been an
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increase of more than 50 per cent of the secondrgion starting as ethnic entrepreneurs. They
belong to traditional large migrant groups from Mo, Turkey, Suriname, the Antilles and
Aruba entrepreneurs.

In 2004 over 45,000 non-Western migrants entrepnenéfirst- and second-generation)
started an enterprise in the Netherlands; that @800 enterprises more than in 1999.
Particularly entrepreneurs with a Chinese and Eaggpbackground (who are small minority
groups) often start up their own business, followgdlurks and Surinamers, while Moroccans
rarely set up their own firm.

Despite a high start-up rate of non-Western engprin recent years, the indigenous
entrepreneurs have the highest survival rate, i@tb by Western entrepreneurs. The survival
rate of non-Western entrepreneurs is relatively, Iparticularly for the first-generation ethnic
entrepreneurs, due to low educational and profeakipreparation including lack of human
capital (such as language skills), legal informatitmited knowledge of the local culture,
insufficient business experience (such as bookkegpi and lack of entrepreneurial
gualifications, e.g. poor design of a business ,plaw access to business consultancy, an
inadequate financial plan (Masurel et al., 2004)least 38 per cent of the enterprises started up
by non-Western entrepreneurs in 2002 still exigte2006, while the survival rate of enterprises
started up by indigenous entrepreneurs was 62quety followed by Western entrepreneurs of 44
per cent. However, the survival rates of entrepuestep among immigrants from different
cultures and per economic branch also show a hgpesion and differ significantly (Tastan,
1999; Masurel et al., 2004).

Almost 70 per cent of the non-Western entrepren@urthe Netherlands originate from
Morocco, Turkey, Suriname, the Antilles and Aruba ©hina/Hong Kong (EIM, 2007).
However, within this percentage, the relative gtowt the self-employment rate is higher for
Turkish immigrants (followed by the Surinamese igrants) than it is for Chinese immigrants.

Table 2 shows that the largest group of immigraritepreneurs in the Netherlands, from
both the first- and the second-generation, origifedam Turkey, with 12,300 Turkish firms in
2004, followed by Suriname, with 7,700 Surinamesmd in 2004, all of which are more
concentrated in large Dutch urban areas.



Table 2: Number of entrepreneurs (x1,000) specified by country of origin (includes both 1%
and 2" generation), 1999-2004

Year Turkey Morocco Netherlands/ Surinamme: china/Hong Kong
Antilles
1999 78 28 15 64 53
2000 g2 33 18 71 57
2001 1.0 40 20 78 6.2
2002 114 43 2.1 79 b.2
2003 14 44 22 8.0 b.6
2004 118 46 2.1 17 70

Source: EIM, 2007; CBS, 2007.

However, in the period 1999-2004, the sharpestwiae among Moroccan entrepreneurs:
namely, 61 per cent. The number of the Turkish Antlles entrepreneurs has also strongly
increased in that period by 56 per cent and 47cpet, respectively, while the number of
Chinese and Surinamers has grown by 32 per cer2’apér cent, respectively (EIM, 2007).

For a long time, particularly the large Dutch cdratrons and cities were places of
settlement for major migrant groups of differentioal and cultural origin, because of better
agglomeration advantages, e.g. a better busines®ement and employment; which is now an
important strategic activity of modern cities ardds to the new ‘urban imperative’. Nowadays,
almost 9 per cent of the ethnic entrepreneurs g&lcpnt Western ethnic entrepreneurs and 39
per cent non-Western) are concentrated in Amsterdamn of the four largest cities (here called
‘G4’: Amsterdam, Rotterdam, The Hague and Utrecdhtthe Netherlands. The first-generation
entrepreneurs form the largest group of non-Wesatrepreneurs in the G4; thed Beneration
the smallest group.

Table 3 shows that the number of ethnic entrepmsnguthe G4 increased considerably
more than the number of indigenous entrepreneursost one in three entrepreneurs in the
cities of Amsterdam, The Hague and Rotterdam hastlamc background, while in Utrecht less
than one in four entrepreneurs is involved in atlemtrepreneurial activities. However, in this
growth, the number of non-Western entrepreneurssirasger than the Western entrepreneurs,

and the sharpest rise was particularly among tbenskgeneration non-Western entrepreneurs.



Table 3: Number of entrepreneurs (x1,000) specified by group of immigrants in the G4
(1999, 2002 and 2004)

Non-Western Western
Native immigrant immigrants
entrepreneurs  entrepreneurs entrepreneurs Total

1999 2002 2004 1999 2002 2004 1939 2002 2004 1999 2002 2004

Amsterdam 31,3 33,3 337 58 78 83 7,7 &5 89 448 495 50,9
Rotterdam i6,8 17,4 172 35 43 48 26 2,8 2,8 22,8 24,6 24,8
Den Haag 13,8 156 153 30 45 47 29 3,3 3,3 19,7 23,4 23,3

Utrecht g1 10,3 10,3 10 1,3 1,5 1,3 1,5 1,5 10,3 13,1 13,3

Source: EIM, 2007, CBS, 2007.

The first-generation entrepreneurs are relativebrarconcentrated in the poor districts in
Rotterdam, The Hague and Utrecht — where averageehealues are lower than in other districts
— than are the higher-educated young ethnic see@t third generations. Most of these
enterprises are small businesses, mainly orierdacrtds their own ethnic niche markets —
characterized by low barriers of entry in termsexfuired capital and educational qualifications,
their informal nature, less formal ownership, srsakle production, high labour-intensity, and
low added value. These businesses are in traditieeetors: the travel, clothing, hotel and
catering sectors are still most popular (Waldin@886; EIM, 2007).

The younger generation is, however, more open &sdaking new opportunities outside the
traditional sectors and geographical areas — aermadt market orientation beyond their own
ethnic group, which might offer better opporturstie serve target groups outside the Moroccan
niche. They are attracted to new sectors, suclRasrharketing, accountancy, global trade, real
estate, consultancy, and leisure and recreatioragegment agencies. Thus, they want to expand
into high-volume trade by engaging in trade witlligenous entrepreneurs and other ethnic
groups. Among the foreign entrepreneurs, the mositif the second generation is much better
than that of the first generation, because the rekaeneration have been educated in the
Netherlands and also participate more intensivelyDutch society. This means that they

experience less barriers and problems than theginseration foreign entrepreneurs.
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The development of the distribution of the entreptes by group of immigrants in these
‘metropolitan, industrial and rural areas’ — whiee characterized by a high degree of
dynamism, knowledge and creativity — is changind anhancing the image of these areas’
interest in the potential of foreign entreprene(tiee lead sector for accelerated economic
growth) as major attraction forces and sourcesrafegies for economic growth.

Cities are now pursuing various diversity strategiwhich have a strong influence on the
self-employment propensities of different ethniowgs (Volery, 2007), in order to maintain the
agglomeration opportunities that make their cithesre accessible for all kinds of minority
groups. In this way they can improve their positisatisfy their needs, and offer an attractive
business location environment, and better finaradivities and business services (by way of
absorption and upward economic mobility) (Brenr#80Q0). This is a major challenge to cities
and policy-making bodies, especially in the conteéhidustainable local development.

It is noteworthy that ethnic entrepreneurs formather heterogeneous class. Thus, urban
(ethnic) entrepreneurship and diversity policieg drecoming segmental and tailor-made
activities, in which minority groups and firms mplay a critical role. Ethnic entrepreneurship
has a variable trajectory with many opportunitibsf also with many hurdles and failures
(Nodoushani and Nodoushani, 1999). To identify ¢heBances and barriers, more empirical
fieldwork is necessary. Therefore, in the nextisecive will describe the results of a case study
on one of the three largest ethnic groups whichhaaksthe sharpest rise in the absolute number
of non-Western entrepreneurs and a relatively bigihrate: namely the higher-educated young
Moroccan entrepreneurs in the ICT, legal serviogsglia, financial, real estate, consultancy and

marketing sectors concentrated in the G4.

4. Moroccan Entrepreneursin G4: an Exploratory Investigation

4.1 Introduction

Nowadays, the Moroccan entrepreneurs show the astarige in terms of absolute numbers
of all the non-Western entrepreneurs, and havdatively high birthrate in the Netherlands.
Many of the survivors appear to be small-sizedatietly young, and active in small (ethnic)

niches, and do not always have the expertise aad ke right people in order to make the big
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step towards an external market orientation. Theston is thenWhat are the critical success
conditions for these ethnic entrepreneurs?

In order to trace the opportunities and barriersetbnic entrepreneurs, we recently made an
in-depth field survey of a limited new set of rathepresentative Moroccan entrepreneurs in the
G4. The G4 have a large share of most of the etimoigps present in the Netherlands. Our study
seeks to analyse the behaviour of the second-gemerthnic entrepreneurs of Moroccan origin
in the G4 in terms of their entrepreneurial behavie with a focus on their personal and
business characteristics and on their motivatiah @ving forces, which all can explain their
entrepreneurship and business performance. Oabakse is a limited sample of 24 ethnic
entrepreneurs of Moroccan origin (8 females andhates) selected from a group of creative and
innovative ethnic entrepreneurs in the businessead|professional service sectors with a higher
educational level and skills, and who are differgatm the traditional ethnic niche in terms of

their products, services and communication channels

4.2 Personal characteristics of Moroccans entrepreneursin the G4

The average age of entrepreneurs of Moroccan owigjia participated in the research is
between 35-39 years (33 per cent) and they arelynmasate (67 per cent). Most of the Moroccan
entrepreneurs are married (75 per cent) and haNdrex (37 per cent); while the unmarried
Moroccan entrepreneurs (25 per cent) do not haildreh, which could be explained by their
lack of marital status.

When the country of birth is taken into considenatiFigure 2 (see point C) shows that the
majority of the Moroccan entrepreneurs were bortMirocco (67 per cent) and came to the
Netherlands between 1971 and 1980 (54 per cerd)28@per cent were born in the Netherlands.

The majority of the Moroccan entrepreneurs (92 pent) achieved their educational
attainment in the Netherlands and speak both Dagclvell English fluently (see Figure 1, point
A). Depending on their arrival year, which was ygenthan 12 years (the border between
primary and secondary education), and educatidtehenent in the Netherlands, the majority of
the entrepreneurs (70 per cent) fall in the categbithe second-generation (see also Veenman,
1996; Masurel and Nijkamp, 2004). The majority loé tMoroccan entrepreneurs (58 per cent)
have a high level of vocational education (HBO) amiversity education (WO), followed by
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those with a post-doc level (21 per cent), andréise had a middle level of vocational education

(17 per cent) (see Figure 1, point B).

Personal characteristics of Moroccans entrepreneurs in the G4
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Figure 2: Personal characteristics of higher-educated young Moroccans entrepreneurs in
the G4

4.3 Motivation and driving forces of Moroccan entrepreneursin the G4

Figure 3 shows that the majority (63 per cent)haf Moroccan entrepreneurs were students
before they started their own business, and 1t@etr were already active as entrepreneurs (17
per cent) in their previous position (see Figur@@nt E). This shows that unemployment has

not pushed the majority to become self-employed m&ans of economic survival.
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Their previous experience of entrepreneurs thraihgir studies and employment (75 per
cent) and, moreover, their obtaining this kind wpe&rience in a similar sector to their own (83
per cent) motivated them to start their own busir(eee Figure 3, points E and F). Depending on
their previous experience and sector choice, then measons to become entrepreneurs came
from the desire to be independent and their ows (88 per cent), followed by extra income and
the ambition to be a leader (20 per cent) (seer€i@u point D). More than 75 per cent of the
Moroccan entrepreneurs have chosen to be actigesictor similar to that in which they had
their work experience and because of the markebrppties and high demand in that sector,
while the other 25 per cent of the entrepreneunge hzhosen this sector because of their
educational background and interest (hobby).

However, the majority of the Moroccan entreprendidisper cent) had no or an inadequate
business plan to start up their own business @@ntrepreneurial qualifications) (see Figure 3,
point B); factors such as sources of capital arfdrimation show that 67 per cent of the
entrepreneurs have used their own capital, andeb4¢nt used their own experience, while 17
per cent obtained information from family and reas (see Figure 3, points A and C). On the
other hand, 29 per cent of the entrepreneurs hagtryadetailed financial plan to start up their
own business, and had obtained financial capitdliaformation from formal institutions and
fellow entrepreneurs, as well as from family oeffds (34 per cent). Although, less than 21 per
cent of the entrepreneurs had a family member whani entrepreneur, factors such as capital
and information sources show that entrepreneurguate independent of their family or friends.

The current situation of the dynamic sector wasluatad by the majority of the
entrepreneurs as attractive (79 per cent), anaasadna growing and promising structure (71 per
cent) with scope for sustainability, specializatiorew innovative techniques of services and
products and less intense competition. 71 per aktite entrepreneurs mentioned that the share
of Moroccans in the sector is increasing, but 4 qeet claimed that their share is decreasing.
Almost 30 per cent of the Moroccan entrepreneuasedt that their total orders had slightly
decreased because of the financial crisis and gowant spending cuts. But they are positive and
see this as temporary, because they are convirdthiie information and communication
technologies (ICTs) will probably always play acr@asingly significant role in all industries by

supporting their business and marketing stratemiesinternal and external business processes.
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Motivation and driving forces of Meroccan entrepraneurs in the G4
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Figure3: Motivation and driving forces of higher-educated young Moroccan

entrepreneursin the G4

4.4 Business characteristics of Moroccan entrepreneursin the G4
Figure 4 shows that the surveyed Moroccan busisdssm the creative industries belong to
the following sectors: consultancy and researchp@8cent), ICT (37 per cent), marketing and

sales (13 per cent), and real estate and enteraimimusic (12 per cent) (see Figure 4, see point
15



C). When the foundation year of the enterpris@ken into consideration, the findings show that
more than 50 per cent started their own small-sizediness after 2006 — mostly in sole
proprietorship (88 per cent) with less than 5 erygés (38 per cent) — while 8 per cent of the
entrepreneurs started their business in 1990 (geeeH4, points A and B). It is very interesting

to observe that Moroccan entrepreneurship bega60d, at 38 per cent.

Business characteristics of Moroccan entrepreneurs in the G4
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Figure 4: Business characteristics of higher-educated young M or occan entrepreneursin the
G4

4.5 Strategic Business Performance of Moroccan entrepreneursin the G4

Figure 5 shows that the Moroccan entrepreneursrexmed a positive development in their
business performance results last year (2008). 8ini® per cent of the businesses had an
increase in sales, while 8 per cent of the entreqares experienced stable sales results in 2008
(see Figure 5, point D). The profit of the previgesr shows that 67 per cent of the businesses
had a positive profit; while 13 per cent did no¢ sy changes in their profit (see Figure 5, point

C). In order to stay ahead, and remain competitivéder various conditions, they have become
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very critical and use more formal practices. Thosrfal approach increases the focus on the
management of the business which not only refldetsgrowing diverse and dynamic business
environment today, but also helps to monitor tlen'8 strategic response to this complexity.

More than 50 per cent of the entrepreneurs regusatapt their organizational growth strategies
in response to market and economic conditionsKege&e 5, point A).

63 Per cent want to provide higher quality and wrative products and services, and 25 per
cent want to focus on professionalization (viz. ioyement in the organizational and
management structure and attracting high-skilledpleyees) and market expansion; the
remaining 13 per cent want to focus on speciabrato achieve strategic and organizational
goals and a better alignment of individual objees$ito organizational objectives, in order to
improve the performance of the business and torerssgustainable competitive advantage with

regard to its chosen organizational strategiea,dgnamic environment (see Figure 6, point B).

Strategic Business Performance of Moroccan entrepreneurs in the G4
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3
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Figure5: Strategic Business Performance of higher-educated young Moroccan

entrepreneursin the G4, in 2008
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Composition of employees and clients of Moroccan entreprensurs in the G4
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Figure6: Employeesand clients of higher-educated young Moroccan entrepreneursin the
G4

4.6 Composition of employees and clients of Moroccan entrepreneursin the G4

Figure 6 shows that the Moroccan entrepreneurs@redependent on customers and labour
from their own ethnic group in their business eowment, because they do not really offer
specific ethnic products or services. More thanpBf cent indicated that their target group is
Dutch natives and others (such as particular secliom-size, females, governments, etc), while
42 per cent indicated that they do not have a taggmip (see Figure 6, point B). This applies
particularly to Moroccan entrepreneurs in the I@tter, where their products and services are
not related to the needs of a particular (ethnioug. Therefore, more than 60 per cent of the
entrepreneurs mentioned that they actually predetwehire Dutch employees and 8 per cent of

the entrepreneurs do not have any Moroccan empdgee Figure 6, point D).
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A few Moroccan entrepreneurs (8 per cent) indicateat their target group is Moroccan
clients. Therefore, only 21 per cent of the eneepurs explained that they needed to have
Moroccan employees because of their Moroccan t@mgefp (see Figure 6, point C).

The composition of the clients also shows that nmibes 90 per cent of the entrepreneurs
have a clientele who consist of 80 per cent ndiluéech and other clients, while the minority of
the entrepreneurs (8 per cent) have a clientele aghaist of 80 per cent Moroccans and 20 per
cent native-Dutch (see Figure 6, point A). Therallevaluation is that the majority of our case-
study Moroccan entrepreneurs in the creative imahssserve a large group of native clients and
provide an employment opportunity for 121 peoplépvare mainly not from their own ethnic

group (71 per cent are non-Moroccan employees).

4.7 Participation in social networks and support from Social Capital of Moroccan

entrepreneursin the G4

Figure 7 shows that the majority of the entreprend84 per cent) make extensive use of
their own social networks (for information, questp promotions, shared experiences,
recruitment of cheap and loyal labour, involvemienthe decision making, cooperation, advice
on the amount of crucial resources for the desyreavth strategies, the ownership of multiple
businesses, and the expansion of their own netwwitklin their own ethnic groups through
friendship and shared community of origin in théestination areas (on the local level) (see
Figure 7, point A). Only 17 per cent of the entesmurs make use of formal social networks,
and do not really participate in the informal netk# (17 per cent) (see Figure 7, point B).
Nevertheless, they still see the informal socidivoeks as a valuable and important asset, which
contributes to increased flexibility in strategecision making (see also Rusinovic, 2006), and a
central source of ‘social capital’ (see also MassE988). The relationships among these
entrepreneurs, and the interaction and connectiatign their social networks and their shared
values, shared challenges and equal opportunitigeénvepecific cities/regions, enables them to
commit themselves to each other. These relatioestnip based on a sense of trust, tolerance,

hope and norms of reciprocity among the entrepnsneu
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Participation in social networles and support from Social Capital of Moroccan entreprenewrs in the G4
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Figure7: Present Social Capital of higher-educated young Moroccan entrepreneursin the
G4

The alpha coefficienta{) > 0.6 (0.703; 0.678; 0.751, and 0.622, respetyivfor Personal
Characteristics (PC), Participation and Supportigdcapital (PSSC), Motivation and Driving
Forces (MDF), and Business Performance (BP)) shahetdhe measurement scales used in this
research are adequately reliable (van der Veldé,e2000).

In general, the empirical results of our case stedgarch shows that the second-generation
Moroccan entrepreneurship in the Netherlands beffen 2001. Nowadays, the higher-educated
young Moroccan entrepreneurs are focusing on ramhitional and fast-growing sectors and
operate in a volatile environment with continuailyanging technologies, markets, and business
strategies, and shifting consumer needs for predant services, which differ widely on the
national, regional and local level (Boissevain let H990) and offer business opportunities on
different geographical scales (Razin and Light,8)99

However, the majority of these entrepreneurs istdke extensive use of their local informal
social networks, with whom they have a strong comnmberest, and see these as an important
and central source of ‘social capital’, which magnfine the desire to grow their
entrepreneurship only to within the ‘melting podnemunities. In the long run, however, the lack
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of formal commitments and expectations will resaolfailure to meet the members’ needs (no
formalized network structure). This will not help bridge the gaps that exist between the
various ethnic entrepreneurs in their local sometwork and (other) formal networks,
institutions or groups in Dutch society (on thedlaegional and national levels), all of which
build confidence and lead to increased awarenasswledge and trust. As Putnam (2000)
stated: & society of many virtuous but isolated individuasnot necessarily rich in social
capital’.

Therefore, isolation brings limitations in, for emple, network, cooperation, break-out
strategies, viz. local clients are not big spenddtg clients do not visit their area; and lessvne
product-market combinations are developed. Theitsedl (migrant) entrepreneurs do not make
use of opportunities from formal organizations, gamments, financial institutes and potential
partners on the local, regional and national lewslsich creates loners in the crowded melting
pots; particularly migrant entrepreneurs do nad fineasy to make their way in the complexities
of modern society. However, migrants are proud, kwioard, offer good service, have loyal

customers and are always open to new markets.

4.8 Problems facing and variables contributing to the success of Moroccan entrepreneurs

The majority of our case study Moroccan entrepren€62 per cent) have not faced any
problems in running the business that impede gramth success in a challenging and dynamic
business environment. However, 38 per cent of tleedeepreneurs are having to cope with
critical problems which are also quite commonly exgnced by native-Dutch entrepreneurs.
There are seven main types of problems:

(1) a confusing and complex tax structure, overreguhafiong delays in getting approval
for trade licences and business registration),gaav@rnment policies (relating to working
hours, labour relations and working conditions) efthare to be often overly complex and
unclear;

(2) difficulties with the implementation of strategiemd formulation of goals: a better
achievement of organizational goals is possiblé ttel operational objectives have to be
translated into better and clearly measurable kesfopmance indicators (KPIs) and

undertaken actions, which are related to stratelgjectives. There has to be a constant
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focus on the questions: ‘Wt do we want to do?W hat are we doin@’; ‘What are the
real priorities and real focus point§and‘ls it feasible and how to deliver it?’;

(3) the inability to maintain an accurate internal bess process and administration;

(4) the difficulty of attracting good and well-skilleanployees;

(5) the challenge of offering quality products and gess for a broader group of clients and
in broader markets (strong competition);

(6) the need to reduce the overall costs; and

(7) the limited access to financial capital from goveemtal and private institutions that is
so essential for continuous business and sustaimvielopment in order to become and
remain world-class players in everything they dodmpower their strategic position in
the market). Therefore, they must rely on resouficea family and friends or use their

own savings to meet their financial needs.

The most important variables that contribute to $hecess of our case study Moroccan
entrepreneurs are their:

= growing (new) social network;

= strong motivation, enthusiasm and persistence;

= strong reputation of the organization as a highliguand honest firm with a lot of
personality and expertise;
high-quality of customized services;
wide language ability;

strengths in business and managerial skills; and

U

higher result orientation.

All these variables have to do with improving theality of management and processes and
thus achieving successful organizational results.

A daily preoccupation for these firms is managiagl value drivers (quantitative as well as
qualitative) behind the business with a continustiategic planning process, combined with a
learning and thinking process for value-creatiod achieving organizational results. Thereby, it

is important to clearly communicate the KPIs (empowerment), which brings transparency to
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the accountability and responsibility of people deadds them to better action-orientation and
improvement of strategic planning and to gainir@pmpetitive advantage.

Through improved and intensive communication, kmemge share and exchange, and
cooperation, these entrepreneurs can get earlyiwgawf potential problems, and thus can
understand better how to improve their businesstegyy, which reduces ad hoc work, lowers
costs and increases profit. Better steering andugixa, which, by using specific concepts and
taxonomy that everyone is expected to know, hemple to take a consistent business direction,
and to consider how to improve things, and to rebetter focus on issues that are important for

the organization and its shareholders.

5. Statistical and Multiple Regression Analysis

Using a multiple regression analysis, a structueédtion model can be created from the
following factors: personal and business charasties PC andBC), and motivation and driving
forces MDF), Participation in social networks and supportnfrgocial capital (PSSC), and
strategic business performanceB@ (Figure 7). This model is constructed to identihe
various relations between the factors. In this eespseveral hypotheses can be made, such as:
(1) there is a significant relationship betweenspagl and business characteristie€ @ndBC)
and business performancBR), (2) there is a significant relationship betweeatiration and
driving forces MDF) and business performandgR), and (3) there is a significant relationship
between participation and support from social egPSSG and business performanddR).
Hence, we can write:

Ln BP=¢ Ln MDF + 8 Ln PSSC # Ln PC +¢

An ethnic entrepreneur is endowed with human capi@ which increases the ability to
understand how to steer a business in a challeragmagturbulent business environment. This
may at a particular stage lead to a higBerin growth in employee numbers, sales turnover, and
value of capital assets.

The migrants benefit from their previous employmexperience before starting their own
business, and those who are already entrepreneneditbfrom their years as businessmen or -
women in similar challenging industries and sectdiBF, which makes them more highly-

orientated forwards business growth, and subselyubetachievement of a highBP.
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Naturally, an ethnic entrepreneur will build updamake an extensive use of, local level
personal and social relationship capiRBESCto create competitive advantages to further
successfully improve their economic and businesdopeance and the related business

objectivesBP. Figure 8 depicts the results of the multiple esgion analysis.

Business
Characteristics

(BC)
Personal Motivation and .377 Business
Characteristics Driving Forces |~ Performance (PB)
(PC) (MDF) 556

234
.204

546 |

.489
Participation and

Support from
Social Capital
(PSSC)

A

Figure 8: Structural relations model 561

Note: The figures show how strong the coefficightorrelation of statistical relationships arevietn the
random variables.

Figure 8 shows that the PC factor has significasitive relations with PB (see also Hisrich
et al., 1997), and no significant relations witle thther factors. The explanation for this is that
human capital (such as age, arrival year, level plade of formal education, a very well-
integrated individual, business strengths and menmgskills in generating ideas and dealing
with people, management styles (e.g. in terms diuaitempowering, collaboration, sharing of
information), and language ability) positively mamzes the entrepreneurs’ ability:

* be more aware of changes in the business enviranmen

e to understand how to manage the business;

* to develop and execute effective strategies amde@ldetermined objectives;
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* to seek informal networks and financial capital,

» to get access to the information necessary toodesc evaluate and exploit (profit)
opportunities and possibilities for market expansiothe dynamic business environment
(i.e. become more conscious of the reality of thgiess world); and

* to translate this information into strategic demns for growth (e.g. decisions to grow,

improve and innovate) which shows greater renewdldarity in their strategies.

It seems reasonable to assume that a higher begpee®rmance (e.g. growth in numbers of

employees, sales, turnover, value of capital assétoccur:

« when the entrepreneurs have arrived very young auofdeve their high educational
attainment in the Netherlands and speak the larguagy well; have a higher ability to
be involved in all areas of business activities;

» think from different perspectives to achieve orgational objectives and innovations
without personal and financial consequences;

» are better focused on strategic planning; and

* understand how to manage their business in a dynanarket (high quality of

entrepreneurs with knowledge and modern skills).

There is no significant relationship between the B the other factors. From this result it
can be inferred that the BC are closely linkedpec#ic business performances, and are more
stand-alone.

However, there are several significant relationsvben MDF, PSSC, and PB, specifically
between MDF and PSSC, between MDF and PB, and batR&€SC and PB.These factors can
be interpreted as mutually-reinforcing pairs.

The success and economic survival BP of the emnegpirs depends not only on their PC. In
addition, MDF and PSSC also have a positive relaiigpp with the BP of Moroccan
entrepreneurs. This concerns their previous pasibefore starting their own business, the
entrepreneur’s years of prior experience in a sin{iggrowing and attractive) industry (see also
Storey, 1994; Glancey et al., 1998), and the in&drom they receive from social family and
relatives. The entrepreneur’s previous educatiattainments and work experience in the long

run (learning-by-doing) in a similar type of busssgsee also Chell et al., 1991; Box et al., 1995
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Schiller and Crewson, 1997), coupled with an inieeaand positive entrepreneurial attitude
(e.g. being a hard worker, acceptance of risk, ltgyaarticipating in a strong social network)
and motivation (e.g. being ambitious, wish to bertlown boss), and strengthened involvement
and commitment to the strategy to meet their gratgpersonal) objectives, are all dominant
predictors of a higher orientation on business ¢inpvand subsequently the achievement of
higher business results. In turn, this strong fomillsincrease the capability of their business to
achieve its financial results and strategic goats @bjectives.

However, there is also a significant relationshgtweeen MDF and PSSC, that is, motivation
factors (e.g. achievement, self-confidence andfsation, the search for independence, locus of
control (pull factors)) and supportive environmériégtors (e.g. attractive and growing industry
sector, and sources of information and finance) Mroccan entrepreneurs to exert themselves
and create dynamic businesses.

The entrepreneurs (with their motivational drivifigrces) make extensive use of their
informal advisory and mentoring supportive relasioips to create competitive advantages, such
as informal advice and relevant contacts. Theselssgpport (ethnic) networks motivate them
to start up their own business, and can help bivetahg a number of important resources to
overcome the disadvantages and obstacles whicleritrepreneurs face that impede growth,
success, and personal fulfilment in a challengand dynamic business environment (see also
Fraser, 1995; Wheeler, 1995).

The influence of strong ethnic informal social netks is often intense and reaches further,
because these networks are based on (ethnic) basiissociates, and on family and friendship
networks in which these entrepreneurs participateae an intrinsic part of their lifestyle (see
also Light et al., 1993). These networks are sisomyolved in their entrepreneurship and still
massively influence the decision-making proceshes$e entrepreneurs concerning, for example,
self-employment and selection of localization.

They use different functions of their personal andial relationships (informal advisors and
mentors, (ethnic) business associates, family amhds) to access important information
resources, lower cost via trust, and support irtlgaind efficient decision making and related
collective action in order to successfully furttieeir economic (i.e. mass of potential customers)
and business performance and their related busiggstives (see also Hisrich and Brush,

1987), and to identify new opportunities and transf these into new commercial business ideas
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for market expansion. This creates a challengirgat@nvironment to develop and establish
(new) networks among these entrepreneurs who awstanttly interacting — via information
flows between newcomers and settlers (see also ilgald 1994). Such networks generally
serve as platforms for further exchange of inforamtexperiences and interests, growth and
fruitful cooperation between businesses.

It seems reasonable to assume that what makes &éoraentrepreneurs more capable of

managing their business successfully is:

» when they have been involved for a long time innailar type of business to that in
which they gained knowledge and managerial skiisough education and work
experience and an increase in their ability to gace relevant (re)sources (information)
to solve problems, supported by reliable environmemactors such as source of
(informal) information (channels), contact netwqrkew-cost financing and cheap
personnel, training and skills, customers and seppl competition, and dedicated
government policies (see also Boissevain et a0} %nd

« when these entrepreneurs have access to trainingse and workshops on

entrepreneurial development and improvement.

All these advantages lead to a better focus osuhgval and growth (path) of the firms, e.g.
in terms of turnover, profit, number of employe&aitarelli and Vivarelli, 2007), and, the
entrepreneur’s satisfaction and expectations (CQoape Artz, 1995).

On the other hand, BP, such as profitability, rexenand sales growth, and the provision of
higher quality and innovative products and servieéso has a significant influence on MDF.

It seems reasonable to assume that the positivendsss results obtained by achieving
successful strategic goals and objectives makessiple for entrepreneurs, as well as their
informal advisors and mentors, to become more asidktic and satisfied, and have a better
focus on, and, be connected and committed to,ttheegic goals and objectives. If they can pro-
actively achieve these goals and deliver more attbibperformances (positive reinforcement),
this will also increase the capability of the besis to achieve its financial results and

organizational goals and related objectives.
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6. Conclusion and Implications

The research described in this paper has focusexhswering the questioWvhat are the
critical success conditions for higher-educated nguoroccan entrepreneurs in the GOh
the basis of field research conducted at 24 promiDeitch-Moroccan businesses in the creative
industries, it was possible to discover more altbetsuccess factors of the ‘new generation of
Moroccan entrepreneurs’ in the four big cities e tNetherlands (the G4: Amsterdam,
Rotterdam, The Hague, and Utrecht), which havecla variety of migrants entrepreneurs. In
order to provide a comprehensive answer to thisaref question, the following variables were
considered: human, social and business capital,tEadnotivation and driving forces of the
second-generation Moroccan entrepreneurs in tfaiceandustries.

The new generation of Moroccan entrepreneurs ig wedl-educated and integrated in the
Dutch community (very familiar with the Dutch cultuand speak the language fluently). Hence,
with their very good previous study and work expece in a similar type of business, coupled
with innovative and positive entrepreneurial attéuand motivation, they have the ability to be
involved in all areas of business activities, tlmgk from different perspectives in order to
achieve their organizational objectives and innovest without personal and financial
consequences. All this contributes to a higher eooa and business performance and success
level for the younger Moroccan entrepreneurs.

Moroccan entrepreneurship in the Netherlands startainly after 2001, and there was an
enormous increase in start-ups of small-sized pns&s with less than five employees after
2006, in particular in the service sectors, suclCdsand consultancy and research.

The critical factors cited as pulling the youngenegration of Moroccan migrants to become
entrepreneurs are the market opportunities andilplisss, as well as the growing and
promising structure of the business environmenh witope for sustainability, specialization,
new innovative techniques of services and prodactd,less intense of competition in the sector,
which all differ widely on the national, regionahd local levels and offer many business
opportunities on different geographical scales. thkkse factors are supported by the young
entrepreneurs’ reliable social capital in the fasffamily and friends who provide them with
(informal) advice, information, workshops on busiselevelopment and improvement, and make

them more capable of managing their business ssittigs However, it is important for these
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entrepreneurs to realize that in their decisioningkrocess, the (informal) social networks may
confine the desire to grow their entrepreneurshily ¢o within the melting pot communities.
Therefore, to benefit from potential formalized isbccapital, diversity and business
opportunities demands a high level of interactiod aonnection within various social networks
and between the individuals within and across Stegions.

The most important factor that contributes to thecess of the entrepreneurs is the strong
reputation of the organization as a high qualitg &onest firm with a lot of personality and
expertise. To grow a (new) social network requisteong motivation, enthusiasm and
persistence, factors which were also cited ascatisuccess variables. In running their business,
only a few entrepreneurs faced that impeded graavith success. Their main problems are:
overregulation, concerning, for instance, long gelen getting approval for trade licences and
business registration; the challenge of implemensitnategies and formulating goals; the need to
maintain an accurate internal business processadndnistration; the difficulty in attracting
good and well-skilled employees; and their limigetess to financial capital.

It became clear that motivation and driving for@esl human and social capital have a
significant relationship with entrepreneurship Inesis performance, which is linked to success.
Thereby, motivation and driving forces have to dthwhe ability to recognize and get access to
the information necessary to discover, evaluate amxgloit (profit) opportunities and
possibilities, and to integrate this important andcial information into strategic decisions for
growth (viz. thinking from different perspectivesdaimplementing and understanding their
business strategies), which all require proactiwlivement in all areas of business activities,
and yield higher organizational results.

Furthermore, the social capital, based on (ethmisiness associates, family and friendship
networks, has to do with helping to deliver a numbkimportant resources for tackling the
disadvantages and obstacles which the entrepreracesthat impede growth, success, and
personal fulfillment; and is also concerned witkntfying new opportunities and transforming
these into new commercial business ideas for magkpansion to successfully further their
economic and business performance in terms oftplility, revenues and sales growth, and the
provision of higher quality and innovative produesd services, all of which also had an

significant influence on motivation and driving ées and social networks.
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The business characteristics turned out to be stborek (i.e. they are not related to the other
factors). The research also showed that the mativaind driving forces and social capital form
several mutually-reinforcing pairs which strengthése business capital to be successful in
practice in order to maintain a firm’s competitidvantage in today's turbulent and challenging
business world.

The general results of our study show that the geungeneration of Moroccan
entrepreneurs are more open and are looking for opportunities beyond the traditional
markets (economic expansion). They want to exp&ed market domain through break-out
strategies, by offering high quality products amalvies for a broader group of clients and
markets, outside their own indigenous ethnic group.

This research study can help to explain how to eamghia better understanding of the
important factors which influence entrepreneuriehdviour and activity, the business entry
decision and the creation process, and the condifiar success and other factors that can have
an effect on the performance of ethnic entrepren@urthe Netherlands, within the broader
context of entrepreneurship. This has implicatifmmsvarious stakeholders such as other ethnic
entrepreneurs, policy makers and business investotBis dynamic and promising business
environment.

There are several limitations to the research. ©tieat the sample size of the research was
relatively small. Another limitation is that thiesearch is not a longitudinal panel study. Such
studies would be able to better examine the dewstops and shifts in the relations between
human, business and social capital and the mativaéind driving forces of the Moroccan
entrepreneurs in the services sectors. Furtheramgseis necessary on the various success
conditions depicted in the relation framework, camipg findings between nations, and between

genders.
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