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Executive Summary - A study on Networking Among Mexican Women Entrepreneurs 

  
The aim of this research is to add new insights to the field of Mexican women entrepreneurs. 

Seeing how Mexico is one of the most entrepreneurial countries in the world it is interesting to 

investigate the particular segment of women entrepreneurs. However, although entrepreneurship 

is widespread in Mexico, in-depth research within many aspects of women entrepreneurship is 

still missing. More specifically we have chosen to approach this research through a specific 

analysis of the women entrepreneurs’ networking activity since we believe that the way they 

interact in their networks is essential for their success as entrepreneurs. By applying a theoretical 

framework consisting of networking as well as social capital theories we set out to investigate 

“How do the Mexican women entrepreneurs use the different institutions in their networks and 

do they benefit from the social capital embedded in these networks?”. 

 

Since the available data in Denmark was not sufficient for us to carry out an in-depth analysis we 

decided to take a field trip to Mexico in search for more information. The fieldwork research 

enabled us to provide empirical evidence that supplement the already existing data in the field of 

women entrepreneurs. Furthermore, our research has the task of highlighting tendencies in the 

aspect of networking in the women’s business conduct as well as encouraging further studies in 

this particular field. 

 

Among our main findings, we discovered that Mexican women entrepreneurs use their strong 

networks extensively in their networking activity. More specifically, the family, and in particular 

the husband, is the institution that the women turn the most to in order to obtain resources such 

as support (both personal as well as business-related), financial help and encouragement. In their 

networking activity the women interact through bonding with their strong ties; thus minimising 

the focus of bridging and linking to weak ties. Surprisingly, the women we investigated used 

their weak network ties actively, yet we indicate that the weak ties have a tendency of being of 

homogeneous nature. This limits the diversity in the types of social capital the women could 

make benefit from. In order to get the maximum benefit from these resources in the networks the 

Mexican women entrepreneurs must be more conscious of amplifying the type of institutions 

they use and the way they use them as well as interact actively in order to establish trust. The 

more invested in the trust and consolidation of the networks the greater the rewards of social 

capital from such can be. 
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2. Introduction 

The rise in women’s entrepreneurship worldwide during the last twenty years points toward a 

tendency, in modern societies, of regarding women employment and entrepreneurship as one of 

the main driving force of growth. Thus, women are commonly acknowledged as being the 

world’s most under-utilised resource and many initiatives have spread in relation to supporting 

women’s entrepreneurship. Women are also playing more active and multi-faceted roles in 

society, by starting their own businesses and gradually gaining influence through participation in 

various economic and social activities. In the context of a newly industrialised country, such as 

Mexico, this becomes even more interesting, seeing how the women entrepreneurs’ role in 

society has a large impact on the future development. 

 

Mexico is one of the most entrepreneurial countries in the world. Self-employment or 

entrepreneurship rate estimates from the OECD (2000) rank Mexico at the top of the list of 28 

member countries, and the Global Entrepreneurship Monitor (2003) rank Mexico 4th in its 

listing of 41 countries. Estimates from these sources and from the Mexico Census indicate that 

roughly one fourth of Mexico's workforce is self-employed business owners. More specifically, 

according to Sociologist Gina Zabludovsky (an expert in women entrepreneurship in Mexico), 

Mexican women’s participation in the labour force has been one of the fastest growing in Latin 

America, increasing from 20.6 % in 1970 to 33 % in 1999. If we consider women entrepreneurs 

as only those who are business owners and also employers, as this study does, their percentage in 

Mexico is 14.60 %. 

 

Although entrepreneurship is widespread in Mexico, in-depth research within many aspects of 

women entrepreneurship is still missing. During our field trip to Mexico, many locals including 

our academic elite were very surprised when they discovered why we were visiting their country 

since this is not an area that receives much attention on the public agenda. When we searched for 

respondents for our questionnaires, the people we asked were often able to mention several 

entrepreneurs within their circle of acquaintances; however, they had a harder time thinking 

specifically of women entrepreneurs. 

 

Moreover, through our various visits to México we have experienced how essential it is to 

understand and acknowledge the role of the family. When studying Mexican women 

entrepreneurs it becomes apparent that the role of this institution in the motivation, initiation, 

financial and personal support and practical help is determinant for the women’s success as 
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entrepreneurs. It is natural that the family takes on the role as the primary support network in 

countries where there is a lack of opportunities for support from the governmental and public 

institutions. Considering this it is interesting to discover that we also see a growing number of 

networks and associations offering support for entrepreneur women in México. In recent years, 

women have progressively learned the importance of building their own support networks and 

have formed their own business associations, alliances within women-owned businesses and 

various informal support systems.  

 

The situation in Mexico illustrates that: “It is not what you know, it is who you know” i.e. 

network contacts are crucial for a person in order to obtain resources besides the ones that can be 

gained individually. Professor in Sociology, Howard E. Aldrich (1989) declares that they are 

fundamental components of the entrepreneurial process because entrepreneurs are embedded in 

social contexts that channel and facilitate as well as constrain and inhibit their activities. Other 

studies in entrepreneurship also increasingly recognise that entrepreneurs make their business 

decisions in social structures. Granted the unquestionable importance of networks and the lack of 

research within the field to understand the use of networks of this particular group, we believe a 

study is necessary to enhance the knowledge in this are. 

3. Problem Area and Research Question 

We believe that a study and analysis of the networking behaviour of Mexican women 

entrepreneurs is one of the most relevant aspects of women entrepreneurship in Mexico to 

investigate. This study focuses on the social context of women entrepreneurs in Mexico. The 

positions and activities the women adapt in their networks influence their ability as entrepreneurs 

to acquire and use relevant resources. The way they manage their networks, furthermore, help 

them manage their entrepreneurial activities. By studying Mexican women entrepreneurs’ 

networking activity, we will clarify how they interact. Therefore, we have created this research 

question, which will be guiding for our investigation: 

 

“How do the Mexican women entrepreneurs use the different institutions in their networks and 

do they benefit from the social capital embedded in these networks?” 

 

In order to answer this research question, our analysis will consist of several parts. Through an 

analysis of a First Perspective, based on eight academic experts’ findings and opinions we will 

depict firstly their understanding of the Mexican women entrepreneurs as a background for 
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secondly, looking at how they the different institutions in her network. Additionally, through a 

Second Perspective, based on our own investigations and results from interviews with thirteen 

Mexican women entrepreneur, we will present and elaborate on our own findings and 

observations. This will be done, as in the First Perspective, by firstly elaborating an 

understanding of the women for secondly, looking at how they use the different institutions in 

their networks. The Second Perspective is has the purpose of being enriching to the already 

existing knowledge in the field as well as adding nuances and either confirming or contradicting 

it. The analysis of these two perspectives will allow us to continue the analysis with the 

supplement of a theoretical framework to understand how the Mexican women entrepreneurs use 

the different institutions in their networks as well as assess how, if they do, benefit from the 

social capital1 created in the networks. Answering this questions will bring new research 

evidence to the field of women entrepreneurship and networking in Mexico; provide insights 

about the reality of Mexican women entrepreneurs’ networking behaviour, enlightening the 

aspect of women entrepreneurship in a newly industrialised country as well as the role of 

network activity in the women entrepreneurs business conduct and finally, create a platform for 

further studies within this fairly unexplored area. 

 

Through the analysis of the First and Second Perspectives we will be able to see which 

institutions the women entrepreneurs use in their networks and this will serve as a basis for 

discussing how they use them. In this paper we use the term ’institutions’ to refer to the entities 

used in this paper such as: family, non-family contacts, associations, public institutions and 

organisations, employees, and colleagues etc. Institutions cover the social structures and 

mechanisms of social order and cooperation governing the behaviour of a set of individuals. The 

increasing acknowledgement of the role of institutions in social life involves the recognition that 

much of human interaction and activity is structured in terms of overt or implicit rules (Hodgson 

March 2006). As Anthropologist Helene Balslev Clausen defines, an institution governs relations 

between members of social organisations, such as the family, a school, or other structured areas 

of organisational life. The institution does not have members; it is an organised system of ideas 

or behaviours, whereas an association is the organised group that is involved in the realisation of 

a particular line of action (Balslev Spring 2009). This is why we find that “institutions” is the 

best term to use in this context. We have furthermore, decided to categorise the institutions 

referred to in this project in three groups; family network ties, non-family network ties and lastly, 

organisations and official institutions. The reason why we have done this is due to their direct 
                                                
1 Our concept of social capital will be discussed as well as defined in chapter “6.1.1 Social Capital”. 
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relevance for the women’s networks and their ability to cover the most apparent network ties in 

the women’s networks. After carrying out our fieldwork, we discovered, that these categories 

were sufficient to use in order to structure and understand the types of institutions that we deal 

with in this paper. 

4. Structure of the Project 

The structure of the paper is designed to give an overview of the project. Chapter 1: This is the 

index. Chapter 2: Contains an introduction to the research area. Chapter 3: In this chapter we 

explain the problem area as well as the research question which guides the analysis. Chapter 4: 

This chapter includes a presentation of the structure of the paper in order to get an overview. 

Chapter 5: In this chapter our methodological considerations will be introduced and discussed.  

We also present our overall research strategy, our experiences with collecting data as well as a 

description and reflection on our fieldwork. Chapter 6: This chapter contains the theory used in 

the paper. It also presents our theoretical framework that will serve as our set of lenses in relation 

to our analysis. Chapter 7: This chapter contains our analysis, which is divided into fours parts: 

Chapter 7.1 presents the landscape of women entrepreneurs in Mexico i.e. an overall view of the 

context of study. Chapter 7.2 presents the First Perspective. This perspective is an analysis of a 

selected group of academic experts and their opinions and investigations in the field of women 

entrepreneurs and in relation to how the women entrepreneurs use their network. It is linked to 

chapter 7.3 that presents the Second Perspective. This perspective is an analysis of our findings 

and observations extracted from the answers of two questionnaires. Finally, chapter 7.4 gathers 

the two perspectives in a discussion. This discussion includes linking our theoretical framework 

with the findings in the two perspectives. By adding the theory to the discussion we will be able 

to discuss our research question and reach a valid conclusion. Chapter 8: This chapter contains 

our main conclusions on our investigations and answers the overall research question. Chapter 9: 

This part presents our reflections and ideas for future research. Since our project is carried out 

within a fairly unexplored field it opens up for a lot of interesting starting point for further 

investigations. Chapter 10: Contains all of our references in a literature list. Chapter 11: This 

chapter consists of all the appendices. We have included: the questionnaires we used for our 

entrepreneur women; the general questions used during the interviews with the academic 

experts; the questions elaborated for the presidents of entrepreneur associations; two lists 

containing our interviewees; and finally some photos showing some of our experiences during 

our fieldwork. 
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5. Methodology 

This methodology chapter is composed to present what we have done, how we have done it and 

why we have done it with the intention to; clarify our work process and justify our selection of 

research methods, applied in order to answer our overall research question. Firstly, we will 

present the overall research strategy applied in this project and our intentions behind it. 

Secondly, we will present our data collection and thirdly a practical description of our fieldwork 

in Mexico, describing our role as interviewers, our target interviewees, our questionnaires as 

well as our general observations concerning the process and the fieldwork context. In the final 

parts of this chapter, we will discuss the reliability and validity of our research project, and 

conduct an overall assessment of our methodology. 

5.1 Research Strategy 

Our research strategy explains the underlying methodological considerations for the overall 

approaches applied in our project. In this project we have primarily taken a qualitative approach 

to the research and supplemented it with quantitative data. While we have made use of 

quantitative-related types of questions in our data collection in terms of conducting 

questionnaires with 13 women, we have generally used the information obtained in these 

qualitatively. Moreover, in the questionnaires we also made open, qualitative questions so the 

women were able to answer more freely. This approach was been adopted in order to nuance the 

qualitative data from our interviews with academic experts as well as their own findings. We 

have chosen not to enter the discussion regarding the most adequate combination of or 

application of the quantitative research method and the qualitative research method. However, 

apart from the approaches applied in this project, we have continuously triangulated between our 

collected data, our theory and our analysis. The triangulating of our research between these three 

elements helps to ensure the validity of the project. 

  

In this project, the approach taken is the deductive method. Contrary to the inductive approach, 

the deductive approach to an area assumes that you can deduct general, common rules and 

determine what applies in individual cases. Our theoretical frameworks are the lenses through 

which we will analyse our empirical material. By adopting the deductive method, we will be able 

to draw some conclusions from our empirical material and. The theory will be further discussed 

in chapter 6.0. 
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Through our investigation, we have discovered a lack of information regarding our particular 

research focus. Several authors refer to the need for further research regarding women 

entrepreneurs and their use of networks, as the existing entrepreneurship literature often does not 

explain the reality of the growing number of entrepreneur women in relation to this area (Serna 

2001)(Zabludovsky 2001). Therefore we have found it necessary to secure our own primary data 

by conducting interviews with experts within the area as well as by making a questionnaire for 

the women entrepreneurs to answer. This approach allows us to compare our findings from both 

the interviews and the questionnaires with the existing secondary data material within the 

research area. This will be discussed in the following chapter. 

5.2 Data Collection 

In this part, we want to clarify how we have collected our research material. Firstly, we have 

reviewed our secondary data collection and hereafter our collection of primary data for this 

project. The data collection for this project is the result of a thoroughly planned approach 

ensuring the coverage of all the best possible sources of information, awareness of how we use 

our data and the implications our use has on the results of our analysis. 

5.2.1 Secondary Data 

In the initial part of our research process, we used secondary data. Our secondary data; books, 

papers, and articles, was gathered from Danish libraries, the internet and other e-resources, 

keeping it mainly to official and recognised journals, organisations, universities or institutions. 

We have used statistical material and papers from the World Bank, OECD, Global 

Entrepreneurship Monitor (GEM), United Nations (UN), Global Policy Network, as well as the 

Mexican Statistical and Geographical Institute (INEGI). Our initial secondary data enabled us to 

familiarise ourselves with the area of study and the general context of our research area. 

However, it quickly became obvious that getting information from the many institutions and 

organisations in Mexico was challenging due to the lack of updated Internet sites and the 

geographical distance. This motivated us to try to get closer to the area of our study. In order to 

best obtain the most up to date data as well as to get access to interviews with relevant key 

persons in Mexico and gather information directly from the context of study, we carried out a 

research trip to Mexico of one month’s duration (this will be discussed further in chapter “5.3. 

Fieldwork”). This trip allowed us to find information and data otherwise inaccessible to us from 

Denmark. In Mexico, we gathered a lot of our secondary data. We benefited from the excellent 

libraries/data collections Mexico has to offer at: “El Colégio de México”, “El Instituto Mora”, 

“La Universidad Iberoamericana”, “El Instituto Tecnológico Autónomo de México”, “La 
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Universidad Nacional Autónomo de México”, “El Instituto Nacional de las Mujeres 

(Inmujeres)”, “INEGI”, “Secretaría de Economía”, and finally “Nacional Financiera”. At all of 

these institutions, we were able to gather information that was unavailable from Denmark due to 

the limited access to Mexican databases. 

5.2.2 Primary data 

The primary data refers to the information and data we collected ourselves in order to obtain our 

own information and be able to compare and deepen the knowledge in relation to the existing 

data in our particular area of research. By doing this, we can contribute to the research field and 

the existing knowledge in this area and we are able to get a better idea of the reality that we are 

investigating. Our primary data consists mainly of eight qualitative interviews that we carried out 

in Mexico during our research trip. These interviews represent the basis for elaborating our First 

Perspective. Moreover, we interviewed women entrepreneurs in Mexico, three through a 

personal interviews and the rest through two sets of questionnaires that were sent out by e-mail. 

More details on our collection of primary data follow below. The group of entrepreneur women 

represent the basis for establishing our Second Perspective, as they should provide concrete 

examples we have found that nuance/support/differ from the First Perspective i.e. the academic 

elites opinions and findings. More details on the fieldwork, the two groups of interviewees, the 

interviews, as well as the questionnaires follow below.  

5.3. Fieldwork 

Going to Mexico gave us a hands-on approach, which contributed to deepening our 

understanding of several aspects of Mexican society and culture as well as the context in which 

the Mexican entrepreneur women live in. We have both lived and travelled in Mexico for periods 

of varying length, but we found it relevant to go back to get our knowledge updated, since we 

expected that certain things would have changed since the last time we were in the country. 

5.3.1 Observations about Fieldwork 

One of the most eye-opening experiences was our acknowledgement of the difficulties in 

obtaining contact. Prior to our trip, we carried out a thorough investigation of relevant 

institutions and key people, with the goal of targeting the right people and places to visit and 

interview during the trip. Our initial goal was to set up as many interviews with the most relevant 

people as possible before going to Mexico. It quickly turned out, however, that it was not 

possible to plan the interviews prior to our departure. Most people told us to contact them upon 

our arrival. This was challenging, as well as time consuming, in the sense that the meetings had 
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to be arranged only when we were in Mexico, with all the constraints of not being able to reach 

people because they were out of town etc. standing in the way. However, once the meetings were 

set up things proved easier. During the interviews and communication with our contacts, further 

relevant persons were presented to us and a new challenge arose; we discovered that in Mexico 

the best approach, in general, is to visit people informally and contact them directly in person, 

and not by e-mail as we are accustomed to in Denmark. Unfortunately, we discovered this too 

late in the process. If we had known it at an earlier stage, we could have gathered even more 

information and had more success in getting in contact with people.  

 

Another striking observations of our fieldwork relates to the difficulty in obtaining information 

through questionnaires. Sociologist Guadlupe Serna, Sociologist Gina Zabludovsky and 

Anthropologist Gina Villagómez confirmed to us that this is a very challenging task. They 

describe this as the general avoidance in Mexican society in sharing very personal details, 

especially in relation to financial issues or legal issues (Serna 2008) (Zabludovsky 2008) 

(Villagómez Valdés 2009). Both Serna and Zabludovsky have had difficulties in gathering the 

data and getting the interviews they wanted. Zabludovsky mentioned that when she attends 

larger conferences, she benefits from the group of women entrepreneurs gathered at the same 

time and encourages them fill out questionnaires while they are there anyways. Serna mentioned 

that she carried out an electronic survey, with the assurance of 100 % guaranteed anonymity, and 

out of 700 entrepreneur women in Mexico City, only 400 answered. More specifically, Serna 

refers to her experience from her three yearlong fieldwork with both executive as well as 

entrepreneur women in Mexico. She made it a priority getting acquainted with the women, going 

to their reunions and becoming a part of their forum. She has expressed: “en tanto que 

entrevistar a las empresarias, si bien no es una tarea fácil, mi experiencia muestra que se debe 

establecer un contacto inicial, quien a su vez colabora en poder entrevistar a una siguiente 

persona. Es decir que para llevarlo a cabo se requiere un largo periodo de tiempo”. The 

researchers all referred to the issue of “mistrust” in relation to interviewing people. This will not 

be elaborated in this project, but it becomes an important element to keep in mind when 

discussing the fieldwork. It is especially interesting considering the fact that more than eight of 

the thirteen women Serna got to use as case study in her research project are of non-Mexican 

origin. Villagómez explained to us how she had approached her anthropological study: “Yo me 

integré en AMMJE en Yucatán como un miembro más de la agrupación. Como antropóloga 

utilicé técnicas de integración a la comunidad para lograr empatía… Me hicieron trabajar 

mucho en la planeación, organización de eventos, congresos, escribí discursos, presenté 
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programas o eventos, dí pláticas y talleres de capacitación… Les ayudé a ellas porque era un 

servicio gratuito y a mi me facilitó las entrevistas” (Villagómez Valdés 2009). The study of 

Villagómez is a product of five years of dedication and integration in the field of study. She 

observed the women over a long period and became a part of their social gatherings and 

environment. This shows an enormous effort on Villagomez’ part to obtain the right information 

for her study. Knowing about Serna, Zabludovsky and Villagómez’ experiences in gathering data 

in this field in Mexico was a comforting factor for us. It helped us understand the dynamics and 

difficulties in gathering information in Mexico. After having acknowledged these difficulties it is 

interesting to look at the interviews we actually managed to carry out, as well as the women 

entrepreneurs that did help us by answering our questionnaires. 

5.3.2 The Interviewers Role 

Conducting interviews was an important part of our collection of primary data. We therefore 

believe that it is important to reflect on our role as interviewers, because the way we were 

perceived by the interviewees and the way we perceive ourselves influence both the process and 

the results of the interviews. We are also aware of the fact that our background has an effect on 

how we have chosen to interpret these results.  

 

Prior to the actual interviews, we had pre-established a certain level of trust between the 

interviewees and us. Being students we do not represent any institutions that can use the 

information to work against the interviewees, nor do we come from any critical media agency. 

This worked in our favour, since it created a forum of “good intentions” and all of our 

interviewees were able to see the benefits of researching this segment of the Mexican population 

from our point of view. In retrospective our role as young, Danish women taking an interest in an 

area which except for in some areas has not received a lot of attention on the Mexican public 

agenda, also had a positive impact on the openness and willingness to contribute among the 

interviewees. We were therefore due to their positive attitudes towards our initiative and research 

focus able to establish connections to a range of the most relevant women within our research 

area as well as essential related areas. 

 

During our interviews, it worked out to our advantage that we both speak Spanish fluently. This 

made it possible for us to captivate the full dimensions and details of the answers and 

information given. It is also naturally easier for a person to express themselves in their native 

language, facilitating the ability to convey the details of a particular subject. However, we also 

discovered a certain attitude towards us during the interviews due to our Scandinavian origins 
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which might have toned down or accentuated the interviewees’ statements. It is natural that you 

tend to present your country differently to outsiders than among your own nationals. The way we 

observed this was when, for example, several of the interviewees spoke about Mexico as being 

“less developed” in comparison to Denmark regarding gender equality. In the worst case, this 

can lead the interviewees to stereotype Mexican women entrepreneurs, the Mexican society, the 

Mexican labour market or even household dynamics. In return, our cultural heritage as well as 

our personal experiences obtained during our stays in Mexico also affects our discourse and 

attitudes during the interviews. As a result, our mutual perceptions of each other influenced the 

course of the conversations and a discussion regarding the differences and similarities in relation 

to the gender roles in each country quickly became a regular component of most interviews 

conducted. The delivery of information in a cross-cultural context would probably not have been 

so dominant had the constellation of our backgrounds been different. 

5.3.3 The Interviewees 

We have two groups of interviewees. The first is a group of academic experts and the second 

group is a group of entrepreneur women from all over Mexico. Below, we show two tables, the 

first one presenting the institutions where the interviewees work as well as the interviewees’ 

relevant research area. The second table shows the group of entrepreneur women, their location, 

and their business area. 

 

5.3.3.1 Academic Experts: 

With these interviews, we sought to reach a representative selection of the experts within the 

field research of: women entrepreneurs, Mexican labour market, gender issues, i.e. the people 

holding certain knowledge that could prove useful for our project and our understanding of the 

research area. In our opinion, it is valuable to benefit from this particular group of people i.e. 

people who have dedicated a certain amount of time studying relevant areas. It is a common 

perception that it is often in the academia that new ideas are found and critical opinions are 

formed. On the basis of this, we believe, they are the leading analysts in relation to the general 

perception of women entrepreneurs. The interviews with all these experts helped us to 

understand the field of research from each their particular research focus. More specifically, 

three experts were of particular interest to us and used to a larger extent; Firstly, Gina 

Zabludovsky was one of the first to establish the research field of women entrepreneurs in 

Mexico. Since she has gathered data from urban areas as well as the women entrepreneur sector 

on a general level she has been widely used. Secondly, Guadalupe Serna has investigated two 

medium-sized urban cities of Aguascalientes (Aguascalientes) and Córdoba-Orizaba (Veracruz). 
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Lastly, Gina Villagómez Valdés who focused her studies on the entrepreneur women in Yucatán 

(Yucatán). This study in particular was carried out over a long period of five years and is very in 

depth, and is very interesting as a regional example. We have chosen to base most of the First 

Perspective on these three researchers’ studies in particular, as we believe they are a good 

representation on the research carried out in the field. They are among the only ones having 

focused on women entrepreneurs in depth, and at the same time they represent three different 

approaches; urban (national level), urban (medium-sized cities) and regional investigations 

(Yucatán). This will provide us with the best overall view of the research carried out in the field, 

as well as best getting an understanding of all the different entrepreneur women all over Mexico. 

Below in table 1 is an overview of our academic experts, their profession, institution as well as 

relevant research areas in relation to this project. These experts were also very carefully selected, 

on the basis of their research areas and professions. We have researchers representing different 

research institutions as well as disciplines; economy, sociology, demography and anthropology. 

 

Interviewee: Institution: Relevant Research Area: 

Brigida del Carmen 

García Guzman 

(Demographer) 

Colegio de México Demographic and urban studies, gender 

relations, women in the labour market & 

economic development, family dynamics & 

domestic organisation 

Carla Pederzini 

Villarreal 

(Economist + 

Demographer) 

Universidad 

Iberoamericana 

Population, demographic studies and 

urban development studies, education and 

gender, migration and micro and small 

businesses 

Gina Zabludovsky 

(Sociologist) 

Universidad 

Nacional Autónomo 

de México 

Women business owners and women 

managers in Mexico, business 

organisations in Mexico and women 

entrepreneurs in urban areas, social 

science studies 

Gina Villagómez Valdés 

(Anthropologist) 

Universidad 

Autónoma de 

Yucatán 

Entrepreneur women in Yucatán, gender 

studies, violence and women, women 

leadership, company work culture.  

Guadalupe Serna 

(Sociologist) 

Instituto Mora Entrepreneur women in medium-sized 

cities in Mexico, women entrepreneurs and 
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women managers in Mexico and Chile, 

social anthropological studies. 

Maria Edith Pacheco 

Gomez Muñóz 

(Demographer) 

Colegio de México Population studies, demographic and 

urban development, and female labour 

market participation 

Mercedes Barquet 

Montane 

(Anthropologist) 

Colegio de México Women’s studies, gender issues, cultural 

transformations, feminist theories, political 

processes 

Patricia López Rodríguez 

(Economist) 

Universidad 

Iberoamericana 

Economics, social capital 

Table 1: List of Academic Experts 

 

5.3.3.2 Women Entrepreneurs: 

Table 2 below shows a list of the women entrepreneur that answered our questionnaires. You can 

also see what type of business the women own, their number of employees as well as their 

location. The women have very different types of businesses and they are located all over 

Mexico. More detailed information on the women entrepreneur interviewees follows in chapter 

“5.3.5 Questionnaires”. We have chosen to provide our interviewees in this group with 

anonymity, and we therefore named them M1, M2 etc. with “M” being an abbreviation of 

“Mujer”. 

 

Entrepreneur 

Woman 

Type of Business  No. of 

employees 

City State 

M1 CENDI pre-school 3 – 5 Cuernavaca Morelos 

M2 Beauty salon & renting/sales of 

property 

10 - 19 Cuernavaca Morelos 

M3 Producing cushions, bags and 

accessories 

6 – 9 Mexico D.F. 

Guadalajara 

Estado de 

México 

Jalisco 

M4 Two cafés specializing in tea & 

distributing tea and accessories 

3 -5 Mexico D.F. Estado de 

México 
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M5 Typography and printing 

company 

6 – 9 Durango Durango 

M6 Training (capacitación) in 

beauty services as well as 

providing esthetical services 

10 – 19 Durango Durango 

M7 Confection of stuffed dolls 6 – 9 Cancún Quintana 

Roo 

M8 Real estate & property sales, 

renting and buying 

3 -5 Tuxtla 

Gutierrez 

Chiapas 

M9 Buying/selling furniture and 

household items 

10 – 19 León Guanajuato 

M10 Selling water purification 

systems, as well as products for 

renewable energy 

6 – 9 Naucalpan Estado de 

México 

M11 Hotel services 10 – 19 Coatzacoalcos Veracruz 

M12 IT-firm 10 – 19 Mexico D.F. Estado de 

México 

M13 

 

Selling, buying, installing and 

repairing air-condition and 

ventilation equipment 

3 -5 Cuernavaca Morelos 

Table 2: List of Women Entrepreneurs 

5.3.4 Personal Interviews 

An interview is an artificial situation that the interviewer is responsible for making as natural as 

possible. The latter was our main goal in order to obtain as comprehensive a set of information 

as possible. The following parts will describe how we conducted the personal interviews and the 

issues we faced in the process from establishing contact to carrying out the interviews, as well as 

our subsequent evaluation. 

 

5.3.4.1 Establishing Contact 

Firstly, we contacted a large range of relevant people within the research fields of gender, 

women and employment and women and entrepreneurship, which we came across in the data 

collected as well as on the Internet. Subsequently, we contacted them electronically by sending 

them an official e-mail containing a description of our project. Hereafter, we received replies 
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from the majority of the contacted individuals and started an e-mail correspondence in order to 

set a date and time frame of approximately 1-1½ hour for an interview during our field trip in 

Mexico. We also got further references to other people who were interested in our project, i.e. 

the snowball effect. Finally, we reached a number of eight academic experts within the 

mentioned research areas, whom we were able to set up interviews with in person. The 

interviews were spread out over the period of our 4-week stay in Mexico. The only interview we 

carried out after returning home to Denmark was the interview with Gina Villagómez Valdés. 

The only e-mail address we could find on her proved to be incorrect and therefore we could not 

get a hold of her until after we, finally, after seven months, had the idea of changing the e-mail 

address. Luckily we managed to contact her and carry out a telephone interview as well as send 

her questions per e-mail. We had the same experience with the president of CANACO’s (Cámara 

Nacional de Comercio) women entrepreneurs, Tony Bucher. After many e-mail from August 

2008 till February 2009 we finally carried out a telephone interview with her. She explained to 

us the work CANACO carries out and she shared her experiences in the field of women 

entrepreneurs. Tony Bucher previously worked four years as the president for AMMJE’s  

(Asociación Mexicana de Mujeres Jefas de Empresa) Mexico City chapter. However, we have 

not incorporated Tony Bucher’s interview as part of our academic experts due to her non-

academic background. We used this interview to become familiar with the work of CANACO. 

 

5.3.4.2 Conducting out the Interviews 

We sent our planned questions to the interviewees prior to the interview, so they had an idea of 

the areas we were interested in and the questions they should prepare for. This worked very well 

as a guideline, for revealing the questions prior to the interview gave the interviewees a chance 

to get an insight into our research focus. The questions were customised to each interviewee and 

their specific knowledge. There were general contextual questions, and some questions that 

related more specifically to their area of expertise, such as women and labour market 

participation, women and gender issues, domestic relations, and women entrepreneurship. 

However, during the interviews we supplemented the planned questions with elaborating 

questions that followed naturally from the conversation. This worked to our advantage, since the 

interviewees touched upon things that we had not thought of earlier. This approach to 

interviewing can be characterised as a semi-structured approach, riding on the interest of the 

interviewee, but with the focus on the main research topics. This approach allowed us to stay on 

track while opening up for other areas of discussion than the planned questions. 
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5.3.4.3 Choice of Language and other Practical Details 

The questions were all written in English, since it is easier to avoid confusion on some of the 

more theoretical concepts; such as “networking”, “social capital” and “entrepreneurial spirit” 

that might change meaning when translated into Spanish. The interviews, however, were carried 

out in Spanish even though the interviewees all speak English. We believe it is easier to reach a 

setting of intimacy and trust during the interview this way and it facilitates the communication 

flow. All the interviews took place at the offices of the interviewees, except the interview with 

Economist/Demographer Carla Pederzini and Economist Patricia López, whose interviews took 

place at a meeting room booked for the occasion at la Universidad Iberoamericana. We used an 

IPod recorder while taking notes on a laptop. This way we were sure to record all the details as 

well as have a backup in case the recording failed. As with all interviews, especially in the 

beginning, it is important to establish a setting of comfort as well as to break the ice. Using a 

recorder can have a negative effect on what the interviewees communicate, as they might feel 

intimidated, insecure about being recorded or afraid to say something that can get them into 

trouble later on. If the topic of research was a sensitive political issue or religious issue it would 

most likely have had a stronger effect on the interview using a recorder than in our case. Using it 

helped us focus on what was being said and having a naturally flowing conversation instead of 

having to write everything down. There was no aversion towards or intimidation to detect 

amongst the interviewees in relation to the use of a recorder. 

 

5.3.4.4 Post Interview Details 

The interviews have subsequently been transcribed in their full length and sent to the 

respondents so that they have been able to submit their comments and remarks on 

misunderstandings, or add further information or comments. However, in relation to the 

transcription we unfortunately had problems with three out of the six interviews. It turned out 

that the recording of the interview with Gina Zabludovsky had failed and the last half part of the 

recording of the interviews with Guadalupe Serna and Anthropologist Mercedes Barquet were of 

very poor quality and impossible to hear and thus, transcribe. After acknowledging that some 

information had been lost, we could, luckily, supplement, to a certain extent, with our interview 

notes. 

 

In terms of evaluating the interviews, certain issues occur. The questions regarding the use of 

network by women entrepreneurs were answered very differently throughout the interviews 

depending on who was asked. Secondly, the interview with one of the most important persons 
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within the research field, Gina Zabludovsky, failed, as mentioned above, in terms of the 

recording, but also in terms of the expectations to the type of interview. The interview did not 

follow a red thread and no particularly relevant subjects were discussed besides the general 

difficulties of obtaining information from women entrepreneurs even at the highest level of 

investigation. Gina Zabludovsky needed something written from us, to better be able to help us. 

Finally, seeing how only approximately four people work particularly with the area of women 

entrepreneurs in Mexico, the majority of our interviewees brought a different set of information 

to the table, which more generally regarded the fields of women employment as well as women 

and the labour market. However, this served as valuable information in terms of getting a 

profound overview of the contextual situation in which the women entrepreneurs live. 

5.3.5 Questionnaires 

As mentioned in our research strategy, we have made a questionnaire in addition to our personal 

interviews in order to nuance and enhance the reliability of the collected primary data. Our aim 

for the questionnaires was to discover and investigate new nuances of the existing knowledge in 

the field of women entrepreneurs in Mexico. The group of women we chose to direct our 

questionnaires towards are women who: own a business enterprise, are formally registered, and 

have employees. In the beginning, we intended to investigate women entrepreneurs living in 

Mexico City, however other opportunities presented themselves and we decided to expand our 

fieldwork into a multi-sided research, focusing on women from all over the country. These 

women are not intended to represent all Mexican women entrepreneurs, but they are supposed to 

represent a basis for analysing specific cases that can be used for amplifying and obtaining more 

details on the already existing details and information on this segment.  

 

Initially, we researched web pages with forums for entrepreneur women and posted notes stating 

that we were looking for women wanting to participate. We contacted our own networks and 

friends of friends who knew entrepreneur women. A lot of our friends were eager to help, 

although many of them did not know any. And those who did tried to facilitate contact to the 

women, but it was not a huge success. As researchers Guadalupe Serna, Gina Zabludovsky as 

well as Gina Villagómez have all pointed out it is not difficult to establish contact to women 

entrepreneurs, but it is challenging to successfully arranging a meeting with them. Firstly, they 

are very busy, secondly they are not always willing to share their personal information 

(Zabludovsky 2008) (Serna 2008) (Villagómez Valdés 2009).  As we only succeeded in 

obtaining answers for four questionnaires on our own, we had to take on another approach to the 

situation. We therefore contacted the largest organisation for women entrepreneurs in Mexico, 
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AMMJE (Asociación Mexicana de Mujeres Empresarias), in order to get help facilitating contact 

with women entrepreneurs in the country. The organisation has its headquarter in Mexico City 

and it has sub-departments all over Mexico, and thus it represents a wide pool of women 

entrepreneurs. We visited the organisation at their national headquarter and arranged that the 

questionnaire was sent electronically to the organisation after approval by the President Rosa 

Elena Lozano Vázquez. It was distributed by e-mail firstly to the sub-departments then to all 

4000 members of the organisation. Hence, the organisation was selected particularly for the 

purpose due to its role and importance as the biggest organisation for women entrepreneurs in 

Mexico. This made it ideal to serve as a representative of the broader group of women 

entrepreneurs all over Mexico. All in all, we obtained answers from eight women through 

AMMJE, out of all the women in their member base. This happened over a course of fours 

months. This surprised us a lot, since we had expected a larger number of replies due to the size 

of the association. However, after having three of the leading researchers in the field confirm that 

this was very normal, we understood the difficulty in obtaining answers and the value of only a 

few.  

 

After incorporating the AMMJE entrepreneur women’s answers into our paper we furthermore 

managed to get in contact with two more women through our own. In total we ended up having 

thirteen women participating. All in all obtaining these thirteen entrepreneur women is a result of 

a long process of searching, finding, arranging and finally obtaining some very interesting 

answers that we could analyse upon. It is important to mention that it has been a long and 

ongoing process finding women as well as getting them to answer the questionnaires. We started 

in May 2008 and in January 2009 we still had new women answering. We decided that we 

wanted to be open for new women to be able to join and answer the questionnaires since the 

more women participating, the more interesting results can be found. 

  

Finally, after the getting the answers from the first questionnaire, we acknowledged that certain 

elements that we have initially elaborated and put into the first questionnaires were either 

insufficient or limited in their explanation. This primarily led us to carry out a second 

questionnaire to follow up on the first answers obtained, as well as obtain more detailed 

information on the women’s use of network.  After having sent out our first questionnaire, we 

furthermore incorporated more theory into our work. We then discovered new elements we could 

focus on and that we had not put into our first questionnaire. Since we had established a good 

contact with the entrepreneur women we were able to ask them for help again answering a 
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second, more in depth, questionnaire. Below is an explanation of both the first as well as the 

second questionnaires and how they we carried them out. 

 

5.3.5.1 First Questionnaire 

Considering the element of general difficulty in getting people to share their experiences that we 

found to be prevalent in Mexico, the women were guaranteed anonymity when answering our 

questions. The questionnaire was prepared in a style, which made it attractive for the respondents 

to answer. That meant leaving out certain questions, especially those regarding financial and 

credit related aspects of their businesses, which AMMJE told us that their members never answer 

when the organisation or state institutes conduct surveys. The layout and structure of the 

questionnaire was thus as follows: it began with a range of demographic and classificatory 

questions and then presented a range of different questions regarding social capital and networks 

as well as future aspirations for the business (see appendix 4). The majority of the questions were 

of an open nature despite a few closed questions of the more classificatory kind, and thus it gave 

the respondents the opportunity to control the range and character of the answers given. The size 

of the questionnaire was 5 pages where 50 % was space for writing comments for the questions. 

We have put great care into the choice of words in order for the questions not to be 

misunderstood, seeing that they were not answered face-to-face in a forum where we were able 

to explain and elaborate on the questions. Additionally, the questionnaires were in Spanish to 

make them more attractive and to increase the response rate. 

 

5.3.5.2 Second Questionnaire 

After having received answers to our first questionnaires, we started comparing the answers to 

our knowledge and the information we had already collected through material and interviews. 

On this basis, we decided to draw up a new questionnaire. Having experienced how difficult it 

was to obtain the answers for the first questionnaire, we knew how difficult it would be to go 

through it all over again. This time, however, we could contact the group of women who had 

already participated. Out of 13 women, and after three months of e-mail correspondence, we 

succeeded in getting 13 women, to answer the second questionnaire, one of which was carried 

out by a friend in Mexico, who interviewed one of the women since she does not use the 

Internet. We believed it was necessary to draw up a second questionnaire, as we gained more 

knowledge about the field, and after incorporating more theory into our analysis. The second 

questionnaire (see appendix 5) is intended to provide a more detailed image of the women 

entrepreneurs’ specific use of networks. The aim of this was to derive results from their answers 



  26 

that could be compared to the general perspective we interpreted from the academic experts. We 

created a list of people that, in relation to the theoretical concepts, are either characterised as 

being part of the strong or weak/formal or informal/homogeneous or heterogeneous network. 

Hereafter, we asked which of these contacts the women use and how often, in relation to 

different types of issues/practical problems in relation to their business or private life. This 

enables us to see which network contacts, exactly, they use, how often they use them, and what 

they use them for. We believed that this information was valuable in order to supplement the 

information that already exists in this area. 

 

5.3.5.3 Criticism of Questionnaires 

During the process of elaborating this project we have constantly obtained new information and 

expanded our knowledge. This is also reflected in our elaboration of our questionnaires. While 

working with the questionnaires and the answers we expanded our knowledge in the field and 

subsequently discovered certain elements of the questionnaires that we would have liked to 

change had we known what we knew earlier. Below follows our criticism of our first as well as 

second questionnaires. 

 

5.3.5.3.1 Corrections for our First Questionnaire 

• In relation to our second question on the women’s relationship status we forgot to put ”union 

libre” as an option. This way we did not consider the women who might be in a relationship 

without being married. 

• In our fifth question on the educational level of the women we did not put the option of 

”ninguna educación”. This shows that we failed to consider the possibility that some of our 

interviewees might not have any formal education. 

• In the seventh question we asked the women whether or not there were women entrepreneurs 

and male entrepreneurs in their families. We also asked them if there were no entrepreneurs 

at all. However, we did not give them the option of selecting that they have both women and 

male entrepreneurs in their families. 

• In the ninth question we asked the women to number their main motivations. In one of the 

variable they can chose whether they got motivation from ”esposo/novio o familia”. In 

retrospective, we would have liked to have divided these variables, to get more detailed 

information on who exactly motivates them in this category. 

• In the twelfth question we discovered that our own perception had influenced our variables. 

We asked the women to answer how many employees they have in their company.  Our 
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largest variable is ” más de 20 empleados”. This is limiting in the sense that had it turned out 

that the women had a large number of employees it would not have been very transparent as 

to how many exactly. It turned out, interestingly, that none of the women had more than 

twenty employees. Our hypothesis was therefore confirmed. 

• In our seventeenth question we ask the women ”Usted pertenezca a algún tipo de 

red/network oficial para mujeres emprendedoras?”. By only asking them about women’s 

associations we limit our information from knowing about their participation in non-gender 

specific networks. However, since we asked the women very open questions as well as a 

general question on which associations they belong to we do not feel that this change our 

results in any way. 

 

5.3.5.3.2 Corrections for our Second Questionnaire 

• The types of questions in this questionnaire are different from the first questionnaire. It is 

much more detailed. In our time variables, relating to how often the women use their 

different network contacts we forgot to put an option stating ”once in a while”. Our variable 

between ”nunca” and ”una vez por mes” is limiting in the sense that it would have been nice 

to know whether the women use their network contacts even less frequently than once a 

month. We chose however, to interpret this variable with this in mind. We imagine that the 

women will logically use the lowest variable in case they use their network contact seldom. 

• In the ”Marido” variable we forgot to put in the option of a ” Novio”. 

• In retrospective we would have liked to have put in a variable saying ”no es relevante para 

mi”. This is due to the fact that some of the women simply did not answer all of the 

questions. On an average there are 12 % under each question that did not answer all of the 

variables. This is partly due to the fact that not all the women have for example their parents 

or a business partner. But perhaps this category would have served as a buffer for these 12 %. 

5.4 Reliability and Validity of Data 

In order to secure the soundness of out project it is first of all necessary to determine the 

reliability hence, whether our data is consistent. Secondly, it is important to decide whether the 

result deducted through our analysis are what we set out to discover initially i.e. if they are valid. 

 

Concerning the reliability of data, the findings and studies of our academic experts also showed 

consistency. The academic elite had generally reached the same conclusions and perceptions 

regarding the Mexican women entrepreneur as well as their use of the institutions within their 
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networks. Among others they agreed upon the importance of the family as the most important 

and influential network tie, the importance of the business associations and the chambers of 

commerce as well as perception of the women entrepreneurs’ double role and need for 

flexibility. Moreover, we observed very few deviations between our academic experts’ results 

and our own. We did find small differences within our 13 women entrepreneurs in relation to the 

perceptions and findings of the academic elite once in a while. Nonetheless, these do not have 

any effect on the overall reliability of the data since one or two inconsistencies only represent 

insignificant exceptions. They are not numerous enough to discard all the data as incoherent.  

 

Regarding the overall validity of our project, we initially set out to investigate how Mexican 

women entrepreneurs use their networks and how this influences their entrepreneurial activities. 

First of all the majority of our initial assumptions regarding our research area have been 

confirmed. Secondly, we do believe that we have been able to deduct some general, common 

rules regarding Mexican women entrepreneurs’ use of networks. Having stated this, we do, 

however, recognise the need for further in-depth investigations. This acknowledgement is based 

on our experiences regarding the difficulties of collecting data in this particular field as well as 

the need for a larger and more thorough examination in order to fully analyse and grasp all the 

details and nuances of this study area. Our research provides a platform for such initiatives. 

5.5 Overall Assessment of Methodology 

First of all, the reasoning behind and explanation for the use of a given research method is 

always subjective and based on the particular research situation. This also applies to this project. 

The approach and the set of lenses we have chosen for this project have shaped the analysis of 

our data and the results of our research. The choice of the specific research methods in this 

project have been done on the basis of the aim of the research They applied because we perceive 

them to be the most appropriate methods for our investigation. However, it is always crucial to 

acknowledge that the chosen research strategy will yield some limitations that influence the 

overall results of this project. It becomes the lenses through which you view a particular 

problem. Here, we wish to show and comment on the limitations we have come across. 

 

One of the main issues we came across was the difficulty in getting the women entrepreneurs to 

participate. We started out with the ambition of making a large survey to be able to have some 

reliable quantitative data to compare to the existing data. This soon proved impossible due to 

cultural and societal issues and meant that we had to change our initial purpose of the 
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investigation. We could have also saved ourselves a lot of trouble by contacting people in person 

from the beginning instead of trying to reach them by e-mail. Had we done this we would have 

had even more interviewees and therefore also more information. This issue also affected our 

entire research focus. In the beginning, we discovered that a major constraint and issue when 

studying women entrepreneurs in Mexico is the financial aspect. But since it was basically 

impossible to investigate this, and especially as AMMJE said that their members hardly ever 

respond to questions of financial character, we had to focus on other areas. 

 

In relation to establishing contact with relevant governmental institutions as well as regular 

organisations it also proved challenging. We managed to get a lot of help from AMMJE once we 

dropped by their office. For a long time, however, we tried establishing contact with the 

president of AMMJE, but never succeeded in this despite several phonecalls and e-mails. During 

a long period we tried contacting the president for women entrepreneurs in CANACO, but it was 

difficult to establish a basis for communication. We finally succeeded and managed to get a 

phone interview with president Tony Bucher, after eight months. 

 

Finally, in this project we look at institutions, through a sociologic perspective, gathering 

friends/family etc. in groups of institutions in order to be able to analyse on them. If you do not 

do this you have no chance of creating a ground of comparison. If anything should be able to be 

measure you need certain variables to try to understand reality. We know it is risky and difficult, 

but we have however chosen these specific definition and we are aware of how this implicates 

the analysis. We thought it was the most relevant and useful for our particular focus and analysis 

since it is impossible to analyse anything without certain tools. Additionally, it is also important 

to choose the right set of tools in order to conduct your research and analysis since you cannot 

build a closet with a spoon. 

 

This notion also applies in relation to the overall assessment of the methodology. We have in this 

research chosen the lenses and the tools that we find the most relevant and suitable in order to be 

able to analyse the Mexican women entrepreneurs and conclude on our research question. 

6. Theory 

This chapter presents the chosen theory for this project. We have investigated the existing 

theories within the fields of networking and social capital in relation to entrepreneurship in order 

to create the most adequate theoretical framework for our analysis of Mexican women 



  30 

entrepreneurs and their use of networks. Initially, we will discuss the integration of the two 

concepts followed by an outlining of our theoretical framework and a criticism of the theory. 

Finally, we will sum up the theory. 

6.1 Integration of Concepts 

Disagreement continues to exist on how to define and measure the multi-dimensional concept of 

social capital. Most definitions stress the relationship between social capital and networks 

(Neergaard, Helle, Shaw, Eleanor and Carter, Sara 2005). In most theories regarding one or the 

other, the two concepts are generally inextricably linked i.e. social capital is often seen as a 

product of networks or vice versa. Therefore, we believe that it is relevant to include elements 

from both as well as to combine them in the most appropriate way in our theoretical framework. 

In the subsequent part, we introduce the concept of social capital followed by a discussion of the 

relationship between social capital and networks.  

6.1.1 Social Capital 

The concept was first mentioned in the early twentieth century; however, the modern use can be 

traced back to the sixties. During the seventies it was used by Sociologist Pierre Bourdieu in his 

“Outline of a Theory of Practice” (Bourdieu 1977). Fellow Sociologist James Coleman helped 

developing and proliferate the concept with his classical article from 1988 “Social Capital in the 

Creation of Human Capital” (Coleman 1988). These two theorists both worked with social 

capital on the level of an individual (Portes 2000). However, the concept finally gained 

widespread popularity in the late nineties with the works of political scientist Robert Putnam 

“Making Democracy Work: Civic Traditions in Modern Italy” from 1993 and most famously 

“Bowling Alone: America's Declining Social Capital” from 1995 (Putnam 1993) (Putnam 1995). 

Robert Putnam is mostly famous for using social capital in connection with collective action. 

According to him, social capital consists of networks and associated norms, which have an effect 

on the productivity of the community. Since this use of the concept mainly relates to the macro 

level we do not use Putnam’s identification because we in our investigation of the Mexican 

women entrepreneurs’ use of networks focus on the relationship and interaction between 

individuals. The above-mentioned researchers have been the main founders of the concept of 

social capital in terms of its modern use. They are the most referred to and have worked as 

inspiration for many researchers within the same as well as relating areas. Social capital is also 

rapidly becoming a core concept in entrepreneurship research (Neergaard, Helle, Shaw, Eleanor 

and Carter, Sara 2005). 
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The literature on social capital is immensely dispersed and when investigated more thoroughly it 

quickly becomes evident that social capital holds a different significance to different people 

(Dasgupta, Partha, and Serageldin, Ismail 2000). Originally, the term was defined as membership 

in organisations which led to a number of empirical studies where social capital was measured 

solely as civic engagement, understood as membership density. More recently attention has been 

on the less tangible side of social capital i.e. values, attitude and norms. This is the identification 

we lean towards. 

6.1.2 The Relationship between Social Capital and Networks 

In relation to the recent, intangible perception of social capital, the concept has been identified as 

either trust, an aggregate of behavioural norms, networks or as a combination of all. However, 

within network and entrepreneurship theories as well as social capital and entrepreneurship 

theories it is most commonly agreed upon that social capital is the tangible and intangible 

resources acquired in networks. Within network theory, Aldrich and Kim define social capital as 

“the resources available to people through their social connection” (Aldrich, Howard E. and 

Kim H., Phillip 2005). Lin and Erickson define social capital as resources embedded in networks 

and add that it is through the relations in an entrepreneur’s network that the embedded resources 

such as information, ideas or support may be accessed and mobilised depending on the different 

level of trust and confidence. Social capital is in relation to this perception therefore subject to 

investment as part of continuous processes of interaction of expected outcome and returns 

bearing in mind that not all interaction within a network yield social capital (Lin, Nan and 

Erickson, Bonnie 2008). 

 
Contrary to the above mentioned identifications; there are those who tend to apply the concept of 

social capital to all possible, informal engagements within a network such as saying hello to your 

neighbour (Dasgupta, Partha, and Serageldin, Ismail 2000). However, we disagree with this 

simplification of the concept because as Aldrich and Kim (2005) states: “Social relations seem 

fundamental to everyone’s life and would appear to follow naturally from growing up in 

organised social settings. Throughout their life course, people are embedded in social situations 

that put them in touch with other, such as kin reunions, gatherings of friends, workplace teams, 

and voluntary association meetings. Nonetheless, we suggest that cultivating and maintaining 

valuable relationships through one’s network requires skills that cannot be generated by 

habitual social behaviour” (Aldrich, Howard E. and Kim H., Phillip 2005). This emphasises our 

beliefs that the mere act of saluting your neighbour does not mean that you trust your neighbour 
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or that your neighbour trusts you for that sake. It is our perception that trust is a necessary 

component within a network in order to cultivate, maintain and generate social capital.  It entails 

the achievement of certain ends within a network, which would not occur in the absence of trust 

(Coleman 1988). 

 

6.1.2.1 Trust 

As it is the case with social capital, trust is also a concept, which is subject to disagreement 

regarding its clear scientific definition. We see it as a dynamic social quality that unfolds in 

social interaction and which has to be shared by those interacting (Aaltio, Liris, Kyrö, Paula, and 

Sundin, Elisabeth 2008). It can be embodied in the smallest and most basic social institution such 

as the family, as well as much larger groups, such as national, religious or broad economic 

groups. The configuration of trust forms will vary in different societies and in different situations 

within any society. Mutual trust can only exist if members of a society can signal their 

trustworthiness to others. Relationships characterised by trust between persons require an 

environment in which social norms can be enforces and reciprocated. When going beyond a 

known world, facing uncertainty and social boundaries, the easiest path is to fall back upon 

familiar contacts. This feature suggests that trust is most likely to exist in societies in which it is 

possible for individuals to communicate their intentions and expectations, especially in times of 

deep institutional change. (The World Bank - Social Capital Initiative 1998). Therefore, the 

creation of social capital demands a more thorough interaction between the individuals than just 

saluting your neighbour or fellow member of a business organisation because it does not create 

enough trust.  

 

To sum up, in our research on Mexican women entrepreneurs’ network behaviour we focus on 

the relationship and interaction between institutions and between individuals. We see social 

capital as a product and benefit of networks and use network theory on entrepreneurship as the 

starting point of our theoretical framework. We apply social capital theory on entrepreneurship 

continuously because we as Coleman (1988) view social capital as inherent in the networks. 

However, we believe that trust is an indispensable tie in networks if they are to have any value. 

Hence, social capital theory and the concept of trust give a depth to network theories because 

social capital constitutes the value of and embedded resources in a network and trust is the 

enabling factor which makes it possible for the women entrepreneurs to obtain these important 

resources. 
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6.2 Theoretical Framework 

Our chosen framework is what we consider to be the most suitable collection and combination of 

elements from primarily network theories but also social capital theories on entrepreneurship. It 

can be questioned how conscious the women entrepreneurs are of the importance and value of 

their networks i.e. their social capital and therefore, our framework provides a set of lenses 

through which we can map the Mexican women entrepreneur’s networks, determine and 

understand the nature of these as well as how the women use them. Firstly, we explain the 

importance of networks in relation to women entrepreneurship. Secondly, we present different 

types of network classifications; thirdly, we introduce different concepts of network interactions 

and structural holes. Finally, we integrate the types of network classifications and network 

interactions with the concepts of structural holes, social capital and trust.  

6.2.1 The Importance of Networks 

There are numerous ways and various approaches to understand and define networks.  Basically, 

we understand networks to be all the people with whom an entrepreneur has social relations. For 

our Mexican women entrepreneurs, these include family members, husbands, friends, business 

partners, old work colleagues, acquaintances, customers, employees, financial contacts, legal and 

political contacts, government officials, business association members etc. These social relations 

to different extents arise either due to accidental or unplanned encounters with other individuals, 

through organisational membership, as planned interactions when specific resources is sought or 

through kinship (Birley, Sue and Macmillan, Ian 1997). 

 

Networks are a crucial component of the entrepreneurial activity because entrepreneurs are 

embedded in social contexts that channel and facilitate as well as constrain and inhibit their 

activities (Aldrich 1989). All entrepreneurs must nurture their networks or social relations in 

order to obtain resources for their firms (Birley, Sue and Macmillan, Ian 1997). More 

specifically, the idea we support is that people who do better are somehow better connected. A 

person connected to those with diverse characteristics and backgrounds is more likely to receive 

more and varied information about the market opportunities and is then more likely to have 

better capacity of social capital and access better network resources (Lin, Nan and Erickson, 

Bonnie 2008). This is exactly why entrepreneurs must discover possibilities and mobilise 

resources more effectively than had they been employees. If these everyday networks are left to 

follow their natural course they will clash with the set of social constraints (Aldrich, Howard E. 

and Kim H., Phillip 2005). 
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Since women are often subject to occupational and voluntary organisational sex segregation, 

they occasionally have a more limited access to business resources. This organisational 

segregation can be reduced partially by work and education; however, marital status and 

childcare responsibilities may isolate women and increase their separation from business 

opportunities. Thus, the social and institutional forces such as the perception of women’s role 

and the family, that shape networking opportunities may make matters very difficult for 

individual women entrepreneurs (Birley, Sue and Macmillan, Ian 1997). Moreover, as stated by 

Aldrich and Kim (2005): “entrepreneurs will forfeit potentially valuable relationships because 

they have no clue as to which network paths they should pursue. People often ignore potentially 

valuable relationships and unknowingly cultivate ties that harm them”. This statement is very 

important because it shows that lack of active mobilisation and interaction within current as well 

as potential networks can result in loosing out on important social capital which is crucial for the 

success of one’s entrepreneurial activities.  

6.2.2 Types of Networks Classifications 

Different theories take different approaches to the way they characterise and classify the 

entrepreneurs’ networks. The strength, length and composition of a social relation affect the way 

and degree to which resources flow between individuals. In relationships characterised by 

frequent interactions, emotional investment, or reciprocity, both parties enjoy opportunities to 

discuss business matters and exchange relevant resources (Aldrich, Howard E. and Kim H., 

Phillip 2005). More specifically, the structure of a given network - whom interacts with whom, 

how frequently, and on what terms – has a major bearing on the level of trust and the flow of 

social capital through that network. Nevertheless, at the same time certain limitations affect 

networks. The degree to which we are able to engage in networks is subject to the dynamics of 

our social boundaries. By social boundaries, we mean the boundaries of family and kinship 

relation, religious and ethnic communities, language groups and other limits to social action, 

which a large part of a person’s social life is lived within. One of the drawbacks of social 

boundaries is that they can have a restraining effect on the relationships between people 

inhibiting and restricting the actions, boundaries and reach of the person at the centre of the 

network and thus, create highly concentrated networks (Aldrich, Howard E. and Kim H., Phillip 

2005). An example could be Mexican mothers who are not supporting their daughters’ education 

and who make sure that they only get the education necessary to raise their children well and 

become good house wives (Pederzini Villareal, Carla and Lopéz Rodriguez, Patricia 2008). 

 



  35 

Hence, in order to determine the structure and nature of the Mexican women entrepreneurs’ 

network, we have chosen the two most relevant types of network classifications from the 

investigated networking theories.  

 

6.2.2.1 Strong vs. Weak Networks 

One of the most common ways of classifying types of network is by distinguishing between a 

strong and a weak network. In order to determine the strength of a network, we must look at the 

combination of the amount of time, the emotional intensity, the intimacy (mutual trust), and the 

reciprocal services, which characterise the tie (Granovetter 1973). As Granovetter also mentions, 

the line between when a network is strong and when it is weak is often blurred. However, instead 

of offering a detailed and complex definition he states in his acknowledged article from 1973: “It 

is sufficient for the present purpose if most of us can agree, on a rough intuitive basis, whether a 

given tie is strong, weak, or absent”. By absent, he means the lack of any relationship or ties 

without substantial significance: “such as a "nodding" relationship between people living on the 

same street, or the ''tie" to the vendor from whom one customarily buys a morning newspaper”. 

Granovetter (1973) believes that just because two individuals know each other by name does not 

mean that they can suddenly classify their relation as weak or strong if their interaction is 

insignificant.  

 

6.2.2.1.1 Strong Network Ties 

Aldrich (1989) points out that direct and strong ties relates to the people with whom an 

entrepreneur has direct and frequent dealings. More specifically, they refer to the persons with 

whom an entrepreneur has direct relations. Typically, these are persons the entrepreneurs meet 

on a face-to-face basis and from whom they obtain services, advice and moral support. The 

strong ties are found in the inner circle of a person’s network. The inner circle represents a 

business owner’s advisor circle and includes a fairly small set of strong tie relationships. Strong 

tie relationships are usually of long duration and are based on a principle of implicit reciprocity. 

Individuals tend to invest heavily in this type of relationship, through fairly regular contact with 

the other person. Strong ties are typically more reliable and involve trust and emotional 

closeness.  

 

6.2.2.1.2 Weak Network Ties 

By contrast, weak ties are superficial or casual and people typically have little emotional 

investment in them (Aldrich 1989) (Birley, Sue and Macmillan, Ian 1997). Weak tie 
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relationships are of much shorter duration and involve a lower frequency of contact, they are less 

reliable and more ambiguous and uncertain than strong ties and they are generally only revived 

when assistance is from such is required. They represent those relationships we engage in for 

pragmatic purposes and may best be described as contacts or connexions rather than ties. These 

contacts typically require little or no emotional involvement (Birley, Sue and Macmillan, Ian 

1997). 

 

6.2.2.1.3 Importance of Weak Network Ties 

Aldrich (1989) points out the relevance of the weak ties in terms of providing access to people 

beyond the entrepreneurs’ immediate contacts and creating relations between groups. Most 

people will have a collection of close friends who are in regular contact with one another; 

therefore forming a densely knit clump of social structure. However, they also have a range of 

acquaintances (weak ties) that in return move in different circles than oneself and have their own 

closely knit clump of social structure. The weak tie between one of our women and one of her 

acquaintances suddenly becomes more than a trivial acquaintance tie (Granovetter 1973). It 

becomes a crucial bridge between the two densely knit clumps of close friends which would not 

else wise have been connected to one another (Aldrich, Howard E. and Kim H., Phillip 2005). 

The argument is therefore that our closest relations are likely to have the greatest overlap in 

contact so that the social capital that the can offer is likely to be much the same that our women 

already have. Aldrich and Kim (2005) conclude that individuals with few weak ties, therefore, 

will be deprived of resources from distant parts of the social system and will be confined to the 

provincial news and views of their close friends. 

 

6.2.2.1.4 Importance of Strong Network Ties 

After having discussed the importance of the role of the weak ties, the function and importance 

of the strong ties should not be undermined. As Aldrich and Kim (2005) point out, strong ties 

also have great value in a person’s network because they are more motivated to be of support and 

typically more easily available. Entrepreneurs embedded in strong, close ties can, generally, 

count on reliable knowledge and people keeping their promises. As Birley and Macmillan (1997) 

write,: Strong tie relations of long duration are cemented by loyalty and trust and stand as a 

protection against an owner’s being exploited by people out only for short term gain. As 

Granovetter (1983), explains, strong networks seem to be linked both to economic insecurity and 

a lack of social services. If there is prevalent economic insecurity in a country and lack of 

supporting institutions such as Mexico, it is not uncommon that strong networks, such as family 
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network, make up for the lack of available institutional support. In conclusion to this, strong tie 

networks are critical to the success of small businesses, which is the most common business size 

in Mexico. Small business owners are in a difficult position in modern economies and strong ties 

of intimate friendship can provide crucial social capital than enables owners to weather crises 

and hardship. 

 

6.2.2.1.5 Our definition of Strong and Weak Network Ties 

Based on our knowledge of the importance of family and other institutions in Mexico, we have 

therefore in line with the ideas of Granovetter decided to classify our investigated women’s 

parents, siblings, children, husbands, other family members, friends and business partners as 

strong networks. In our particular case we place the business partner in this category because all 

our women’s business partners are family members. Contrarily, the classification of our 

women’s weak ties include clients, acquaintances, financial contacts, legal and political 

contacts, government officials and governmental institutions, business organisations, employees 

and old work colleagues. Old work colleagues are placed in this category because very few of 

our women use them for psychological, moral and personal support or domestic chores. If that 

was the case they would be called ‘friends’. The level of intimacy and continuity is too low for 

them to be classified as a strong network. When investigating our particular group of women it is 

difficult to draw the line between the strong and weak network ties, something we also discuss 

further down in the criticism of theory. Some would argue that the socio-economic level of our 

group of women, would automatically lead the women to have many influential contacts in their 

strong networks. A ‘political contact’ could in some cases also be an uncle; a contact that would 

normally be characterised as a strong tie. It is not uncommon in Mexico to refer to for example 

“un tío politico”, and it shows us the overlapping definition of strong versus weak network ties. 

However, according to our perception what especially characterises a weak network tie is the 

element of pragmatic purpose of the relationship i.e. the people that the women entrepreneurs 

have; either professional, business-oriented, practical, technical, or pragmatic contact with as a 

starting point. 

 

6.2.2.2 Heterogeneous vs. Homogeneous Networks 

Another way of to classify a network is to analyse whether it is heterogeneous or homogeneous. 

Networks has as we have seen in relation to the definition of strong networks a tendency to be 

formed among people with similar characteristics and lifestyles, treating groups of people with 

similar socioeconomic characteristics or resources. People may come from different sectors of 
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the labour market but generally they will find themselves in networks with people with relatively 

similar positions in the social hierarchy such as the women entrepreneurs in AMMJE. In other 

words, there is a correspondence between a person’s socioeconomic characteristics and those of 

her or his network (Lin, Nan and Erickson, Bonnie 2008). 

 

6.2.2.2.1 Homogenous Networks 

As indicated earlier, individuals’ networks, as well as networks within associations, 

organisations and communities are often homogenous along key dimensions, such as race, age 

and sex, due to the fact that individuals with similar backgrounds and interests are more likely to 

associate with one another, rather than with people with dissimilar backgrounds. In the language 

of networks, the friends of our women’s friends are already their friends, rather than strangers. 

This creates homogeneous networks which lack diversity and variety since the resources 

obtained are mostly redundant (Aldrich, Howard E. and Kim H., Phillip 2005). Renzulli, Aldrich 

and Moody (2000) claim that kinship ties provide redundant resources, because they draw the 

information from a homogeneous network. Lin and Erickson (2008) agree with this in that they 

discovered that women had strong connections to neighbourhood networks, friends and family 

(Renzulli, Linda, Aldrich, Howard, Moody, James 2000). Hence, in the women’s networks there 

is a high proportion of kin and homogeneity. This might secure them with greater social support 

but at the cost of sacrificing the necessary instrumental support needed for economic 

achievement (Renzulli, Linda, Aldrich, Howard, Moody, James 2000). 

 

6.2.2.2.2 Heterogeneous Networks 

Contrary, heterogeneous networks are characterised by diversity and non-redundant resources. 

Renzulli, Aldrich and Moody (2000) wrote: “The more heterogeneous someone’s discussion 

networks, the greater the likelihood that they can obtain non-redundant or diverse 

information…deepening or extending their knowledge though indirect ties to others beyond their 

immediate circle”. They found that networks that span multiple spheres of social life provide 

emerging as well as established entrepreneurs with better access to multiple sources of 

information and resources homogeneous networks. While the heterogeneous networks might not 

yield the same level of support as the homogeneous networks they ultimately enable them to 

make the transition from idea to action more rapidly (Renzulli, Linda, Aldrich, Howard, Moody, 

James 2000). 
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6.2.3 Network Interaction - Bonding, Bridging, Linking and Structural holes 

Having presented the different ways to classify networks, this part will introduce the different 

concepts relating to networks interaction. Bonding, bridging and linking help us explain the 

relations in the networks and the interaction between them. They become relevant in relation to 

our four types of classification because they represent the active actions occurring within our 

women entrepreneur’s networks and between their networks. Analysing different cases of 

bonding, bridging and linking networks as well as the social capital embedded in these will of 

course vary across contexts, nonetheless, it is important to try to identify the different types of 

network interaction to better understand the nature of network use. As Woolcock (2000) 

describes, a multi-dimensional approach allows us to argue that it is different combinations of 

bonding, bridging and linking that are responsible for the range of outcomes we observe in 

reality. Furthermore, the concept of structural holes involves the idea of being in a network with 

network ties and not benefitting from bridging to other people i.e. structural holes in the network 

occur. 

 

6.2.3.1 Bonding 

Bonding refers to the development of a close, interpersonal relationship between family members 

or friends. It is a mutual, interactive process, and is not the same as simple liking. Bonding 

results in the creation of ties between people of similar demographic characteristics, such as 

family members, neighbours, close friends and work colleagues and is an inextricably implicit in 

homogeneous and strong networks (Grootaert, Christiaan, Narayan, Deepa, Nyhan Jones, 

Veronica, and Woolcock, Michael 2004).  

 

6.2.3.2 Bridging 

The concept of bridging becomes relevant when referring to weak and heterogeneous ties where 

people do not share the same characteristics. Bridges are links joining two clumps of people 

together that would otherwise have little, if any, contact with each other (Aldrich 1989). In other 

words bridges are weak ties. Bridging social capital is an essentially horizontal, i.e. connecting 

people with more or less equal social standing. Discussing bridges, it is moreover relevant to 

mention Granovetter’s (1983) notion that weak ties are asserted (not automatically) to be 

important due to their likelihood of being bridges. 
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6.2.3.2 Linking 

In recent years a new concept called linking has emerged referring to an entrepreneur’s ties to 

people in positions of authority, such representatives of public (police, political parties) and 

private (banks) institutions. Linking social capital is done vertically, connecting people to key 

resources and economic institutions across power differentials.  

Thus, the difference between discussing bridging and linking is that of the relation of power 

between people in the network. 

 

6.2.3.3 Structural Holes  

Structural holes separate non-redundant sources of resources, sources that do not overlap. The 

idea of structural holes is that social capital will be created in a network where people can bridge 

connections between otherwise disconnected segments (Lin, Nan, Cook, Karen and Burt, Ronald 

S. 2001). The structural hole between two groups does not mean that people in the groups are 

unaware of one another. It only means that the people are focused on their own activities such 

that they do not attend to the activities of people in the other group. Information about new 

business locations, potential markets for goods and services, sources of capital or potential 

investors, and innovations are likely to be spread widely among the bridging entrepreneurs 

(Aldrich 1989). Entrepreneurs with contact networks rich in structural holes are the individuals 

who, if able to build bridges that overcome the structural holes hold competitive advantages in 

comparison with entrepreneurs who are unable to do this (Lin, Nan, Cook, Karen and Burt, 

Ronald S. 2001). 

6.2.4 Integration of Theoretical Elements 

In the subsequent part, all our theoretical elements including social capital, trust, the network 

classifications and the concepts of network interaction will be integrated in order to create our 

theoretical framework that we will apply in the analysis. 

 

As stated earlier, the women entrepreneurs’ networks are crucial for the running and survival of 

their firms because the social capital embedded in her networks contribute to the 

accomplishment of their entrepreneurial goals. Women entrepreneurs who make strategic 

investment in their networks and secure mutual trust with their relations can enhance the value of 

their networks and improve their entrepreneurial situation (Lin, Nan and Erickson, Bonnie 2008). 

Social relations and their acknowledged relationships to the individual may be conceived by 

others as certifications of the individual’s social credentials, reinforcing their identity and 

recognition (Lin, Nan, Cook, Karen and Burt, Ronald S. 2001). Thus, the right connections and 
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composition of an entrepreneurs’ network has an immense impact directly as well as indirectly 

on the success of the women entrepreneur. 

 

Unfortunately, certain features can oppose the possibility for the Mexican women entrepreneurs 

to fully extract the value of their networks. Women entrepreneurs can be subject to social 

constraints within their networks, which inhibit their ability to and mobilise resources more 

effectively. However, this can also occur due to lack of awareness of how to mobilise their 

networks and interact within current and potential networks. Hence, if our women’s networks are 

left to follow their natural course they will clash with the set of social constraints and their own 

lack of active interaction and participation (Aldrich, Howard E. and Kim H., Phillip 2005). The 

difficulty in managing your network is linked to the fact that people face an issue of lack of trust 

whenever they go beyond a relationship with people already known to them. Trust is what makes 

it possible for women entrepreneurs to get access to the social capital embedded in their 

networks, no matter the classification of strong or weak. In strategic terms, entrepreneurs who 

find ways to get around the problem of trust by overcoming the social constraints within e.g. 

their family or society will have an advantage in comparison with other entrepreneurs who do 

not succeed in doing this. 

 

This entails that Mexican women entrepreneurs must be aware of the composition of their 

networks; their current as well as their potential. They must also be able to bond with their strong 

networks and bridge between their weak networks overcoming the structural holes and finally, 

link vertically to other weak network ties consisting of important public and private authorities. 

As Woolcock (2000) says it is the combination of bonding, bridging and linking that is 

responsible for the amount of trust created and the social capital obtained from the women 

entrepreneurs’ social relations. 

 

Women entrepreneurs possess a range of different networks which depending on the criteria 

mentioned can be determined according to four types of classifications. Their networks can 

either be strong or weak and they can be either homogeneous or heterogeneous. Creating a 

strong network depends on the women entrepreneurs’ ability to bond and the level of intimacy, 

reciprocity and continuity between the women entrepreneur and the particular network. The act 

of bonding develops close interpersonal relationship with family members or friends and creates 

high levels of trust. Due to the demographic and personal similarities within a strong network 

these are mostly homogeneous. Even when people come form different sectors and labour 
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markets they generally find themselves in networks with other people in relatively similar 

positions in the social hierarchy and with corresponding socioeconomic characteristics (Lin, Nan 

and Erickson, Bonnie 2008). Therefore, strong networks are almost never heterogeneous. 

 

Due to the high level of trust and support that the strong network provide, they are very 

important in countries where the public and governmental institutions fail to offer economic 

security and social services. Strong networks are especially very helpful for small business 

owners, which are prevalent among Mexican women entrepreneurs. However, focusing 

extensively on strong networks can create social relations, which are too homogeneous. Women 

entrepreneurs have a tendency to have strong networks with kinship ties that unfortunately 

provide redundant information. While strong and homogeneous networks secure them with 

psychological, moral and personal support, they do not provide the necessary instrumental 

support needed for economic achievement (Renzulli, Linda, Aldrich, Howard, Moody, James 

2000). Women entrepreneurs will only get access to such instrumental support if they are able to 

bridge structural holes between weak networks. 

  

Weak ties are characterised by being superficial, casual, of shorter duration and demanding less 

emotional involvement. They are mostly related to heterogeneity because they represent possible 

bridges to non-redundant social capital, which is unattainable in a homogeneous network. 

However, despite the fact that it is not very likely that a weak network can also be homogeneous 

it does happen. For example if the women entrepreneurs within a business organisation all 

possess the same socioeconomic features and therefore only bring non-redundant resources to 

the table the weak ties will be part of a homogenous network. 

 

In relation to this, structural holes separate the non-redundant social capital and if women 

entrepreneurs are able to bridge and link the structural holes they will get access to these 

resources. The structural holes between two strong groups are not invisible to the entrepreneurs; 

however, sometimes people are so focused on their own activities that they fail to create bridges 

between the two networks. Aldrich and Kim (2005) argue that entrepreneurs who bridge and link 

the structural holes by cultivating and maintaining their weak ties secure the greatest returns of 

social capital. Nonetheless, managing many weak ties is much more difficult than managing 

strong ties. Without frequent and reciprocated contact, people find it difficult to keep track of 

changes in the lives of their contacts (Aldrich, Howard E. and Kim H., Phillip 2005). 
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Thus, the women entrepreneurs must opt for the best combination of weak, strong, homogeneous 

and heterogeneous networks in relation to their situation and the societal constraints that they 

face. In order to do this, they must interact actively in order to create the indispensable trust 

necessary to extract the embedded social capital i.e. get all the potential value out of their current 

and potential networks. This is done by bonding within their strong networks, bridging and 

linking in order to create and cultivate the weak networks both horizontally and vertically and 

finally, by overcoming structural holes through bridging thus, securing access to non-redundant 

resources.  

6.3 Criticism of the Theoretical Framework 

One of the main points of criticism in relation to the theoretical framework is the infinite pool of 

diverting definitions, theories and perspectives regarding the concept of social capital, trust and 

finally, the relationship between social capital and networks. This has made it difficult to decide 

upon which approach to use as well as how to combine them in the most proper way in order to 

create our theoretical framework. However, we believe that we have found the most optimal 

combination for our specific research. Though, we bear mind, that it is almost impossible to 

avoid that a particular selection of theory affects the outcome of the results. 

 

Secondly, another point of criticism is that many of the underlying concepts of network and 

entrepreneurship theory as well as what is considered to be typically entrepreneurial is 

historically based on an assessment of male experiences. This has become the norm against 

which women are compared, however, it is somewhat inadequate and have serious 

methodological implications on studies done on women entrepreneurs (Stevenson 1990). In 

many respects, women inhabit a female world that only partially overlaps the male world. In 

many important regions of social life, divisions and barriers limit the reach and diversity of 

women’s networks. Some evidence suggests that women even view social relations in a different 

way than men, leading to different network behaviours (Aldrich 1989). In relation to our 

particular theoretical framework, we have made use of the existing theories within the area of 

networks and entrepreneurs. Therefore, certain deficiencies might be present in our theoretical 

material since it is not until very recently the underlying experiences of women entrepreneurs 

started being included in the theories and models. 

 

Thirdly, in relation to how network ties are classified as either being strong or weak we came 

across diverting opinions. The same accounts for the way of looking at networks as either 
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homogeneous or heterogeneous. The dilemma in this respect deals with the fact that these 

definitions are relative depending on the specific person, researcher or even context of study. An 

example of this is how to define a strong or weak network tie. Most of the theory regards a 

parent to be a strong contact to a person. This becomes problematic, however, in a situation 

where a person has either little or no contact due to dispute or geographical distance. Many 

theories discuss the issue of ‘frequency of contact’ or “duration of relationship” as making a 

network strong. In some cases, it could be found, that a person can ‘count on’ their network tie, 

even though they only have sporadic contact. In the same way a person can have a strong 

network tie without necessarily having known the person for a long time. There is also a 

tendency to naturally link networks that are strong with being homogeneous, and vice versa, 

weak networks with being heterogeneous due to the notion that one can obtain non-redundant 

resources from a person that is not found in close network. This needs to be understood in a 

broader perspective and considered with carefulness. In this project we analyse AMMJE as a 

business association offering many benefits to the women entrepreneurs. One would naturally 

expect this network to be heterogeneous due to the possibility of linking with many different 

network ties. It is crucial to keep in mind, though, that an association such as AMMJE, in its 

local chapters, can represent a homogeneous network due to the similarity of the socio-economic 

characteristics of the members. Therefore, we apply these definitions and concepts, due to their 

relevance in categorising and analysing Mexican women entrepreneurs and their networks, 

however, bearing in mind that when using these classifications one should be critical and aware 

of the pitfalls and diffuse definitions. 

 

Finally, more specifically regarding network theories, the majority of most current research 

focuses on the importance of strong ties and only few studies have touched upon the importance 

of weak ties (Birley, Sue and Macmillan, Ian 1997). Some network theories claim that strong 

networks are the most important while others claim that it is the weak networks. Nevertheless, 

since both types of networks have their advantages we do not favour one over the other. We 

support the notion that depending on a range of different factors, Mexican women entrepreneurs 

can gain important social capital from both types. 

6.4 Summary of Theory 

To sum up, we have used network theories as a starting point for our theoretical framework and 

supplemented with social capital theories. We have chosen to define social capital as the tangible 

and intangible resources acquired in networks. According to our perception, social capital is an 
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inherent, however, not naturally available part of our women entrepreneur’s networks. In order 

to analyse how the women use their networks it is necessary to determine the nature and 

combination of their network ties by applying our four classifications; strong and weak network 

ties as well as homogeneous and heterogeneous networks. Additionally, we will furthermore 

look at the way the women entrepreneurs actively interact in terms of how they bond, bridge and 

link between the different institutions within their networks. This will also make it possible for 

us to see how the women entrepreneurs overcome the structural holes in their networks. For the 

women to extract the value or social capital in their current as well as potential social relations 

they have to interact and participate actively. They must create a level of mutual trust within 

their strong as well as their weak networks if these are to be more than just absent. Just because 

two individuals know each other by name does not mean that they can suddenly classify their 

relation as weak or strong if the level of interaction and trust is insignificant. Hence, we believe 

that trust is the indispensable tie between networks and the embedded social capital. If trust is 

not present in a relation then the women entrepreneurs will not gain anything from their social 

relations. 

7. Analysis 

Our analysis consists of four different parts. Firstly, we present chapter “7.1 The Landscape of 

Women Entrepreneurs in Mexico”. This chapter will show the general context of our segment of 

study i.e. the women entrepreneurs. It is important to get an overview of the general 

entrepreneurial activity in Mexico to understand the current trends. We will also describe the 

general profile of the entrepreneur woman in Mexico. This chapter consists of facts from studies 

and surverys carried out in the field and will serve as a basis for the rest of the analysis. 

 

Secondly, the First Perspective consists of chapter “7.2.1 An Understanding of the Mexican 

Women Entrepreneurs” and “7.2.2 Mexican Women Entrepreneurs’ Networks”. The First 

Perspective is analysed on the basis of the interviews we carried out with eight academic experts 

in Mexico. It is also created on the basis of three of the most important studies in the field; those 

of Gina Zabludovsky, Guadalupe Serna and Gina Villagómez. Gathering and analyzing the 

works and opinions of these academic experts have enabled us to create a perspective that 

represent the common perception and understanding of Mexican women entrepreneurs as well as 

how they use their networks in relation to their entrepreneurial activity. 
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Thirdly, our Second Perspective consists of chapter “7.3.1 An Understanding of Mexican 

Women Entrepreneurs” and “7.3.2 Mexican Women Entrepreneurs’ Networks”. The Second 

Perspective is based an analysis of our own gathered data in the field as well as our observations. 

By interviewing through questionnaires we have gotten close to thirteen entrepreneur women 

from all over Mexico. This perspective will add nuances and complement the existing work in 

the field. Since this particular research area is still relatively unexplored we find it important to 

constantly collect new evidence to be able to best understand the reality of the women 

entrepreneurs in Mexico. 

 

Finally, the fourth part is our “7.4 Discussion of Perspectives in Theoretical Framework”. By 

adding the elaborated theoretical framework, we will discuss these two perspectives in order to 

answer the research question. 

7.1 The Landscape of Women Entrepreneurs in Mexico 

In this chapter we present a general overview of the entrepreneurial activity in Mexico. We will 

show general characteristics of Mexican woman entrepreneurs and their businesses. We also 

present an overview of the available government and business organisations for women 

entrepreneurs. This chapter is necessary in order to understand the further analysis and will 

provide the reader with an overall background knowledge to understand the general context and 

trends in this field of study. 

 

7.1.1 Entrepreneurial Activity in Mexico 

In 2001 Mexico was one of the most entrepreneurial countries in the world in comparison with 

the rest of the OECD countries. Figure 1 from Global Entrepreneurship Monitor shows the total 

entrepreneurial activity in Mexico is 18.7 %, which puts the country at the top 5 countries in 

terms of total entrepreneurial activity. Almost 1 in every 5 adults in Mexico is involved in 

entrepreneurial activity (Reynolds, Paul D., Camp, S. Michael, Bygrave, William D., Autio, 

Erkko, and Hay, Michael 2001). More recent numbers from 2006 show that approximately 25 % 

of the Mexican workforce is now self-employed (Fairlie, Robert W. and Christopher Woodruff 

March 2006). 
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Figure 1: Total Entrepreneurial Activity by Country 

 

Additionally, the proportion of adults investing in start-up businesses is also very considerable. 

This is further accompanied by a shift in the Mexican economy during the last 50 years away 

from agriculture and mining to more industrial activities where entrepreneurs have concentrated 

creating a whole new class of entrepreneurs. (Reynolds, Paul D., Camp, S. Michael, Bygrave, 

William D., Autio, Erkko, and Hay, Michael 2001). Generally, high total entrepreneurial activity 

rates in a country are usually accompanied by high female entrepreneurial activity rates due to 

women entrepreneurship being closely related to the general framework conditions for 

entrepreneurship in an economy (Verheul, Ingrid, van Stel, André and Thurik, Roy 2004). This is 

also the case in Mexico as Figure 2 below illustrates. 

 
Figure 2: Entrepreneurial Activity by Gender by Country 
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As can be seen in the model, the level of women, engaged in entrepreneurial activity, is among 

the highest in the world, only surpassed by the women in New Zealand. The women share of 

entrepreneurial activity in 2001 was approximately 13 out of a 100 adults between the age of 18 

and 64 years old. Hence, 1 in every 7 women in Mexico is involved in entrepreneurial activity 

(Reynolds, Paul D., Camp, S. Michael, Bygrave, William D., Autio, Erkko, and Hay, Michael 

2001). In the most urbanised zones women entrepreneurs comprise 14.60 % of the total 

entrepreneurs (Zabludovsky 2000). On a more specific level, Mexican women play a significant 

role in terms of starting new businesses and in terms of creating lasting businesses; in 1998 32 % 

of the women owned businesses were less than 5 years old (Zabludovsky 2000)(Instituto 

Nacional De Las Mujeres 2006). However, the women are not only the owners of relatively 

young businesses, 27 % of the women are also owners of businesses between 5 and 10 years 

old.. Finally, 12 % of the women own businesses that are more than 10 years old (Zabludovsky 

2000). It is important to keep these figures in mind in order to understand the entrepreneurial 

tendencies in this area. In countries with high levels of entrepreneurship it is equally relevant to 

consider the rate at which companies close down. 

7.1.2 Characteristics of the Women Entrepreneurs 

Certain studies have helped us being able to create a profile and an overview of women 

entrepreneurs in Mexico and their businesses. This chapter will present demographic facts as 

well as give an idea of the background of the women entrepreneurs as well as the main 

characteristics of their businesses.  

 

7.1.2.1 Age 

According to the studies regarding the age of women business owners in Mexico it shows that 34 

% of the women are between 35 and 45 years old. Most women entrepreneurs are generally 

younger than their male counterpart and it is not as easy to find older women entrepreneurs 

which all together can be explained by the relatively recent increase in women entrepreneurial 

activity (Zabludovsky 2000). The average age of all the women entrepreneurs is 42 years old 

(Instituto Nacional De Las Mujeres 2008). 

 

7.1.2.2 Education 

Women business owners are becoming more educated and professionalised seeing that the 

percentage of young women with a college degree is increasing (Zabludovsky 2000). The 



  49 

majority of the women entrepreneurs are well-educated and almost 50 % have a master degree 

whereas 21 % have a bachelor degree and 26 % a postgraduate degree (Instituto Nacional De Las 

Mujeres 2008). 

 

7.1.2.3 Marital status and Children: 

In terms of matrimony, 55 % of the women entrepreneurs are married and 45 % are not married. 

Out of the 45 % unmarried women entrepreneurs 24 % represent single women, 13 % represent 

divorcees, and finally, 8 % are widows (Zabludovsky 2000). These numbers are closely 

supported by the studies of INMUJERES, where 54 % of the women entrepreneurs said that they 

were married, 26 % were single and 20 % were divorced, separated or widows (Instituto 

Nacional De Las Mujeres 2008). Additionally, approximately 90 % of the women entrepreneurs 

have children and 39 % have two children followed by 17 % of the women having 3 children and 

finally, only 4 % have 4 or more children (Zabludovsky 2000). 

 

7.1.2.4 Entrepreneurial background: 

An interesting feature from an INMUJERES study (2006) showing whether or not the women 

have other entrepreneurs in their families shows that (see figure 3 below): almost 42 % of the 

women have fathers who are entrepreneurs, 23 % of the women’s mothers are entrepreneurs, 

other entrepreneurs in the family constitute 14,6 %, and finally, 27 % of the women’s husbands 

engage in entrepreneurial activity. 

Figure 3: Family Members as Entrepreneurs 
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These figures can indicate that the women’s social environment is important in relation to 

whether or not the women chose to become entrepreneurs themselves or due to being affected by 

the entrepreneurial activity of their relatives. Only 29 % of the women in this investigation 

answered that they had no entrepreneur relatives (Instituto Nacional De Las Mujeres 2006). 

 

7.1.2.5 Domestic work: 

When discussing domestic work it is hard not to discuss the issue of gender roles. During 

centuries in Mexico the male and female stereotypes have been defined, characterizing the man 

as being the breadwinner and the women as the caregiver (Instituto Nacional De Las Mujeres 

August 2007). Considering the man’s role as being responsible for bringing in the money, it is 

natural that he will also be in control over economic resources and therefore also the appear as a 

patriarch. Seeing how the woman’s domain is mainly the home her sphere is more invisible to 

the outside. There is a risk that she is not valued, neither economically nor socially (Instituto 

Nacional De Las Mujeres August 2007). Whether these stereotypes are still one hundred percent 

true is doubtful. However, they represent an important issue that needs to be introduced, since it 

is common to come across this conception when investigating women entrepreneurs in Mexico.  

 

In relation to the overall stereotypes it becomes interesting to look at a more specific study 

showing the division between how men and women spend their time doing domestic as well as 

extra-domestic activities. This type of study is interesting for us in our research as it gives an 

idea of how much time Mexican men and women actually spend in and outside of their domestic 

sphere. In order to be able to research how Mexican women use their networks in their business 

conduct as well as private life, it is valuable to get an overview of the general picture as to how 

they spend their time. As figure 4 shows, 7,9 % of adult men (excluding elderly) participate in 

domestic activities around 10 hours per week in opposition to a 46,8 % of the equivalent group 

of women spending more than 40 hours per week at home. 

 

In 2000 the average amount of hours per week spent on domestic activities, such as housework, 

was 6.2 hours for men and 27.7 hours per women. In contrast, men spent 48 hours averagely per 

week on economic activities and women spent 36.4 hours averagely per week on the same 

(INEGI 2000). Of the economically active population, 90.1 % of the women carry out domestic 

chores additional to their extra-domestic work, whereas, only 47.2 % of the men can say the 

same (Secretaria de Economia ). It confirms the expected that certain traditional gender roles still 
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exist in Mexico and that this adds an additional aspect to the women’s business conduct as there 

is a need for more organisation of their time.  

 

7.1.2.6 Business Partner: 

An important aspect of being an entrepreneur is the choice of whether to work alone or to 

collaborate with a business partner. In INMUJERES’ study (2006) you can see the division of 

women who work, either alone, with a business partner and whether or not this business partner 

is a family relative, non-familiar or both. The study shows that the bigger the firm is, the more 

reluctant the women are to form a business partnership with another person. An overall 43,4 % 

of all the women work alone as entrepreneurs, 16 % work with a partner, 36 % form a 

partnership with a family member and 4,6 % with both a partner from and outside the family 

(Instituto Nacional De Las Mujeres 2006). If we consider the group of women who form 

partnerships with family members it is noticeable that their percentage increase the larger the 

company. This tendency emphasises the role of the family in the opportunity as well as the 

support in developing an entrepreneurial activity (Instituto Nacional De Las Mujeres 2006). 

Additionally, in relation to this it turns out that four out of every five women entrepreneur found 

their companies themselves, whereas 13.9 % of the women’s firms were founded or inherited by 

a parental (Instituto Nacional De Las Mujeres 2006). 

 

7.1.2.7 Obstacles 

Looking at the women entrepreneurs in Mexico it is possible to see some general obstacles they 

face. In general the common problems that the women entrepreneurs face have to do with 

difficulties of obtaining credit, problems finding information about credit options, and lack of 

trust in the government and its institutions. Lack of market knowledge and market entry 

difficulties, difficulties increasing the production capacity, difficulties integrating distribution 

channel, lack of knowledge and training in administration and finance aspects, as well as 

corruption and disloyal competition are also obstacles women face in their business conduct 

(Instituto Nacional De Las Mujeres 2008). Looking at the figure 5 based on INMUJERES’ study 

the main obstacle for the entrepreneur women was actually a more internally-oriented issue; that 

is, the consolidation of the entrepreneur woman’s different roles. 
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Figure 4: Obstacles faced by Women Entrepreneurs 

 

This multiplicity of the woman’s role feeling divided between the firm and the family makes it 

difficult to create conciliation between the responsibilities of each entity (Instituto Nacional De 

Las Mujeres 2008). Three out of every four women entrepreneurs, according to INMUJERES’ 

study, believe that their activities are difficult to realise due to the necessity of conciliate the 

different roles as daughters, mothers, wives, and entrepreneurs. Another difficulty the women 

face is the lack of network support (57 %) and to a lesser extent the exclusion from 

entrepreneurial circles and networks as well as the difficulty in society to accept women 

leadership. 

 

7.1.2.8 Financial Aspect: 

The aspect of financing needs to be included as it is crucial for business start-up and 

maintenance. Although the financial aspects of the women’s business conduct has not been a 

direct focus in our study it is still crucial to mention due to its complicated nature. In Mexico it is 

very difficult for the women to get access to credit for their businesses and 86 % of the women 

entrepreneurs work without outside credit hence, most of the women rely on private/personal 

financing (Chun, Bang Jee and Zabludovsky, Gina 1999). This is a very high percentage and 

shows very clearly the difficulty in obtaining credits for business start-ups. Looking at table 4 

below an interesting pattern shows in the type of financing of the women’s businesses. 
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Table 3: Types of Finance 

 

In this study the principal source of finance for every four out of five of the women’s businesses 

is the reinvestment of profits. One should take into account that it was possible to answer several 

things in this survey so the total sum is not 100 %. The second largest source of finance is 

personal savings, especially for small- and medium sized firms. This is a common aspect for the 

financing of the Mexican firms. Obtaining bank credits is rather complicated and difficult, being 

the case only in one of every three medium-sized or large firms (Instituto Nacional De Las 

Mujeres 2006). Although it is not part of our study, for further analysis, it is striking how rare it 

is for the small firms to obtain bank credit for financing their entrepreneurial activity. Loans 

from relatives, most usually parents or husband, is also an important element in the financing of 

the women’s business, disregarding their size. This fact is relevant to keep in mind when 

studying the women’s network, because it emphasise the importance that is naturally given to 

family members and husbands in relation to the women’s entrepreneurial activity. It created a 

certain dependency and necessity that is worth remembering when looking at how the women 

use their networks. 
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7.1.2.9 Employees 

In terms of size of the women owned firms, findings illustrate that the majority of the women 

entrepreneurs have small firms with less than 10 employees. According to the study of 

Zabludovsky (2000), which does not include firms without employees, 86.6 % of the women 

owned firms have between 2 and 5 employees. 6.7 % have 6 to 10 employees and 2.8 % between 

11 to 15 employees. Finally, 3.1 % had 16 to 50 employees (Instituto Nacional De Las Mujeres 

2006). In contrast, there are very few women owned businesses in Mexico with more than 50 

employees (Milenio Feminista 2003) and only 0.5 % had 51 or more employees. These features 

are in accordance with the general picture in Mexico considering all entrepreneurs. The share of 

small- and medium sized firms is much larger in general in Mexico. 

 

7.1.2.10 Industry Overview 

Recently, Mexican women entrepreneurs have become more diversified and are now found more 

often in industries and sectors, which are traditionally considered to be male dominated (Chun, 

Bang Jee and Zabludovsky, Gina 1999). Table 3 below shows the development of industry 

representation from 1995 to 1999. 

 
Table 4: Male and Female Employers by Industry Categories 

 

As it is visible, despite the recent changes the highest concentration of women owned businesses 

is still found in the in the hotel and restaurant sector where the Mexican women entrepreneurs 

comprised 47.1 %. This is followed by 42.3 % of communications and 33.3 % of leasing and 

financial services. Apart from Zabludovsky’s study, other sources confirm this representation. 

According to the findings of INMUJERES (2008), the majority of the women entrepreneurs are 

found in services and commerce. Other studies show the following division: 41.06 % in the 
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service industry, 13.29 % in the area of restaurant and hotel business and 11.07 % in agriculture 

and gardening (Zuñega 2002). Although this concentration of women’s business in the service 

related industries is apparent, the shift in the diversification, as mentioned before, is also evident. 

Table 3 shows a doubled percentage in three years of women businesses in the manufacturing 

industry. It is also interesting to notice a relatively high rise in the percentage of women business 

owners in the communication, financial, real estate and business services industries. No change 

is visible in the heavy industries such as mining, oil production and refining or electric power, 

the so-called heavy industries. 

7.1.3 Overview of Organisations for the Mexican Entrepreneur Women: 

Getting an overview of the existing organisations for women entrepreneurs in México is a 

challenge. Many organisations are open to women members, but do not necessarily have them as 

members. It is also hard to if not impossible to find official updated membership statistics. This 

makes it less obvious to find out which organisations the women entrepreneurs participate in. In 

the following chapter we present the relevant organisations we came across for women 

entrepreneurs in Mexico as well as the role and history of the organisations. 

 

For a long time, there was little organised activity among women entrepreneurs in Mexico. The 

existing activity mostly operated as isolated groups. In the past women entrepreneurs have not 

been of particular focus to the government. This is reflected in the lack of institutionalised offers 

for this group of entrepreneurs. As Zuñega (2002) writes: “the government has practically forgot 

all about this sector and the few support programs do not take into account the interdependency 

which exist between the home and the women micro firm. The five past governments have been 

incapable of creating conditions which provide stability and security for entrepreneurs as well 

as women entrepreneurs”. This is in line with Zabludovsky’s (2000) statement that there is no 

official government program to promote and support women’s business activities. However, 

some government agencies and private organisations have initiated actions and projects. These 

organisations’s initiatives basically intend to create mechanisms to surmount the restrictions and 

obstacles, which women must overcome in achieving the maximum benefit from their 

entrepreneurial activities. Some actions in particular are aimed at obtaining financing, providing 

training and organizing networks and associations (Zabludovsky 2000). The Secretary of 

Economy (“La Secretaría de Economía”) has made a range of programs orientated towards 

jump-starting business projects. They have made a guide for women entrepreneurs, which 

informs women about general aspects and their opportunities and information about general 
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business guides, business training and modernisation programs etc. (La Secretariá de Economía 

2003). Below we show the general organsiations that offer their services to entrepreneur women 

and further below we look closer at a few of them in particular. 

 

7.1.3.1 General Organisations for Entrepreneurs 

For many years many women have belonged to formally established organisations such as: 

“Chamber of the Transformation Industry” (Cámara de la Industria de la Transformación - 

CANACINTRA), the Chamber of Commerce (Cámara Nacional de Comercio - CANACO) and 

others that make up the Confederation of Chambers of Industry (Confederación de Cámaras de la 

Industria, CONCAMIN). However, according to Zabludovsky’s (2000) research, this panorama 

is changing since a series of new women's organisations has been founded: “Asociación 

Mexicana de Mujeres Jefas de Empresa” (AMMJE), an affiliate of the worldwide “Femmes Chef 

d'Entreprises”, with chapters in cities throughout the Mexican Republic; National Association of 

Mexican Women Entrepreneurs (“Asociación Nacional de Empresarias Mexicanas”  (ADEM), 

“la Asociación de Mujeres de la Cámara de Comercio de la Ciudad de México”; “Mujeres 

Industriales” from CANACINTRA; “Mujeres de la Confederación Empresarial de la República 

Mexicana”, all of which constitute the most important organisations for Mexican women 

entrepreneurs today. The other present organisations for women entrepreneurs are “La Camara 

Nacional de la Industria de La Construccion” (CNIC), and “el Consejo Coordinador 

Empresarial” (CCE) were few women participate (Serna 2001). Additionally, on regional level, 

women's organisations exist in different states around the country e.g. Guerrero, Oaxaca and 

Veracruz. 

 

7.1.3.2 A Regional Example - Yucatán 

In Yucatán, taking a more concrete look at a specific region, women’s participation in 

entrepreneurial chambers is a fairly recent phenomenon. Until 1995 there were no firm related 

groupings for women and besides a few activities there was no female participation or 

representation in the chambers. Between 1996 and 1998 the “Comisión de Mujeres Empresarias 

de la COPARMEX” and the AMMJE were created, respectively, and both organisations 

drastically transformed the public perception of women owners in the state. The women’s 

participation in these organisations rapidly hanged their self-perception and idea as 

entrepreneurs. The experiences from the group work resulted in the construction of new models 

of women organisation, which in turn made the rapid integration of all the entrepreneurs in the 

productive environment in Yucatán possible. Within short time the women learned to construct 
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their own discourse, strengthen their professional level and establish relations and social, 

political and commercial alliances (Villagómez Valdés 2004).  

 

7.1.3.3 CANACO 

The National Chamber of Commerce, Services and Tourism of the City of Mexico (CANACO) 

is the older and greater enterprise organism of Mexico with 134 years to serve the interests of the 

enterprise sector. It is an institution of public interest, with legal representation and own 

patrimony, and lending representation services to the industrialists of commerce and tourism of 

the Mexico City. It is in addition, a consultative agency of the government whose ample 

membership and representativeness grants it the legitimacy necessary to propose favorable 

policies for the development of the companies in Mexico, as well as to avoid the discretionary 

attitudes of some authorities. CANACO is a large organisation with a high percentage of women 

entrepreneurs and were the women have been most active in terms of vocal positions or being 

presidents for special sections (Serna 2001). 

 

7.1.3.4 Red Empresarias Mexicanas 

Although it is not an association with an exclusive focus of entrepreneurs, it is worth mentioning 

the “Red Empresarias Mexicanas”. It was created in September 2004 at the initiative of 

INMUJERES with the participation of different Mexican business organisations (among others 

COPARMEX, CANACO, CANACINTRA, AMMJE etc.) with the goal of capitalizing all the 

opportunities that exist in terms of strengthening micro, small, medium and large firms. More 

specifically, the mission is to become a network or forum for developing the Mexican 

entrepreneur women through various strategies recognizing the women’s role as an economic 

motor of Mexico (Instituto Nacional De Las Mujeres ). The objective is improving the 

communication, cooperation, exchange of information and business opportunities through a 

virtual network. Furthermore, the goal is to promote mechanisms to better the financial 

conditions through the involvement of the network in the financial sector. Finally, they seek to 

initiate programs linking the academic sector to participate in the development, growth and 

better entrepreneurship. The “Red Empresarias Mexicanas” note that the benefits of being part of 

the networks are: establishing contact with other women business leaders, stay informed about 

events that the network arrange or co-arrange, sharing business experiences, receive important 

information in relation to their businesses, participate in training sessions, and obtain access to a 

membership databases (Instituto Nacional De Las Mujeres ). This shows an example of an 

initiative to create an association for the purpose of networking and acting as a response to the 
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demands of the market in meeting women business leader’s needs. However, in response to this 

network, we discovered that this type of initiative is challenging in Mexico. It is questionable 

how much attention and resources that are put into it. When we consulted this network’s 

webpage, it turned out that it had been lastly updated in 2006. In an interview with the president 

of the women entrepreneurs in CANACO, Tony Bucher, she commented on the difficulties in 

relation to this network. She said: “tuvimos una persona que se encargó a trabajar la página 

web, pero en el ultimo momento esa persona denunció”. Since then they have not found another 

person to update the webpage. Considering the expected scope of this network and the purpose 

of it, we were surprised to find that updating the web page is not more of a priority. 

 

7.1.3.5 AMMJE 

AMMJE was established in 1965 with the intention to group, unify as well as represent women 

entrepreneurs all over Mexico with the mission to find common objectives and goals in both the 

economic, political as well as social area. AMMJE functions as a bridge between entrepreneurs, 

governmental institutions and business authorities. In 2003 the Secretary of Economy recognised 

and certified AMMJE as an entrepreneurial centre. AMMJE is present in twenty out of the thirty-

one Mexican states (AMMJE 2008). AMMJE is comprised of thirty-six chapters in Mexico City 

and covering several states (such as Jalisco, Aguascalientes, Quintana Roo) and has a 

membership of 4000. To become a member, the applicant must be a stockholder in a company 

and work in the same (Zabludovsky 2000). 

 

Some of the activities conducted by AMMJE are national and international congresses. The first 

took place in Guadalajara in 1991, the second in Mexico City in 1992 and the third in Puerto 

Vallarta in 1994. AMMJE members take an active part in these international congresses that the 

organisation holds in different countries. (Zabludovsky 2000). Another type of more concrete 

programs has been implemented by women’s associations such as the Jalisco chapter of 

AMMJE, which includes the objective of establishing a child care center so that the mothers can 

work while their children are taken care of by a professional staff (Zabludovsky 2000). 

 

7.1.3.6 Future of the Women’s Entrepreneurship Organisations 

Although the membership base of these associations includes only a scant minority of women 

entrepreneurs, in recent years they have achieved an increasingly important presence, since 

conventions of women entrepreneurs have been held at different locations in Mexico, with a 

regional, national and world-wide representation. This reality indicates that women 
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entrepreneurs are creating their own networks, which are achieving a growing importance. It 

would not be difficult to foresee that in the near future, we will find women entrepreneurial 

organisations and networks with greater strength and a wider membership base capable of 

providing important support for women in the world of business (Zabludovsky 2000). However, 

an important criticism is also to be able to look more in depth with the actual work that the 

organisations carry out and the efficiency with which they do it. Since the area of women 

entrepreneurs has not received much attention in the past a challenge will be developing 

organisations that are able to meet the women’s needs in an effective way. 

 

7.1.4 Summary of Landscape of Women Entrepreneurs in Mexico: 

This chapter showed us in brief various elements that make up for the context of women 

entrepreneurs in Mexico. Firstly, we saw how the general entrepreneurial activity in Mexico is 

very high and that the level of women entrepreneurs in comparison with other OECD countries is 

also among the highest. Hereafter, we went through different characteristics of the women 

entrepreneurs and their businesses in Mexico. We discovered for example that the women’s 

businesses are mostly found within the industries of service, commerce and communications. 

Finally, we obtained an overview of the organisations that are available to the women 

entrepreneurs and the work they carry out. 

7.2 First Perspective: Mexican Women Entrepreneurs & Networks 

This chapter will provide an overview of the findings and viewpoints on Mexican women 

entrepreneurs and their use of networks, gathered through our interviews with our academic 

experts as well as the works of a selected group of academic researchers.  

 

Chapter “7.2.1 An Understanding of the Mexican Women Entrepreneurs” will introduce an 

understanding of the Mexican women entrepreneurs from the perspective of the academic elite. 

The chapter is based on our academic elite’s answers in relation to a range of questions regarding 

the general situation and conditions facing women entrepreneurs in the Mexican society.  

 

Subsequently, chapter “7.2.2 Mexican Women Entrepreneurs’ Networks” presents the academic 

experts’ perception of which institutions the women entrepreneurs use from their networks and 

how they use their networks concerning different aspects of their lives as entrepreneurs.  
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7.2.1 An Understanding of the Mexican Women Entrepreneurs 

We have gathered the findings and opinions from the academic experts (consult chapter 5.3.3.1 

for an overview of the academic experts) in relation to the general understanding of the Mexican 

women entrepreneurs. This chapter will define how the women are generally viewed upon, their 

role in society as well as their self-perception as seen by the academic elite. We will also present 

their results and findings in relation to what motivates the women entrepreneurs, both personally 

as well as in society in order to compare then with our own observations. This will make it 

possible for us to elaborate a detailed analysis of the women’s use of network, firstly 

understanding their background for using the institutions within their networks as they do. 

Essentially this will get us closer to the reality of the Mexican women entrepreneurs. 

7.2.1.1 The Women’s Role 

In Mexico there is still a notable sexual work division both within the family as well as the 

labour market. In terms of education level the differences between the sexes have decreased and 

women are increasingly participating in and taking on greater responsibility in the labour market 

as well as within their families (García Guzmán, Brígida and de Oliveira, Orlandina May 2006). 

This trend is detectable in terms of the increased participating in the labour market and the 

growing number of women entrepreneurs. However, there is still a long way to go until they are 

completely in control over their own lives e.g. studies have shown that many still have to ask for 

permission from their husbands in relation to getting a job or visiting relatives (García Guzmán, 

Brígida and de Oliveira, Orlandina May 2006). This shows an element of traditional gender roles 

whose perseverance was continuously confirmed by all our experts. One of the most striking 

statements is also expressed by Demographer Brígida García during an interview: “Aqui una 

mujer empresaria tiene que decidir entre los negocios y su familia”. It seems like an irrelevant 

argument considering the number of women who do manage to combine their family and 

businesses; however we found that this statement was a very common perception as well. As 

Guadalupe Serna writes: “La mujer empresaria enfrenta severos problemas por su doble funcion 

de coordinadora de una empresa y dueña del hogar. En la administración de dos unidades que, 

para su buen funcionamiento requieren de la dedicaction completa del responsable, una sufre 

alteraciones cuando se le dedica mayor tiempo a la otra. La organización y administración 

racional del tiempo entre la empresa y el hogar es una constante preocupacion de las 

empresarias entrevistadas sobre todo de aquellas que tienen hijos menores” (Serna 2001). This 

sums up one of the most essential issues expressed by several experts i.e. that the women 
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entrepreneurs feel divided due to the dilemma of having a double role when trying to integrate 

their family lives with their business activity. 

 

7.2.1.2 The Women’s Self Perception 

One facet of understanding the woman entrepreneurs is her role as perceived by society; 

however, another is her own self-perception. There is the exterior image as to how the woman 

should act and organise her life and then there are the internal dilemmas, which are equally 

important. Mercedes Barquet explains an element of this by referring to the “crystal roof” (an 

invisible barrier a woman can set up herself): “El techo cristal es como un límite que las mujeres 

mismas nos ponemos en muchas situaciones para no progresar, para no avanzar. Entonces no lo 

vemos pero ahí esta. Te lo ponen las tradiciones, lo ponen las costumbres de la sociedad 

empresaria, lo ponen una misma cuando tu subjetivamente no te sientes capaz de transgredir el 

orden, de enfrentarte a la familia que te va a criticar o enfrentarte con el marido que te va a 

decir como descuidas... entonces las mujeres se acostumbraban a depender por el patriacado y 

de las decisiones de masculinas...dependientes de lo que les permiten hacer la familia y/o la 

sociedad” (Barquet Montane 2008). This reflects interplay between how society tells the women 

to act, their own ambitions as well as self-confidence. 

 

In our interview with Brígida García, she stated: “siempre es ser madre” which highlights the 

women’s own perception and represents an interesting feature when studying the reasons and 

motivations for the women entrepreneurs (García Guzmán, Brígida and de Oliveira, Orlandina 

1994). It is obvious that the modern Mexican woman is facing a transition period participating in 

entrepreneurial activities at the same time as dealing with her roles in the domestic sphere. Some 

of the women, obviously, face certain difficulties in the integration of these different aspects. 

Having acknowledged this, it becomes even more interesting to study the types of networks the 

women use as well as how they use since the networks most likely have an effect on the outcome 

of this integration. 
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7.2.1.3 Motivation2 - Social Encouraging and Discouraging Factors 

When investigating women entrepreneurs and their network activity it is important to look at the 

aspect of networks within all areas of the business activity. A widely discussed and behind-lying 

reason for the women’s business activity is their main motivation behind starting and running 

their own businesses. The difference between starting a business can differ between being out of 

an economic necessity (push) or out of an aspiration of self-realisation (pull). Looking at the 

different studies, it becomes apparent that the academic experts have come to rather similar 

results in their investigations on the behind-lying reasons for motivation. In this part, as well, we 

will present these different findings. 

  

In relation to the women’s social environment and their networks several factors can be either of 

encouraging or discouraging character. According to the investigations of Zabludovsky, the main 

frustrations are difficulties with the government and bureaucratic procedures, the lack of 

financial support and economic solvency, currency devaluations, economic crises and external 

economic aspects, not being able to fulfil their goals and unfair competition. The main 

challenges, however, are growth, expansion and the opening of new locations to increase their 

sales as well as maintaining and consolidating the firm in order to remain in business 

(Zabludovsky 2000). Brígida García argues that the challenges on a general level have 

consequences for the women: “Hay muchos obstaculos para las mujeres trabajar, 

lamentablemente...Hay muchos apoyos para las mujeres pobres por motivos de desarrollo socia 

pero las mujeres de nivel más alto, como las investigadas, estan olvidadas, y no hay programas 

para ellas (García Guzmán 2008). It is the common statement among the academic experts that 

the women entrepreneurs’ conditions are not optimal and that they in return encounter many 

obstacles. 

 

However, our women also face encouraging factors in relation to initiating and running their own 

businesses. One of the academic experts pointed out one of the positive encouraging factors for 

                                                
2 In this paper we refer to two concepts taken from the migration studies; push and pull factors. Self-employment, as 
explained by the OECD, may be seen either as a survival strategy for those who cannot find any other means of 
earning an income or as evidence of entrepreneurial spirit and a desire to be one’s own boss (OECD 2005). Push 
factors include such situational factors as low family income, lack of employment opportunities, dissatisfaction with 
a current job, or the need for flexible work arrangements because of family obligations. Push motivation tends to be 
most prevalent among women within developing economies. Pull factors have to do with the need for self-
fulfillment, the desire to help others, or the desire for achievement, wealth or power. Push and pull motivations are 
not exclusive of each other. Thus, a woman may seek to start a business because she wants more challenging work 
but also because she needs a flexible work schedule to accommodate a growing family (Dechant, Kathleen and Al 
Lamky, Asya 2005). Although we apply these terms to try to categorise the entrepreneur women’s motivations we 
are also aware of the limitations this use entails. 
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the motivation of the women entrepreneurs: “Fijate que una de las ventajas es que en México se 

tiene todavía la facilidad de trabajo domestico y de las redes familiares – precisamente para 

cuidar a los hijos y para poder atender los negocios. Entonces eso puede ser la parte positiva de 

las mismas restricciones. La familia dijeremos puede funcionar por un lado como restriccion 

porque no debes salir, porque los hijos son primero, porque no hay que llegar tarde a la casa, 

porque tu marido hay que servirle.... pero al mismo tiempo si tu trabajas y tu familia te apoya 

ese apoyo es un grandissimo apoyo. Tu ves aqui por ejemplo muchas de nosotras – las 

secretarias como las profesoras – en muchas ocasiones podemos trabajar porque tenemos el 

servicio domestico garantizado, y en cambio tienes aqui un servicio domestico infrapagado o 

también las redes familiares por ejemplo siempre habra la suegra que cuide al niño, la tia, la 

hermana, la prima etc. que te permite a ti ir a trabajar porque tu suegra te esta cuidando el bebe 

(Barquet Montane 2008). This is a strong and very relevant argument, which particularly 

demonstrates the reality of many Mexican women. The same things that can work against a 

woman’s motivation and ambitions can become a support as well. 

 

7.2.1.3.1 Individual Motivation - Push or Pull  

According to the study carried out by Zabludovsky, the main reasons and motivations for the 

women entrepreneurs to start their own business are: the search for independence and the desire 

to have their own business (29 %); the need to improve their standard of living and to obtain 

income (21 %); a keen interest in the particular line of business (18 %); the fact that it was a 

family business or because of encouragement from their fathers or mothers (18 %); factors 

linked to need and the loss of employment (16 %); and the search for personal achievement (11 

%) (Zabludovsky 2000). We see that a small majority of the women chose to start their own 

business due to “pull” factors; desire to have their own business, a keen interest in the business 

line, personal achievement or encouragement from the family, in total 76 %. It is worth noticing 

that 18 % of the entrepreneur women started their business due to family motivation. 37 % of the 

women started their businesses on the basis of the push factors; a need to improve standard of 

living or income or due to loss of employment.  

 

The main motivations, found by Villagómez can also be characterised as “push” motivations 

since economic necessity is the prevalent objective. She demonstrates that the reasons are 

generally an economic demand within the family in order to improve the living conditions of 

their children, support their husbands through periods of hardship or because they had become 

the head of the family as a result of a divorce or the death of their husbands (Villagómez Valdés 
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2004). However, she also lists other factors of importance such as flexibility in terms of being 

able to take care of the household at the same time as working, being independent from superior 

bosses or the family or be in charge of their own possibilities. The latter factors all fall under the 

category of “pull” factors. 

 

Lastly, in Serna’s study she writes: “La segregación en el trabajo, la escasa flexibilidad de 

horarios, y la falta de autonomía para el desempeño profesional, fueron algunas de las razones 

de mayor peso que impulsaron a las empresarias entrevistadas a inclinarse por su actividad 

actual” (Serna 2001). The second biggest motivation for starting their own business was found 

to be due to a desire to better be able to manage a household as well as a career. All of which, 

can be characterised as push factors. Hence, in relation to the three main studies conducted in 

relation to women entrepreneurs, we find that both push and pull factors are listed as the reasons 

for why they decided to start their entrepreneurial activities. 

7.2.1.4 Summary of the Understanding of the Mexican Women Entrepreneurs 

Chapter “7.2.1 An Understanding of the Mexican Women Entrepreneurs” introduced a range of 

important elements, which are necessary in order to understand the women entrepreneurs. It 

presented the answers given by the academic elite in relation to their results and views regarding 

the women entrepreneurs’ role, their self-perception, their motivations from society as well as 

their own motivations. These factors facilitate the understanding of the underlying reasons for 

the decisions that Mexican women entrepreneurs take concerning how they use their networks 

and which institutions in their networks they use. This leads us to the more specific results of our 

academic elite concerning the Mexican women entrepreneurs and networks. 

7.2.2 Mexican Women Entrepreneurs’ Networks 

In this chapter will contain the results and opinions of the academic elite in relation to which 

institutions from their networks the Mexican women entrepreneurs’ and how they use their 

networks within three groups of network categories. We have created these to provide a better 

division and in order to get a better overview. The chapter has been divided into family as a 

network tie dealing with the findings of our academic elite regarding the family institutions, non-

family network ties which relates to networks outside the family, and finally, organisations and 

official Institutions as network ties which shows the academic experts findings in relation to the 

use of this type of institutions. The results and views presented in the three parts will in 

combination with our own results extracted from the answers of our two questionnaires 
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(presented in chapter 7.3.2 Mexican Women Entrepreneurs’ Networking) get us one step closer 

to analysing and answering our research question.  

 

In an interview Villagómez states the importance of networks: “las redes sociales son parte 

fundamental de la cultura Mexicana… son estrategias en países pobres para enfrentar las crisis 

económicas, para crecer y lograr la movilidad social y para apoyar en momentos de necesidad 

como muertes o desempleo” (Villagómez Valdés 2009). As mentioned, the social networks are 

also important in the case of Mexican women entrepreneurs. As pointed out by Zabludovsky, 

women entrepreneurs in Mexico have a tendency to combine business and relationship networks 

and perceive certain institutions within their networks such as family, employees and customers 

as essential stakeholders in terms of decision-making and integrate these important individuals 

into their cooperative networks (Zabludovsky 2002). Villagómez believes that the Mexican 

entrepreneur women use their networks well. Although they do not use them in a pre-defined 

conscious way, the women know how to manage their networks, exchange favours as well as 

manipulate the different institutions (Villagómez Valdés 2009). Evidently, and what will be 

presented in the following chapters on networks, some people play a stronger role in the 

women’s networks than do others. Zabludovsky, points out, for example, that support from 

company employees and executives and external support from accountants, the government, 

business organisations and the financial community, in her study, was relatively insignificant at 

least at the initial stages (Zabludovsky 2000). One thing is evident, however, that in order for a 

network to be beneficial, one needs to invest time in it. As Serna writes: “Al mismo tiempo 

resulta evidente que el requisito más importante para lograr vincularse con éxito al mercado es 

contar con una excelente red de relaciones. La pertenencia a una red y la inversión de tiempo en 

consolidarla o intentar formar alguna, cuando no se tiene, es fundamental para lograr el éxito 

en el mercado” (Serna 2003). This statement was something all of the academic experts agreed 

upon. 

7.2.2.1 Family as a Network Tie 

The role of this institution in terms of Mexican women entrepreneurs’ use of networks and the 

importance of it as a network has been heavily emphasised throughout the interviews with the 

academic elite as well as their published material. The family is considered to be the most 

important and used institution in terms of networks. As Villagómez states: ”El parentesco en 

estos casos funciona como una relación económica, política e ideológica a la vez que funciona 

como la forma simbólica en la que se expresa el contenido de la vida social” (Villagómez 

Valdés 2004). With this notion, she confirms the decisive influence of this institution in the 
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women’s networks. Within all the gathered material from our academic experts there is a 

continuous recognition of the immense influence and significance of the family for Mexican 

women entrepreneurs. 

 

In Villagómez’ study she discovered that husbands and boyfriends, in particular, are of utmost 

importance (40 %) followed by other family members and friends (29 %). The help often takes 

form as help in relation to the technical aspects of business (Villagómez Valdés 2004). The 

importance of the family is also seen in terms of the high number of family members working 

within the business i.e. 68 % of the Mexican women entrepreneurs worked with family members 

compared to 23 % working with friends (Zabludovsky 2000). In an interview Edith Pacheco 

referred to the overall societal context that 60 % of Mexican workers do not have access to social 

security and this makes the dynamics of the family support even more fundamental in Mexico 

(Pachego 2008). This indicated that family support is crucial, not only in the context of 

entrepreneurs, but also in general. This is furthermore supported by Brígida García who said: 

“En México la familia es una institución muy fuerte, para bien y para mal. Tambien hay 

barreras culturales fuertes que se mantiene muy fuerte en terminos familiares. México es un país 

dentro de América Latina que ya es una región con lazos familiares muy fuertes, donde se esta 

observando los menos cambios en terminos de la familia tradicional. Aqui la familia actua como 

el sistema de apoyo, no el gobierno” (García Guzmán 2008). Zabludovsky (2000) also concurs 

to the fact that whatever the type of business, the strongest support for women who start out in 

business is from their families.  

 

Villagómez and Zabludovsky both touch upon the role of the family during the initial phases of 

the business start-up. The support from the women’s nearest family provides the initial financial 

capital as well as the access to important contact that set of their business. Overall, the majority 

of women entrepreneurs do not start their firm on their own and they generally receive help 

through all the phases of the development of the business including the consolidation and 

expansion of the firm. Villagómez also agrees with this, however, she adds that the role of the 

family changes when the firm expands. The women started their firms counting on the protection 

and help from their families, however, in the end they ran the show more and more themselves 

especially after becoming members of the business chambers and associations (Villagómez 

Valdés 2004). In chapter “7.2.2.3 Organisations and Official Institutions as Network Ties” a 

discussion on the organisations a network ties will follow. 
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It appears that the family is the motor of the women’s business activity and the base of their 

organisation. The family helps with other types of help as well such as money for service 

payment, paying for domestic help, providing guarantee for the firm in terms of renting or 

acquiring fast property or credit etc. (Villagómez Valdés 2004). It also helps with economic 

support as well as emotional support during crisis. More specifically, Villagómez illustrates how 

the institution is important not just in relation to the business conduct itself but also in relation to 

the supporting activities such as help in relation to domestic chores e.g. childcare. Almost 85 % 

of the women receive some sort of help from their extended family in term of child care and 

activities having to do with housework unable to delegate to employees i.e. temporary help 

regarding sickness, home work, supplementing domestic help when the latter did not show up for 

work, paying for domestic services etc.(Villagómez Valdés 2004). 

 

Finally, Serna brings forward an interesting point in relation to the arguments above as well as 

the downsides of the family network. She expressed that this strong network is generally 

beneficial to the entrepreneurs and their firms i.e. support from the family can heighten the 

opportunity for long-term success. However, they can also harm them due to the dependency that 

the entrepreneur can establish with the members of this institution, which in turn can put them in 

vulnerable positions. This is an example of how the strong network of the family can have a 

restraining effect on the woman entrepreneur (Serna 2003). Moreover, the resources provided by 

the family can be homogeneous i.e. the same resources can be obtained from any member of this 

institutions, making them redundant. However, all in all, the experts agree that no matter what 

the type of business the families almost always represent the strongest and most significant 

support for the women when initiating their entrepreneurial activities, in the business activity 

itself as well as on the personal front. 

 

7.2.2.1.1 Organisation of Domestic Chores 

It is interesting to see what the academic experts discovered in relation to what domestic chores 

the family helps with. An underlying issue, in accepting help from the family, concerns the 

women’s own perception of her role as a mother, wife and a business women; “Se tiene 

conciencia de que se fue educada para ser esposa y madre; se percibe la presión social para 

desempeñas bien el papel de madre y la preocupación por la opinion de los demás” (García 

Guzmán, Brígida and de Oliveira, Orlandina 1994). It becomes an issue of the women’s own 

perception of her role, the domestic organisation, the participation of the family as well as how it 

is viewed upon by the social environment. In itself it affects the women’s own willingness to 
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accept help or for example try to make the husband participate more. Brígida García and 

Orlandina de Oliveira write: “Se desconfia de las empleadas domesticas y de las guardarias y se 

cree que cuando la madre trabaja no atiende a los hijos como se debe, aspexto que puede 

generar problemas” (García Guzmán, Brígida and de Oliveira, Orlandina 1994). This 

particularly explains why some women engage in entrepreneurial activities to better be able to 

administrate their own time in relation to work and household chores (Serna 2001). 

 

7.2.2.1.1.1 Husband Participation 

INMUJERES point out a trend in the younger generation, to be more willing to accept the 

participation of the husband in relation to the domestic chores. It becomes a matter of a sharing 

of responsibilities. The spheres of the women, especially the younger ones, have moved and she 

is now participating more actively in the labour market and in business activities and this 

requires for a re-organisation of the domestic chores. However, Guadalupe Serna discovered that 

it is still only very few women who try actively to involve their husband or teenage children in 

the domestic organisation. During an interview Patricia López Rodríguez said: “En México 

tenemos una broma – decimos que la empleada domestica es la estabilidad del hogar” 

(Pederzini Villareal, Carla and Lopéz Rodriguez, Patricia 2008). This demonstrates that the 

existence of such makes it possible to avoid a scene due to arguments regarding the division of 

the domestic chores. Hence, either the domestic maid performs the majority of the tasks or the 

women do it themselves if they consciously feel that it is their duty as women and mothers.  

 

García and de Oliveira confirms this situation and explain that the male participation is still 

somewhat reduced in terms of domestic work socially considered as feminine such as washing 

clothes, ironing, childcare, cleaning, cooking, buying groceries, taking care of elderly family 

members and greater in activities socially considered as masculine such as constructions and 

reparations around the house as well as administrative tasks. Male spouses tend to participate 

more in reproductive and domestic work if the couple have had access to certain socioeconomic 

resources during their whole life i.e. they belong to the medium or higher classes, they grew up 

in urban areas or they grew up in a wealthy family (García Guzmán, Brígida and de Oliveira, 

Orlandina May 2006). In García and de Oliveira’s studies, they also found out that the husbands 

mainly get involved sporadically in the household activities, mostly as a consequence of being 

encouraged or pressured by their wife (García Guzmán, Brígida and de Oliveira, Orlandina 

1994). All in all, the conclusion is that most of the responsibility for household chores lies within 

the women’s domain. 
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7.2.2.1.1.2 Child Care 

More specifically, in terms of childcare, it is important to keep the lack of public offers in mind. 

Although the current president Felipe Calderón has taken initiatives to create a program that, 

among other things, aims at increasing the amount of kindergartens in Mexico, the mothers and 

the family are generally the ones taking care of the children. This is agreed upon by most of the 

experts (Pederzini Villareal, Carla and Lopéz Rodriguez, Patricia 2008). An influential factor, 

however, is the fact that more and more people are migrating to the cities and the Mexican 

women entrepreneurs no longer live close to relatives who can help them take care of their 

children. Hence, the access to public childcare becomes more and more evident (Pederzini 

Villareal, Carla and Lopéz Rodriguez, Patricia 2008). Villagómez also found that the 

entrepreneur women’s mothers often take care of grandchildren, or their sisters take care of them 

in terms of bringing them to classes, feeding them or helping them with homework while the 

women work (Villagómez Valdés 2004). Additionally, Serna adds: “La forma más común 

empleada por las entrevistadas fue apoyarse en parientes cercanos (la madre o alguna tía), 

quienes atendían a los hijos pequeños cuando ellas debían cumplir con algún compromiso de 

trabajo. En otros casos, la empresaria se ocupaba del hijo menor, al mismo tiempo que 

supervisaba los trabajos del negocio y, cuando era necesario, cantaba con los servicios de una 

niñera a la que supervisaba por teléfono. Algunas mujeres, aunque esto no era posible hasta 

hace relativamente pocos años, llevaban a sus hijos menores a la guardería” (Serna 2003). She 

highlights that despite the new alternatives the main support, in relation to child care, still comes 

from the family. 

 

All in all, the experts highlight the importance of the family network in relation to the 

entrepreneur women’s personal/domestic issue, emphasizing how it is either the family or a maid 

that helps out with the domestic chores. Nevertheless, the conclusion was that the women 

entrepreneurs in the end take on the main work load at home and even engage in entrepreneurial 

activity to become more flexible in order to perform their domestic chores. 

7.2.2.2 Non-Family Network Tie 

The role of non-family network ties is apparently not as important according to the academic 

experts. This can be seen in the lack of information gathered from the material as well as during 

the interviews regarding these institutions. Focus has not directly been on the role of non-family 

network ties for the Mexican entrepreneur women due to the obvious importance of the family in 

the Mexican society. In our questionnaires we have included the role of e.g. old work colleagues, 
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but we have no information from the academic elite on this. We will try, however, to depict how 

the academic experts perceive role non-family network ties. 

 

The importance of friends does by no means reach the same level of the importance as the 

family. 23 % of Mexican women entrepreneurs in Gina Zabludovsky’s investigations work with 

friends in comparison to 68 % working with members of their family (Zabludovsky 2002). 

Mexican women entrepreneurs also use their network of friends for motivation and to discuss 

faults or insecurities and offering them general information regarding how to run a firm. Finally, 

they also, in some occasions, turn into the women’s principal clients. An example of such is a 

woman, from one of Guadalupe Serna’s case study, Elisa, whose friends provided important 

support for her during the promotion of her project (Serna 2003). Several examples of this is 

seen in the case studies where the women both in the initial phases and later on in the business 

process get a lot of help from their friends. The experts agree on the value of friendships and 

other non-family network ties, as the general widespread use of network in Mexico, although 

they all grant the role of the family much more value. 

7.2.2.3 Organisations and Official Institutions as Network Ties 

After having looked at the role of family network ties as well as non-family network ties, this 

chapter presents the experts view on the women’s participation in official entrepreneurial 

organisations and the role of the organisations. 

 

According to the studies of Zabludovsky (2000) only 7 % of the women interviewed belonged to 

an organisation specifically for women entrepreneurs. Most of the women she interviewed 

considered that it would be desirable to have more support from women entrepreneurs' 

organisations. Reflecting on the role of entrepreneur women in Mexico, Zabludovsky believes, 

that women need to be better at bridging and linking to effective pressure groups to improve 

their networks. They should diversify membership and amplify the scope of the actions of the 

existing women business owners’ organisations and strengthen their links with different private 

and public sectors and try to influence policy measures that may affect their interest 

(Zabludovsky 2000). 
 

Villagómez, having carried out her study in Yucatán, has come to other observations than 

Zabludovsky regarding these institutions. She explains that in the Yucatán culture there is a 

significant participation of women entrepreneurs in public spaces, especially in civil 

associations, communitarian groups or public manifestations. She points out that where there in 
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Mexico City is an absence of women in the public life and especially in entrepreneurial 

associations, the Yucatán women participate highly in groups related to their economic activity. 

Villagómez mentions that the women entrepreneurs use various routes to public participation 

(religious, educational, beneficiary, social clubs, entrepreneurial/capacitating, and political) 

(Villagómez Valdés 2004). Villagómez further elaborates on the role of organisations in the 

women’s network: “La agrupación más importante en México es AMMJE, pero no ha tenido la 

tracendencia nacional e internacional necesario por falta de capacidad de las empresas 

mexicanas para explotar la agremiación como una estrategia favorable para sus empresas. No 

se han empoderado como grupo” (Villagómez Valdés 2009). By this Villagómez highlights 

what she sees as the lack of efficiency in the women’s participation, in what they get out of it, in 

terms of collective action. She says that there are many successful entrepreneur women; however 

as a group they have not yet managed to become influential. This is why she considers women 

associations as a homogeneous network with little impact for the women. In relation to the 

discussion on women association versus mixed associations including members of both sexes, 

Villagómez states that she sees no particular need in terms of participating only in women-only 

associations. She believes that great advantages and non-redundant resources are obtained from 

the mixed associations. On the other hand, what the women can benefit from, by participating in 

the women associations is: “…lograr el empoderamiento, ya que las agrupaciones sirven como 

espacio de socialización y fortalecimiento para las mujeres. En esos grupos es donde aprenden y 

desarrollan habilidades personales y de grupo para impactar en el ámbito económico. Ahí es 

donde aprenden a “sentirse empresarias” y no “amas de casa con un negocio”…” (Villagómez 

Valdés 2009). Hence, associations for merely women entrepreneurs can provide important 

personal, moral and psychological support. 

 

Guadalupe Serna’s studies (2003) in urban areas of Aguascalientes and Córdoba-Orizaba, shows 

that there are less women than men participating in entrepreneurial associations. Serna found that 

they seek support, assessment and ways to network with other entrepreneurs through these 

associations. Serna, however, also found that it is uncommon that the women entrepreneur 

participates in the association as an active member. It is in the chambers of commerce that you 

can find women members and their participation leans strongly towards support functions or 

service related activities. Serna writes that the women members participating actively in these 

types of institutions are exceptional since a high percentage of the women are passive members. 

Serna’s study, finally, shows that the women have obtained benefits for their companies in 

gaining a larger network of communication between all of them; they have also helped each 
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other engaging in social work and assistance in cases of family problems, promoting recycling 

campaigns etc. (Serna 2003). All in all, Serna highlights the lack of active participation although 

she points out the specific benefits in terms of non-redundant resources for the ones that do. The 

challenge, as she sees it, has to do with the male domination in the associations: “El hombre 

manda y la mujer obedece... cuando participamos en las cámaras como vocales o presidentes de 

secciones especiales, siempre hemos sido escuchadas con mucha atención, pero hasta ahí. 

Somos respetadas nos tratan con mucha educación pero nunca nos han dejado actuar” (Serna 

2001). This strong statement expressed by Serna can perhaps explain the growing role of women 

entrepreneur associations considering how: “Asociaciones como esta3, en la que participan 

exclusivamente jefas de empresa, representan un espacio de acción para continuar trabajando y 

luchar de manera organizada por mejorar las evidentes condiciones de desventaja en que se da 

la participacion feminina, dentro de un mundo masculino” (Serna 2001). Although the experts 

do not agree on their findings on how much women participate in the associations and which 

associations are the most useful for the women, they all agree that the organisations are gaining a 

growing influence as networks for women entrepreneurs and that they are necessary to meet the 

current needs of the women. 

7.2.2.4 Summary of Mexican Women Entrepreneurs’ Networks 

In this chapter we got an understanding of the reasons behind the Mexican women 

entrepreneurs’ actions seen from the perspective of our academic elite. Moreover, we learned 

about how the academic experts perceive women entrepreneurs’ use of the institutions in their 

networks and how they use their networks. We saw how the family is a very important network, 

especially in relation to the initial stages of the business as well as concerning help in order to 

accomplish the domestic chores. Additionally, we discovered that despite the fact that some non-

family networks are important such as friends not much information from our academic elite 

exist regarding such institutions in the women entrepreneurs’ networks. Lastly, we also found 

out that the participation within the entrepreneurs associations and their likes is not very high 

except for in the peninsula of Yucatan but that there are advantages to gain for those women 

entrepreneurs who do participate actively. 

                                                
3 Red: AMMJE. 
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7.3 Second Perspective: Mexican Women Entrepreneurs & 

Networking 

This chapter presents the findings extracted and interpreted from our two elaborated 

questionnaires. In the questionnaires thirteen Mexican women entrepreneurs (consult list of 

entrepreneur women in chapter 5.3.3.2) answered questions on which network ties (institutions) 

they use and how they use them. 

 

Initially, chapter “7.3.1 An Understanding of the Mexican Women Entrepreneurs” will firstly, 

explain our general perception and observations on the Mexican women entrepreneurs in order to 

get an understanding of this particular segment. In getting this understanding we, as was did in 

the First Perspective, discuss the women’s role and self-perception as we interpret from the 

questionnaires. We furthermore, look at what the women answered in relation to their 

motivations for starting their business. In relation to motivation we also look at what the women 

experience as social encouraging and discouraging factors. Lastly, this part will consist of a 

presentation of the women’s aspirations and thoughts for the future.  

 

Hereafter, in chapter “7.3.2 Mexican Women Entrepreneurs’ Networking” we will present our 

interpretations on the women’s answers regarding the aspect of networking and how they use the 

different institutions in their networks in relation to different aspects of their lives as 

entrepreneurs. This part on the women entrepreneurs networking activity will be divided and 

analised by looking at the three groups of institutions we defined as relevant earlier on; Family, 

Non-family and Organisations and Official Institutions. 

7.3.1 An Understanding of the Mexican Women Entrepreneurs 

In order to understand which institutions the Mexican entrepreneur women use and how the 

women interact with the institutions in their networks we need to understand the backgrounds for 

their decisions, their roles in society as well as their self-perceptions and what motivates and 

discourages them. This part will present our findings. 

 

7.3.1.1 The Women’s Role 

We discovered in the First Perspective that there exists a common perception that Mexican 

women entrepreneurs have two important roles to play. These two roles as either mothers or 

entrepreneurs are not always easily compatible. This is due to the fact that the women face a 
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dilemma in terms of where they should put the majority of their energy. As Guadalupe Serna 

argued, focusing on your firm alone will result in the family suffering because a full dedication is 

necessary for both entities to function optimally. This also appears to be the case for some of our 

women. M13 for example expresses a continuous feeling of division due to a lot of problems she 

has had with her employees. In order to avoid this type of problem she has to be very involved 

and constantly present in order to secure that her business is running smoothly. She also has two 

young children who are one and four years old, respectively. As she puts it: “he tratado por 

todos medios de ser constante, de vigilar el negocio, pero con mis hijos cada día estoy menos 

tiempo en él… y cada vez tengo menos tiempo con mis dos hijos”. This particular situation 

illustrates a concrete example of the perception which most of our academic elite has expressed 

in relation to the situation of the Mexican woman entrepreneur i.e. that one of the major 

dilemmas they face is how to combine both entities without experiencing a constant division. 

7.3.1.2 The Women’s Self-Perception 

The above-mentioned example is confirmed by the academic experts of being part of the main 

challenges of the women entrepreneurs in Mexico. We found the similar tendency. Most of our 

women, as we saw in the above example, deal with this every day and are conscious of their 

situation. Even when they have not yet married and have started a family they are aware of the 

dilemma of the double role they play at times. In parts in can be linked to the expectations that 

each woman have and their self-perception. An important issue in this debate concerns the 

younger generation. Gina Villagómez pointed out that the self-perception of the younger women 

entrepreneurs differs form that of the older generation (Villagómez Valdés 2009). Within our 

group of women, we have found that some of the old values and perceptions prevail. Our 

youngest entrepreneur M1 of 23 years, says: “para mi si es importante saber que yo soy diferente 

a los hombres, y que cada uno fue creado para un fin y las mujeres como madres de familia 

estamos para formar personas, y los hombres como padres de familia para cuidar y mantener a 

la familia. En lo particular mis ideales, metas o principios tal vez son tradicionales y 

conservadores, aunque se como mujer los derechos que tengo y no estoy de acuerdo que muchas 

familias mexicanas sean machistas o que las mujeres se dejen tratar como objetos en donde las 

labores del hogar sean exclusivas para la mujer”. Despite the fact that M1 acknowledges that 

her attitude is conservative and traditional, the statement is still very surprising for a member of 

the youngest generation of women entrepreneurs. Hence, it appears that even within the young 

generation, the general notion prevails that the family and the woman’s perception of herself as a 

mother and wife is still the most important for the Mexican women entrepreneur and if not the 

most important then enough for them to feel divided between their two alleged roles. 
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7.3.1.3 Motivation - Social Encouraging and Discouraging Factors 

As we saw in the First Perspective a lot of the initial motivation for the women to start their own 

businesses stems from the family. In our investigated group of women a little over half of the 

women have found motivation or support from their family network when it came to initiating 

and running their businesses. M1 got inspiration from a cousin who had her own business and 

M6 was encouraged by the fact that both her grandmother and her mother were entrepreneurs. 

M10 adds: “desde chica mi mamá siempre fue una mujer que tenía sus propios negocios, 

aprendí del ejemplo que ví en ella especialemente”. M13 says, in return, that the parents of her 

friends as well as her own have always been entrepreneurs. As M4 clearly states: “yo creo que 

me apoya en el sentido de que he visto a gente de mi familia ser emprendedores/as, eso hace que 

yo sepa que es possible”. M4’s statement shows that the family network helps our women with a 

significant portion of confidence and encouragement. The family thus, appears, in our findings 

as well, to be an important factor for many of the women especially in terms of providing 

motivation and inspiration. However, the other half of our women entrepreneurs did not ascribe 

the family any crucial influence in relation to their entrepreneurial activity thus, our results show 

a slight deviation. 

 

Looking at the more general social encouraging and discouraging factore, M11 says that her 

social environment had an encouraging effect: “al ver las grandes necesidades que tenemos en 

nuestro país y en mi cuidad, y en mi círculo social es de personas que siempre estan con nuevas 

ideas positivas, que de alguna forma me estimulan a seguir logrando cosas”. She has found an 

inspiration in the fact that there is a necessity in Mexico for entrepreneurs and that there are 

many people within the country who have initiatives and ideas to improve their own as well as 

the national situation of the country. Others have found that their education has had a positive 

influence like M4 and M13. However, in the case of M13, despite having found that her 

international education has provided her with security and a vision as well as certain capabilities 

such as punctuality and formality, it has also indirectly served as a discouraging factor. 

According to M13, Mexican working environment is unfortunately very different and does not 

employ the mentioned characteristics. Some of her greatest problems in relation to her business 

have been in relation to her employees. These dilemmas will be further elaborated in chapter 

“7.3.2.4.3 Employees”. 

 

Another discouraging issue is the issues of corruption and nepotism within the commercial and 

industrial sector, making it difficult to penetrate the market. Despite providing a product and 
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brand of high technical quality, professionalism and punctuality etc., in the end a job often ends 

in the hands of a family member of the potential client such as “el hijo del compadre de Juan”. 

Hence, either the job is not done very well or it gets outsourced at a higher price. M13 says that 

this is a common problem in Mexico; “lo anterior generalmente sucede también con entidades 

gubernamentales, ya sea hospitales, universidades etc. En empresas privadas sucede que el jefe 

de compras te da el trabajo si le das una comisión sin que nadie se entere, por debajo de la 

mesa”. She adds that even though you are a person with the highest possible level of education 

you will not be able to survive if you do not have contacts at the commercial or industrial level. 

This is very much in consistency with the findings of Gina Zabludovsky regarding the main 

frustrations women entrepreneurs face in Mexico i.e. difficulties with the government and 

bureaucratic procedures, economic crises and external economic aspects, not being able to fulfill 

their goals and unfair competition. It also becomes a very interesting aspect in relation to the use 

of networks by the women entrepreneurs since it represents the presence of a malicious circle. In 

order to get around the deficiencies and corruption in the Mexican society the women have to 

have a strong network of kinship ties and close friends. However, at the same time this way of 

favoring some over others, which the use of the strong networks can cause, worsen the problem 

and it becomes very difficult to break the circle and start to depend on more weak networks. The 

latter would provide the women entrepreneurs with new and innovative information and 

resources, however, this is curbing due to the social constraints and informal, and sometimes 

corrupt business practices present in the Mexican business environment. After having presented 

some of the social encouraging and discouraging factor we will now look at the women’s own 

motivation and drive force below. 

 

7.3.1.3.1 Individual Motivation - Push or Pull 

We can detect a predominant presence of pull factors as the behind-lying motivations of the 

entrepreneur women. Seven out of thirteen had primarily pull motivations among their three 

main reasons for their entrepreneurial activities. The two main answers where either to realise a 

dream or due to a profitable idea followed by an interest in the particular area or to become rich. 

As M8 explains, her motivation for becoming an entrepreneur: “porque soy una mujer con 

iniciativa, no me gusta que me digan que tengo que hacer, me gusta tener mi propia empresa y 

hacerla crecer y sobretodo tener la posibilidad de tener mayores ingresos”. Subsequently, three 

of our women had mixed motivations for becoming entrepreneurs. They put a combination of 

pull factors such as realizing a dream or a great interest in the area which they work, however, 

they have also presented a range of push factors such as having to take care of the family 
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business and motivation from their family or husband. Only three of the women out of our pool 

of thirteen had push motivations as their main reasons. These factors included financial 

necessity, inability to find another job or lack of opportunities and having to take care of the 

family business. Thus, as we can see from our results over half of our women’s motivation 

where characterised by pull factors such as realizing a dream and becoming wealthy. These 

factors were also dominant with the cases where the women had mixed motivation. Hence, we 

can conclude that our women, in general, had an interest in becoming entrepreneurs themselves 

from the beginning despite in some cases being influenced by some push factors. These results 

are contrasting to the findings among our academic experts who have done mayor studies within 

the area. Here we find that the women they have investigated mainly have been motivated by 

push factors in relation to their entrepreneurial activities. An example, where we find such 

inconsistency between the results of the academic elite and our findings, is regarding time 

flexibility. The latter is generally not among the main reasons given by the women for engaging 

in entrepreneurial activities, however, for six of the women it is still found among the five main 

motivations in relation to the other options given in our questionnaires, nevertheless it was never 

listed as the main reason. Having looked at what lies behind the women’s decisions to become 

entrepreneurs both from the social environment (encouragement and discouragement) as well as 

their own underlying motivation, it is interesting to see how the women feel about the future of 

their business. 

7.3.1.4 Future Aspects 

Our thirteen women entrepreneurs were asked how they perceive the future of their 

entrepreneurial activities; what their plans are and whether or not they are afraid to expand their 

businesses. In the following we will present our women’s answers in relation their feelings about 

the future perspective of their businesses. 

 

7.3.1.4.1 Fear of Plans 

The majority of our thirteen women have the desire to expand their activities both in terms of 

opening more stores or entities as well as increasing sales and productions of their products 

and/or services in more cities and states. Some are very ambitious in terms of the scope of their 

plans such as M8 who says: “ando buscando oportunidades de negocios para expandirme a 

nivel internacional. This is also the dream of M12: “mis planes a mediano plazo es afianzar mi 

empresa junto con mi socio y poder ofrecer mis servicios en el extranjero”. Others are more 

discuss their future aspirations in a more ideological way, like M4 who says: “como empresaria 

mi plan es expandir la empresa, esto abriendo más teterías, también ampliando la información 
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sobre los thés, que se conozca más y ampliando nuestro concepto de importación de thés y 

acesorios para thé, produción de infuciones frutales hechas en México y el mercado orgánico”. 

However, no matter what the type of expansion most of our women have all played with the idea 

of becoming bigger and better. An interesting aspect in this is how we did not find an explicit 

international focus in the women’s answers. 

  

Nevertheless, some of our women are not so much interested in grand expansion. They focus 

more on consolidating and strengthening their current activities such as M1 who says: “me 

gustaría sólo manejar CENDIs y no crear todo un colegio. Me gusta especificar en algo 

concreto y de ahí crecer en lo mismo”. She adds: “mi ideal en la vida es poder ser esposa y 

madre de familia y conbinarla con mi vida profesional, muchas veces llego a pensar que cuando 

forme una familia en ese momento mi empresa ya debe caminar sola, para que yo pueda 

dedicarme a mi familia”. Thus, M1 is at some point planning to throttle down her activities and 

focus more on her role as a mother and wife, a declaration, which she has also mentioned in 

relation to her self-perception as a woman entrepreneur. This argument is very interesting in 

contrast to the attitude of M13, whom we discovered also faced the dilemma between the two 

roles of being a woman entrepreneur as well as her private role. M13 directly claims that she is 

not interested in expanding her business any further because she is not able to maintain full 

control. Accomplishing full control would result in difficulties complying with her role as a 

mother of two very young children. Hence, the notion that the company should be able to run 

itself according to M1 can appear somewhat hopeful when compared to the knowledge of an 

older and more experienced women entrepreneur.  

 

7.3.1.4.2 Fear of Expansion 

Most of our women are not afraid to expand their activities at all. Comparing this to the general 

definition of an entrepreneur it stays in line with the idea of the entrepreneur as a risk-taker. As 

M9 says: “miedo no, si creo que en este tiempo se debe ser cauteloso, sin embargo realizo actos 

temerarios todo el tiempo. Definitivamente miedosa no soy”. M11 does not fear the future, she 

explains: “porque considero que ya tenemos la experiencia, conocimiento y personal capacitado 

para poder expandirnos, lo único que nos limita por el momento es conseguir apoyo 

financiero”. Finally, as M12 says there is no need for fear: “debido a que es una necesidad hoy 

en día ser mas competitivo y hacerse más grande”. Some of our other women also adopt this 

practical attitude towards fear of expansion i.e. M3 that says she is not more afraid than what is 

normal when your money is at risk. 
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Yet, for some of our women this boldness is not the case. When asked about fear of expansion 

M4 declares: “…si, porque requiere de inversiones grandes y me da miedo perder el dinero, 

además que algunos rubros en los que quiero intervenir no tengo el conocimiento ni la 

experiencia como son, la importación y la produción directa de fusiones que requieren más 

energía, trabajo y capacitación para lograr un negocio productivo de estos nuevos rubros. Me 

da miedo la expansión en las teterías ya que manejamos más empleados y tengo que distribuir 

mejor mi tiempo entre las teterías y de más actividades”. Her fear of lack of control and being 

overwhelmed with the whole process of expansion is being recognised by other women such as 

M2 and M13. A concrete example is given by M13 who explains her fear, which is a result of the 

previously mentioned problems with her employees. She gives and example: “hace tres años 

abro una sucursal en otra ciudad, en Iguala en Guerrero, la cual decidí cerrar porque el 

encargado me estaba robando, es decir hacia trabajos pero no los declaraba en la empresa y el 

dinero iba solo a su bolsillo. Fue un buen punto de venta y no tuve perdida, pero no podía yo 

controlarlo”. Hence, M13’s fear is very understandable due to her bad experiences. 

7.3.1.5 Summary of the Understanding of Mexican Women Entrepreneurs 

This chapter “7.3.1 An Understanding of the Mexican Women” presented different aspect that 

we found relevant in order to reach a better understanding of the Mexican women entrepreneurs. 

We presented our findings from the answers given by the interviewed women entrepreneurs 

relating to their role, their self-perception, the motivations from society as well as their own 

motivations and thoughts about the future. This understanding is a background for discovering 

the reasons for the networking choices the women make, both in relation to which network ties 

they use as well as how they interact with their network. 

7.3.2 Mexican Women Entrepreneurs’ Networks4 

Through our obtained answers this chapter will analyse how the entrepreneur women use the 

different institutions in their network. In our investigation we have asked about the frequency of 

use of these institutions, in order to be able to determine the role that the women assign the 

different institutions in their network. It also has the purpose of getting an idea of what the 

women use the different institutions for and how often. 

 

                                                
4 In our second questionnaire we asked the women about their frequency of use of different network tiés in relation 
to eight different areas; consult appendix 5 to see the questionnaire. 
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As Zabludovsky (2002) expressed, women entrepreneurs in Mexico combine business and 

relationship networks and regard family, employees and customers as essential stakeholders as 

essential networks in relation to their entrepreneurial activities. As it has been the case in the 

First Perspective, we will likewise, in this chapter, present three network categories of 

institutions to provide the most considerate overview; the aspect of family ties, non-family ties 

and organisations as network ties. These will depict the answers from our Mexican women 

entrepreneurs regarding which networks they use, how they use them and for what. 

 

The first tendency we notice is that our women use different networks for different purposes and 

at a varying frequency. Some make use of a whole range of different network ties both strong 

and weak and homogeneous and heterogeneous. M8 claims that she has benefited from all of her 

network ties, from business associations to her private contacts. She expresses: “me he 

beneficiado de todos los medios, porque debes de saber aprovechar todos tus contactos”. Thus, 

this particular woman entrepreneur demonstrates an awareness of the social capital within her 

diverse range of networks and the importance of including many different types in order to get 

access to the embedded resources. However, a returning issue is whether the women are 

conscious or not about their use of the different network ties. This will be further discussed in the 

 

Nine of our women make use of their private contacts such as friends, family and business 

partners in relation to their entrepreneurial activities for discussing different aspects of the 

business as well as for promoting products to potential clients. As M10 puts it: “mis contactos 

privados al conocer mis productos me recomiendan con sus amistades más cercanas y 

familiares”. M4 explains how she uses her contacts: “…para apoyos en cuestiones donde yo 

carezco de información cuando son viejos colegas, con mis amigos y mi familia me apoyo 

porque algunos de ellos son mis empleados, pues yo creo que los negocios con gente cercana 

funciona mejor y me gusta dar trabajo a gente que quiero. Además me apoyan dando nuevas 

ideas a mi negocios”. This shows that the private contacts are central not only in terms of moral 

support, as one might expect, however, also in relation to more concrete aspects of their business 

activities such as marketing, financing, legal and political issues etc. Nevertheless, four of our 

women do not find it suitable to mix business with family and friends. M3 says: “he tenido 

algunas malas experiencias al querer reunir los amigos y la familia con las personas que 

trabajan conmigo o para mi, incluso con gente que le da servicio a mi empresa, es por esto que 

me parece más recto y más seguro el mantenerlos por separado, sólo trato temas de trabajo con 

los contactos profesionales, incluso no me importa si les caigo bien o no, mientras con mis 
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amigos y mi familia las cosas son distintas y yo solo platico los temas de trabajo con ellos por 

encima, no profundizo y mientras que prefiero hablar de otras cosas con ellos”. M1 has 

expressed the same attitude towards mixing her friends and her business. This separation is 

interesting in relation to our notion that the family and friends5 are and always have been the 

most important networks for Mexican women entrepreneurs. As Gina Villagómez says the 

family is decisive and crucial at the initiation of the women’s businesses. Considering this we 

were very surprised to find this need in four of the women to strongly separate their private 

contacts with their business contacts. 

  

In addition to this, when asked whether the official organisations or the private networks such as 

friends, family and old work colleagues had been most beneficial, only one of our women 

answered that the strong network was the most beneficial. However, she added:  “ya que es la 

única con la que cuento”. Two of our women said that it was the weak network ties i.e. the 

organisations, which had been the most beneficial because, as M11 puts it: “tiene más 

agremiados, información más amplia y seria”. Five of our women answered that both types of 

networks were equally beneficial. M9 was one of the women who answered that both her strong 

and her weak networks were just as important. She explains it by the fact that she uses her family 

to get good business contacts and to be recommended to new customers whereas she uses her 

weak networks i.e. the organisation for capacitating herself and for governmental support. 

Hence, she does not claim that she benefits the most from her strong network, in this case her 

family, but that she uses her networks differently depending upon the nature of the problem. 

Below we analyse how much our women actually use these different network ties in comparison 

with their own perception of how they use them. 

 

7.3.2.1 Network Use in Relation to Different Areas 

When looking more specifically at our women’s use of networks within the eight chosen areas in 

our questionnaire, weak networks are the most consulted when it comes to marketing and getting 

more clients for the business. Additionally, the predominance of weak networks was the most 

noticeable in relation to this particular area. Regarding getting suppliers and obtaining physical 

resources for their businesses, our women once again use their weak networks the most, 

however, the difference was not very big. The same is the case in relation to the financial aspects 

i.e. loans, economic advice and accounting, management and business advice and technology. 

The most equal use of the weak and the strong networks is found when looking at the legal and 
                                                
5 “Compadres” and “commadres”. 



  82 

political issues facing the women’s entrepreneurial activities where the difference is practically 

non-present despite the fact that weak networks is used a slight bit more often. Oppositely, we 

find a staggering use of strong networks by our entrepreneur women in relation to domestic 

chores, which include childcare, cleaning, grocery shopping etc., as well as psychological, moral 

and personal support, i.e. the personal issues. 

 

Where the use of strong networks within two of the investigated areas (domestic chores and 

psychological, moral and personal support) was predominant, the weak networks were used 

more in relation to all the remaining areas. However, except for in relation to marketing and 

getting new customers, the difference was never more than 9 % more of our women. This makes 

it possible for us to conclude that within areas where it is fairly obvious that the strong networks 

will be used more due to the personal nature of the areas in question such as domestic chores and 

psychological, moral and personal support it is no surprise to find that this is also the case in 

relation to our women. However, within the rest of the areas the use of both strong and weak 

networks does not differ so much except for in the mentioned case where the difference is 

nothing compared to the difference visible in relation to the two areas where the strong networks 

without a doubt dominate. Weak networks never reach the same unquestionable dominance in 

any of the areas, however, within the six remaining areas the weak networks are generally used 8 

% more than the strong networks. Nevertheless, in the end both networks appear to be important 

for our women entrepreneurs because when looking at all the eight areas, the average use of 

strong networks is 50.5 % and the use of weak networks is 49.5 %. 

 

7.3.2.2 Frequency of Network Use: 

Irrespective of the institution or the area, on average 8.5 % of our women use their network ties 

on a daily basis. The areas in which our women mostly consult their networks daily are 

psychological, moral and personal support followed by marketing and clients as well as 

management and business advice. On an average 10 % of our women entrepreneurs use their 

networks on a weekly basis and the networks are mostly used weekly in relation to 

psychological, moral and personal support and suppliers and physical resources. On average 7.5 

% of the women use their networks every two weeks and mostly use their networks at this 

frequency in relation to suppliers and physical resources, marketing and clients and technological 

aspects. Finally, averagely 20.5 % consults their networks once a month and networks were most 

often used monthly in relation to financial issues, marketing and clients and lastly, management 

and business advice. On average 53.5 % of our women have answered that they never use their 
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networks no matter what the area. This could be due to an unawareness of their use of networks 

i.e. which networks they use for what as well as how often they use them. It could also be due to 

a structural deviance, that they use some networks and not others like we have seen previously. 

The women either say they use their strong, weak or both networks the most. Since this is very 

generalised it is hard for us to see the exact correlation regarding why they never use a specific 

network contact. 

 

In overall, there is not always a correlation between which networks our women use for what or 

how they perceive their use of them as well as for that sake what value they ascribe to them. In 

the subsequent parts, we will examine these differences more thoroughly in relation to the 

different institutions.  

7.3.2.3 Family as Network Tie 

It appears to be the general perception in Mexico that the family network is the most significant 

for women entrepreneurs. This was most certainly confirmed by our academic experts in the 

First Perspective. As we have seen earlier, the family as a network has an encouraging, 

supportive and motivational effect on the women entrepreneurs when starting their business. As 

mentioned earlier, specifically, M10, M1 and M13 found inspiration within their family. What is 

interesting is that all our thirteen women have entrepreneurs within their family. As seen earlier 

in the INMUJERES study from 2006, only 29 % of the women entrepreneurs did not have any 

entrepreneurs in their family. Our women confirm the tendency in Mexico that entrepreneurial 

spirit is very much influenced by the women’s social environment and heritage. Five of our 

women specifically have other women entrepreneurs in their family, whereas six have male 

entrepreneurs and finally, two of our women had both men and women entrepreneurs. This 

shows that all of our women are familiar with entrepreneurship due to the influence of a family 

member. Additionally, it shows that our women will be able to find people with entrepreneurial 

experience within their family network to turn to regarding different problems they may face 

when running a business. 

 

Below we will depict how our women use the family as a network and hence, be able to 

determine to which extent the results correlate with the academic elite’s findings. Firstly, we will 

present our women’s closest family members and how the women use these and additionally 

other family network ties. This will be followed by a presentation of the husband and the 

children. Then we will depict the organisation of domestic chores and finally, the role of 

business partners. 
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7.3.2.3.1 Close Family Members 

Our women’s closest family consists of their parents and siblings. We will first look at their 

mothers, then their fathers and finally, their siblings. 

 

On an average 36 % of our women use their mothers regardless of the issue in relation to their 

businesses. When the women consult their mothers, it is mostly only once a month or in some 

cases weekly. Our women hardly ever use their mothers except for when in need of 

psychological, moral and personal support. In this aspect 82 % of our women say that they turn 

to their mothers. 55% also use them in relation to domestic chores; however, in relation to the 

rest of the areas investigated the help obtained from this network is very limited. 

 

Regarding the father’s role as a network tie, 42 % of our women entrepreneurs consult him 

irrespective of the area in question. Our women say that they mostly make use of this network 

monthly or once every two weeks. Thus, in comparison with our women’s use of their mothers, 

the overall use is more consistent and frequent. 64 % of our women use their fathers when it 

comes to psychological, moral and personal support for their entrepreneurial activities and 50 % 

consult them in terms of management and business advice. 

 

Averagely 47 % of all our women turn to their siblings regardless of what area the issues dealt 

with. Siblings are generally consulted once a month and hereafter mostly weekly. All of them 

also say that they use their siblings in order to get psychological, moral and personal support, 

which makes them the most used network within this area followed closely by the husbands, 

children, friends and mothers. 58 % use it in relation to domestic chores and 54 % use it in 

relation to financial issues facing the firms. 

 

7.3.2.3.2 Other Family Members:  

The network of other family members consists of grandparents, uncles, aunts, cousins, sisters-in-

law, parents-in-law, brothers-in-law etc. 

 

Only around 26 % of our women seek other family members when in need for help in relation to 

one of the eight different areas. They were predominantly used once a month. This is one of the 

least used networks among the weak networks and it is when finally, used mostly sought in 

relation to psychological, moral and personal support, where 64 % of our women entrepreneurs 
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make use of it. Within the following areas approximately 29 % turn to this network when in need 

for help regarding marketing and clients, suppliers and physical resources and finally, domestic 

chores. 16 % turned to other family members in terms of management and business advice, 

financial issues and legal and political aspects. No other family members were ever consulted 

daily by the women who have answered that they use this network.  

 

7.3.2.3.3 Husband or Partner:  

To give an idea, out of our thirteen women, eight are married, four are singles and one is in a 

relationship and lives with her partner. Three of our single women are younger and one is 

between 50-59 years old. On average 70 % of our women use their husbands or partners 

regardless of the area. This network was predominantly used on a daily basis. A whole 90 % said 

that they used them in relation to the financial aspects of their businesses, which within this 

network was only surpassed by actual financial networks. 89 % turned to their husbands for 

psychological, moral or personal support. In relation to legal and political aspects, management 

and business advice as well as marketing and obtaining clients, approximately 70 % of our 

women consulted their partners. Around 62 % of our women who are married or in a relationship 

got help from their husbands in relation to domestic chores and suppliers and obtaining physical 

resources for their firms. Husbands and partners were least consulted in relation to the 

technological aspects of the entrepreneurial activities, however, even then 50 % of the women 

turned to their husbands for help. 

 

7.3.2.3.4 Children: 

In an overall perspective, eight of our women have children and the five who do not have 

children are all part of the younger segments of 20-29 and 30-39 years old. Out of the women 

with children, one had only one child; five had two children and two had three or more children. 

Half of them had their children before they became entrepreneurs and the other half had them 

after they became entrepreneurs. On average 47 % of our women with children consult these no 

matter the area. The children as a network tie are mainly used daily or weekly. 89 % of our 

women get psychological, moral and personal support from their children. However, besides this 

particular area, the consultation of this network was not very significant. 56 % did though make 

use of them in relation to domestic chores and averagely 45 % consulted this network when 

needing help in relation to suppliers and physical resources, management and business advice 

and finally, technological issues. Only one third asked their children for help in relation to legal 

and political aspects as well as financial aspects.  
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7.3.2.3.5 Organisation of Domestic Chores: 

As we saw in relation to the academic elite’s perspective even the youngest generation of 

Mexican women entrepreneurs still adhere to many of the traditional values. They were educated 

to become mothers and wives therefore; very few women seem to change the division of 

domestic chores within the household. Interestingly, some women get involved in 

entrepreneurial activities to gain more flexibility, however, some of our women as well as the 

academic elite have also emphasised that they find it difficult to combine the role of housewife 

and mother as well as entrepreneur.  

 

Within our youngest entrepreneurs we find two opposing cases. M1 still lives with her parents 

and she says that she helps with whatever she can but that her chores are not that overwhelming 

due to the fact that the family has a domestic employee. Her father and brother both work in the 

father’s firm and never take part in the domestic chores only in with the maintenance of the 

household. This division within M1’s family is very much in line with the notion of our 

academic experts that male participation is still mainly reduced to the domestic chores 

considered as masculine i.e. constructions and reparations around the house as well as 

administrative tasks. M4 on the other hand, who is in a relationship, shares the domestic chores 

equally with her partner. She says: “junto con mi pareja nos dividimos el trabajo en casa, así 

que las tareas están repartidas… todo lo dividimos y juntos nos hacemos cargo de la limpieza y 

organización de la casa así como de sus gastos y la compra de la despensa”. Since they both 

work, they have hired someone to clean the house once a weak, so they still have the 

quintessential domestic employee. She adds: “me siento satisfecha con la organización que 

tengo en este momento, me siento tranquila de tener la ayuda de mi pareja sin reproches ni 

malas sensaciones al respecto, no sé como sea en otras parejas pero nosotros nos sentimos a 

gusto asi”. M4 is a special example of an entrepreneur woman from the younger generation who 

actually has managed to shred the traditional division of domestic chores. 

 

The third example from our younger generations, demonstrates a slightly different attutitude to 

aspects of domestic organisation than what is generally found in the studies. M12 has a very 

busy schedule overall. But she does not have domestic help; however, with some things such as 

cleaning and ironing she does get them done outside the house. The rest of the chores are done 

either by herself or by her husband who is also very busy. During the week she does the most 

necessary chores and the majority is done on Sundays, which are reserved for this. She says: “en 
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mi caso particular yo soy la que más tiempo dedico a realizar todo lo de la casa, mi esposo me 

ayuda en lo muy básico, él como que se dedica más a trabajar que a realizar actividades 

domesticas”. M12 is thus an example in between because her husband does help with some 

chores, however, in the end as we have seen in terms of the statistics; the women entrepreneurs 

still end up spending more hours than any other member of the family or household. Thus, the 

division and dilemma mentioned earlier that women entrepreneurs face in relation to performing 

their double role as entrepreneurs and housewives and mothers is still very present. Though, as 

INMUJERES pointed out the younger generation is more willing to accept an increased 

participation by the husband and a re-organisation of the domestic chores because they due to 

their active entrepreneurial activities and busy daily schedules. We see examples of these slow, 

however, occurring changes. We have previously seen that our women entrepreneurs turn to their 

strong networks, in particular husbands, siblings and children, concerning the domestic chores. 

Nevertheless, they still have to spend a significant amount of time performing the domestic 

chores regardless of help from their partners or relatives. Hence, the domestic employee 

continues to represent an essential help in order for the women to be able to accomplish both 

their roles. As Patricia Lopéz Rodríguez stated as a truth in jest, the domestic help secures the 

domestic peace. 

 

7.3.2.3.6 Business Partner 

As shown in chapter 7.1 out of our thirteen women eight have a business partner. M4, M7 and 

M10 have their partners or husbands as business partners. M6 and M9 work together with their 

siblings and M13 work together with her father. M11 and M12 also found their business partners 

within their family, however, they have not specified who. Thus, all our women found partners 

within their families. The reasons for finding a partner were among others, to form a team, due to 

the business partner’s experience within the field of administration and management of a firm, or 

because the husband was without a job. Five of our women work alone. M8 expressed that 

despite not having a business partner she believes that it is a good idea to have one since 

responsibilities are then shared and expansion becomes easier. Averagely 57 % of our women 

turn to their business partners despite of the area. This network was used the most daily and 

weekly. 67 % use their business partners in relation to marketing and acquiring clients, suppliers 

and obtaining physical resources, management or business advice and finally, legal and political 

aspects. 63 % of our women with business partners sought them when in need of psychological, 

moral or personal support and approximately 55 % consulted them on financial or technical 
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aspects. Lastly, business partners were the least used network by the women entrepreneurs of the 

strong network ties as well as all networks used in relation to domestic chores. 

7.3.2.4 Non-Family Network Ties: 

It is apparent that there has not been much focus on the use of non-family network ties in the 

First Perspective. Whether they are strong such as friends or weak such as old work colleagues, 

employees or financial, legal and political contacts, customers and clients and acquaintances. 

This is due to the immense focus on the family whose importance has been confirmed both by 

our academic elite as well as within our own examples of women entrepreneurs. However, we 

have discovered that within our group of thirteen Mexican women entrepreneurs the use of 

strong networks is only dominant within the two most private and personal aspects and areas of 

their business conduct. Within the rest of the areas the balance in terms of use is fairly equal. 

Weak networks are used a slight bit more and within the areas of marketing and obtaining clients 

they are consulted noticeably more. We will therefore now present our findings regarding our 

group of Mexican women entrepreneurs in relation to their use of non-family network ties. 

 

7.3.2.4.1 Friends  

Our women have presented very diverging and occasionally opposing attitudes when it comes to 

their use of friends as network ties in relation to their businesses. M1 is very clear in the 

separation of her business and friends as she states: “esto porque es muy común que no se 

aprenda a separar la afectividad con el profesionalismo y en muchas ocasiones salen peleados o 

con algún tipo de conflicto y para evitar eso, prefiero seguir el consejo de ‘amigos y negocios no 

se mezclan’”. M2 supports this opinion by adding: “amigos no son para toda la vida… no 

puedes confiar en amigos… Carlos Slim no tiene amigos”. This is a very extreme view though, 

which is not agreed upon by all of our entrepreneur women.  On the contrary, M4 relies a great 

deal on her friends and she explains that they provide significant support for her regarding many 

different levels of business. M11 explains that she turns to her friend in her business conduct: 

“…para solicitar personal, ponerme en contacto con alguien proveedor que ellos conozcan 

preguntar por la calidad de algún producto que ellos conocen, o darme información de un 

posible cliente”. Finally, M6 especially use her friends to promote her services through her 

friends.  

 

On average 59 % of our women use their friends regardless of area and they have answered that 

they mainly use this network once a month. The use of friends is immense in relation to 

psychological, moral or personal support where 92 % of our women turn to this network for 
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help. The importance of friends in relation to this area is only surpassed by the use of siblings. 

The high percentage is also consistent with the fact that this area is not seen as an integrated part 

of the whole entrepreneurial and business process. Therefore, even our women who prefer to 

separate friends and their business have answered that they have sought support within this 

network. Approximately 64 % of our women entrepreneurs consult their friends in relation to 

suppliers and the obtaining of physical resources, financial aspects and technical aspects. Friends 

are used by 58 % of the women to obtain new clients and marketing issues. 46 % consulted their 

friends on management matters and to get business advice and the same was the percentage in 

relation to domestic chores. Lastly, 33 % sought help for the legal and political issues facing 

their businesses. Hence, as was also shown by the investigations of our academic elite, friends 

constitute an important part of the women’s networks despite the fact that the family surpasses 

them. Finally, the findings in the First Perspective concluding that friends are often used to find 

clients, was confirmed by our women. 

 

7.3.2.4.2 Old Work Colleagues 

The network of work colleagues is another important non-family network. As we have seen with 

friends, these are mainly used to obtain clients or suppliers etc. M12 generally makes use of old 

work colleagues who work within the same areas of specialisation in order to get information 

and resources. Around 52 % of our women entrepreneurs consulted their old work colleagues 

irrespective of the area in question and most often once a month. This shows a less frequent use. 

Not surprisingly consistent with the results of the academic elite, this network is very important 

when it comes to suppliers and physical resources. 91 % of our women turn to their old work 

colleagues when in need for such. Old work colleagues, especially within the same industry, 

provide information and access to other networks and perhaps perform the role of suppliers 

themselves. A large percentage of our women also use them in relation to financial affairs as 

well as marketing and clients where 73 % consult their old work colleagues. Approximately 61 

% turn to this network in relation to management and business advice or technical aspects. 

However, in relation to psychological, moral or personal support and legal and political issues, 

old work colleagues are less consulted. Finally, none of our women ever use this network in 

relation to domestic work. Thus, at an overall glance, the average amount of women using this 

network does not seem that high, however, the fact that it is never used in relation to domestic 

chores does diminish the percentage some. However, when we look more closely many of our 

women actually make extensive use of this network in relation to the more production and 
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distribution oriented areas of the entrepreneurial activities such as getting suppliers and clients, 

marketing as well as financing. Thus, it is an example of the importance of the weak networks.  

  

7.3.2.4.3 Employees 

As we have seen earlier in the case of M13, employees can cause problems for the women 

entrepreneurs. Nevertheless, they remain an important weak- and non-family network tie because 

of their daily, physical presence in the firm. Averagely 55 % of our thirteen women 

entrepreneurs turn to their employees when in need for help regardless of the area. They are 

mostly consulted once a month or daily depending on the area in question. Not surprisingly 75 % 

of our women entrepreneurs used their employees in relation to marketing and acquiring clients 

as well as suppliers and obtaining physical resources. They are the public face of the business 

and the ones who are the most in contact with the clients and hence, the ones promoting the 

products as well as convincing customers to spread the brand awareness. 67 % use their 

employees in relation to financial issues and psychological, moral or personal support. 54 % of 

our women consult this network with respect to management and business advice as well as 

domestic chores. Employees are the only weak network ties our women consult in relation to 

domestic chores. 42 % turn to this network in terms of technical issues and finally, only 8 % seek 

help in relation to legal and political aspects. M13 says: “creo que tus peores enemigos son tus 

empleados… de los cincuenta empleados que he tenido los últimos seis años, creo que solo cinco 

no me han robado”. This has resulted in a lack of trust and thus, many difficulties for her to in 

any way enhance the social capital embedded in this particular network. According to M13: “la 

ley laboral en México es siempre a favor del empleado y los patrones no tenemos las de ganar 

nunca. La ley laboral en México dice que si tú quieres despedir a un empleado, le tienes que 

pagar tres meses de sueldo, no importa si te roba o no trabaja, o es un irresponsable. El hecho 

que el empleado tenga tanto derecho laboral lo hace flojo, lo hace que no se esfuerza por ser 

mejor, el trato al cliente es desinteresado, ya que nunca tiene miedo a perder su trabajo, porque 

el patrón le tendría que pagar mucho dinero si lo quiere despedir, y a veces en verdad las 

empresas no tienen dinero”. This constitutes a huge problem and creates, as mentioned, a huge 

lack of trust and makes it difficult to run a business in Mexico for a women entrepreneur since 

the employees are one of the very essential networks in relation to the success and smooth 

running of the entrepreneurial activities. Employees are often in close contact with the 

company’s business clients and represent the image to the outside world. Not trusting them is a 

great concern due to the important that social capital present within this network i.e. the latter 
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mentioned direct contact with the customers, means holding important information about the 

clients’ preferences. 

 

7.3.2.4.4 Other Non-Family Contacts 

We have mentioned the most important non-family network ties; however, we have also asked 

our women about their use of other weak and non-family network ties. These include clients, 

acquaintances, financial contacts and legal contacts. We will only present the most significant 

and interesting findings regarding each network tie. It is important to mention that none of the 

networks have been used in relation to domestic chores at all. 

 

Clients were the most significant network tie in relation to marketing and obtaining new clients. 

83 % of our women entrepreneurs used their clients in relation to this aspect, mainly on a daily 

basis. Moreover, 77 % of our women use their clients when it comes to management and 

business advice. Surprisingly, this network appears to be a very used network in terms of 

financial aspects with 75 % of our women making use of it. 

 

Acquaintances are consulted by 75 % of our women in relation to marketing issues and for 

obtaining clients and were thus, among the most important network ties. 50 % turn to this 

network in relation to obtaining physical resources and suppliers as well as in terms of 

management and business advice. Such consultation mainly takes place once a month. As it was 

the case with clients it is once again not unexpected that this weak and non-family network tie 

was used the most in relation to finding new clients or becoming future clients as well and to 

spread the message and brand of the business. 

 

92 % of our women consulted their financial contacts when dealing with financial issues. This 

was again another combination and use of network and area which was anticipated. Moreover, 

this network was also used when in relation to marketing and clients. Finally, 62 % of our 

women used their financial contacts when dealing with management issues and business advice. 

Regardless of area, our women usually seek advice or help from their financial contacts once a 

month. 

 

As it would be expected, 85 % of our women consult their legal contacts concerning the legal 

and political aspects of their entrepreneurial activities, making it the most used network in 

relation to this particular area. In addition to this, 50 % consult this network in relation to 
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financial affairs and for management and business advice. Legal contacts are mostly used only 

once a month. 

 

Thus, as it would be expected due to the effect of ‘word of mouth’, clients and acquaintances 

were mainly significant in relation to marketing and clients as well as suppliers and physical 

resources. Additionally, it also appeared clear that legal as well as financial contacts are used the 

most in relation to the areas respectively correlating with their nature. Yet, what we also 

discovered was that within four important areas of running a business, our women answered that 

they have used significant range of weak networks. 

7.3.2.5 Organisations and Official Institutions as Network Ties 

As was discovered in our chapter “7.1 Landscape of Women Entrepreneurs in Mexico”, 

obtaining an overlook of the many business organisations and official institution is not an easy 

task. This is especially due to the fact that not all of them have women entrepreneurs as 

members. Yet, in recent years the presence of women in most business organisations is 

increasing while they are simultaneously creating their own business organisations and networks. 

In the following we will look at our women entrepreneurs’ participation in business 

organisations and official networks as well as what they use them for and how they evaluate their 

efficiency. 

 

7.3.2.5.1 Governmental Institutions 

On average 46 % of all our women regardless of their membership status in business associations 

turn to governmental institutions when in need for help regarding one of the eight specified 

areas. 77 % of our women turn to the governmental institutions regarding marketing aspects and 

to increase their customer base. This fact makes this particular network tie the second most 

consulted network regarding this particular area. Likewise it is the second most used network by 

our women entrepreneurs (75 %) when it comes to financial issues. 54 % turn to this network 

regarding suppliers and physical resources, technical aspects and finally, management and 

business advice. 43 % of our women seek help in relation to legal and political issues of their 

entrepreneurial activities. Not surprisingly, only 8 % use the governmental institutions for 

psychological, moral or personal support and no women use it in relation to domestic chores. 

This network is predominantly consulted once a month. 
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7.3.2.5.2 Business Associations 

In this part we will look at the role of business associations as a tie in the women’s networks. 

Since, not all of our women entrepreneurs were members of a business association we have 

divided it into two parts. In the firs part we will look at the non-members and their characteristics 

and subsequently, in the second part on the women who are members of business associations. 

  

7.3.2.5.2.1. Non Business Association Members 

Seven of our thirteen women are not members of a business association out of whom six of them 

would like to be. This positive attitude and interest is in alignment with the studies of 

Zabludovsky (2000) who also demonstrated a desire to have more support from women 

entrepreneurs' organisations. M1 is planning to become a member of the AMMJE branch in 

Morelos and she says about her interest: “básicamente es para obtener accesoria, tips, 

relacionarme con gente como yo, escuchar anécdotas que puedan servir para mi negocio”. M3 

declares that being a member of an association would provide her with more contacts that can 

help her with her firm. M5 mentions the importance of belonging to an association in relation to 

product promotion, marketing and acquiring clients. She says: “es importante por que me 

conocería más y tendría más oportunidades y trabajo”. Hence, our women are aware of the 

necessity to obtain more weak and heterogeneous networks and contacts in general. This is also 

consistent with what we have seen earlier that regarding the more production-oriented aspects of 

business conduct weak networks such as clients and acquaintances are among the most used. In 

contrast to the examples above, M2 is the only one who has stated that she has no interest in 

becoming a member of a business network. Her attitude can though be explained by the fact that 

one of her acquaintances is the president of the AMMJE branch in the state of Morelos where 

she lives. M2 says that she contacts her directly if she needs help regarding matters within the 

expertise of her contact.  

 

Our women entrepreneurs who were not members of any business organisations in general said 

that it is easy to find information about available associations. M2 states: “la Secretaría de 

Economía presenta varios grupos/asociaciones en los que puedes involucrar. Sólo se necesita 

acudir a la Secretaría de Economía y preguntar”. Nevertheless, many of them have certain 

reservations like M13 who says that despite the fact that they are easy to find they are often not 

effective enough in practice. M3 adds that she has found it difficult to find one that particularly 

suits her needs. The exception is M4, who despite having expressed an interest, claims that she 

lacks information on what the business and entrepreneur associations provide. 
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7.3.2.3.5.2. Business Association Members 

The remaining six women are all members of AMMJE. M8 has earlier been a member of 

COPARMEX and is now in addition to her membership of AMMJE planning to join the 

Asociación Mexicana de Profesionales y Inmobiliarios (AMPI). M10 is also participating in 

other private initiatives in Mexico City and M7 also belongs to a network called “Cadenas 

Humanas A.C.” Finally, M11 is, along with a group of people, initiating “Ciudades Vecinas” in 

the southern region of Veracruz, a local business association. All these women find it important 

to be members of networks because it helps promote products, get information and knowledge, 

create awareness and enhances competitiveness. On the importance of participating in business 

associations M10 states: “actualmente es una de las mejores maneras de hacer negocios”. 

Which is an interesting statement since it demonstrates an awareness and acknowledgement of 

the importance of weak and heterogeneous networks. 

 

Our business association members had different answers in relation to how easy it was to 

become a member of the networks. M6, M9 and M10 claimed that they had no difficulties 

whereas M7 and M11 found it more complicated. M7 coincidentally became aware of AMMJE 

because she was working in another business network.  

 

When asked more particularly in relation to the eight areas, all our business association members 

said that they used the organisations in relation to financial affairs, marketing and clients, 

suppliers and physical resources, technological aspects as well as management and business 

advice. Five of our six women entrepreneurs consult the associations in relation to legal and 

politics issues. Four of them also seek psychological, moral and personal support among the 

other members of the associations but none of them use them in relation to domestic chores. In 

relation to these areas, our women entrepreneurs use the associations mostly once a month. 

 

Two of our women participate daily in the arrangement and events of the business associations. 

M6 participates daily because she is the vice-president of the branch of AMMJE in Durango. 

Therefore, she also says that she participates in all arrangements. One of the women 

entrepreneurs participates weekly and two participate fortnightly. M7 and M11 participate in 

fortnightly events and conferences. M9 only participates once a month in monthly sessions and 

breakfasts or training courses. 
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In terms of how they have benefited, M7 says that membership has helped her: “…conocer otras 

personas y aprender de sus éxitos y sus aciertos. M11 adds that the most important thing that she 

has obtained is: “…el darme a conocer con este grupo de empresarias reconocidas de los 

servicios que ofrece mi negocio, así como en el ámbito de gobierno, y lo que me ofrece la 

asociación como cursos que nos dan a muy buenos precios así como redes con otros estados, 

que me permiten darme a conocer de una forma más directa y personalizada, aparte de que he 

podido conocer nueva amistades que me han dado muy buenos consejos y aprendido mucho con 

ellas”. Other benefits obtained, according to the rest of the women, were: learning about 

business conduct, help and access in relation to the governmental programs directed towards 

entrepreneurs, access to new business opportunities, access to new information and knowledge, 

access to better suppliers and training opportunities for staff, and finally, promotion of their 

product and services.  

 

All our women are, as mentioned, members of AMMJE so we do not have any examples from 

other business organisations irrespective of whether or not they are exclusively for women 

entrepreneurs. This becomes interesting in the light of the statements of Gina Villagómez who 

claims that even though AMMJE is the most important business association for women 

entrepreneurs it has not been able to transcend nationally or for that sake internationally. She 

does, however, add that women entrepreneurs can benefit from such in terms of empowerment 

and a space for learning and developing personal abilities. It is a place where they learn to 

become women entrepreneurs and not just housewives copying their domestic organisation and 

applying it in relation to the organisation of their firms. In relation to her findings, we can see 

that our women who are members of AMMJE have expressed positive feelings regarding their 

membership and benefits. However, a range of our women, who have found them useless in 

relation to their particular needs, have also confirmed the notion, regarding the inefficiency of 

such business organisations. Most importantly Villagómez confirms the homogeneity of 

AMMJE as a network and adds that more benefits would be gained by participating in more 

diverse networks including both men and women. Yet, we have no examples of such, however, 

once again the answers from our women entrepreneurs who are members of business 

associations are very positive.  

7.3.2.6 Summary of Mexican Women Entrepreneurs’ Networking 

This chapter took us through an in-depth analysis of the answers we obtained from thirteen 

Mexican women entrepreneurs. We were able to analyse how the women use their different 
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institutions in their networks, and look at the frequency of this use. More specifically, we were 

able analyse their network use in relation to three groups of network ties; their family network 

ties (mother, father, children, siblings, business partners and other more distant family members), 

their non-family network ties (friends, old work colleagues, employees, financial, legal and 

political contacts, customers, clients and acquaintances), and lastly organisations and official 

institutions. 

7.4 Discussion of Perspectives in the Theoretical Framework 

This discussion will take our findings from the First and Second Perspectives and discuss them 

in relation to our theoretical framework in order to answer our research question. Throughout the 

analysis in the two perspectives we reached an understanding of the Mexican women 

entrepreneurs in relation to issues such as the women’s role in society, the women’s self-

perception, their motivations both intrinsic as well as extrinsic, and their thoughts on the future. 

This understanding is not supposed to be regarded as the complete picture of all the features 

characterising the Mexican women entrepreneurs. Nonetheless, it should be seen as offering an 

insight into some of the background elements for the women’s network use. We will in chapter 

“7.4.1 Networks Classifications” discuss the women’s strong and weak network ties as well as 

their homogeneous and heterogeneous networks. We will also analyse on the relationship and 

connection between these different classifications types in the specific case applying to the 

women entrepreneurs. In chapter “7.4.2 Network Interaction” we will look more specifically at 

how the Mexican women entrepreneurs’ interact regarding the concepts of bonding, bridging and 

linking. Moreover, we will analyse at the women entrepreneurs’ ability to bridge and link 

structural holes. Then we will investigate the women entrepreneurs’ consciousness and trust 

level in relation to their interaction and finally, we will determine whether they benefit from the 

social capital that they are able to attain or not though their different ways of interacting. 

7.4.1 Network Classifications 

In this chapter we will present the results from First and Second perspective in relation to the 

types of networks classifications within the theoretical framework. We will look at discuss the 

women’s use of their networks in relation to the concepts of strong and weak and heterogeneous 

and homogeneous networks. We will only touch upon the first two classifications shortly since 

they were presented in details throughout the First and Second perspective. 
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7.4.1.1 Strong Network Ties 

As Granovetter (1983) stated, the support provided by strong networks in societies characterised 

by a lack of social services and economic security is very important. This fundamental 

significance of the strong network ties, especially the family, was confirmed by all our academic 

experts as well as by the responses from the questionnaires. Moreover, there is no doubt that this 

network type is the most important in relation to personal issues. We discovered that within our 

group of thirteen Mexican women entrepreneurs the use of strong networks was only dominant 

within the private and personal aspects. Regarding the business related issues; the women 

entrepreneurs mainly use the strong networks during the business initiation. Overall, the majority 

of women entrepreneurs do not start their firm on their own; they always get help from the 

family helping at the beginning, the consolidation and the expansion of the firm. It appears that 

the family is the motor of the women’s business activity and the base of their organisation. 

However, in spite of the supportive factors, the strong networks can also have negative effects 

such too much dependence. This can have numerous outcomes such the Mexican women 

entrepreneurs failing to interact actively through other ways than bonding which we shall see 

later in chapter “7.4.2.1 Bonding”. 

7.4.1.2 Weak Network Ties 

As defined by Aldrich (1989) and Birley and Macmillan (1997), in contrast to the strong ties, 

weak ties are of shorter duration, superficial, involving less frequent contact and people typically 

have little emotional investment in them. They are less reliable than strong ties and are generally 

only revived if assistance is required for pragmatic purposes. The importance of weak networks 

are, however, as Aldrich (1989) points out that they can become bridges relations between 

groups of strong networks which would otherwise not have been connected. The interaction type 

of bridging will be discussed in more details in “7.4.2.2 Bridging, Linking and Structural Holes”. 

 

From our selected theory we have learnt that the strength of weak ties is often underestimated. 

Therefore, it is interesting that according to our academic experts, the Mexican women 

entrepreneurs do not make particularly use of such at least not during the initial stages of the 

business creation. Villagómez (2004) did, nevertheless, discover that when the firm is more 

established, women entrepreneurs start to make more use of weak ties and become members of 

the business chambers and associations. Additionally, in our own investigations, we discovered 

that weak network ties were used more in relation to all the business related areas. However, 

except for in relation to promotion of product and services as well as obtaining new clients the 
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difference in the use of strong and weak networks was not very big. On an average the women 

used their weak network ties slightly more than their strong ties. These findings are interesting 

considering the preconceived perception that the women use their strong network ties more in all 

aspects of their entrepreneurial activity.  

7.4.1.3 Discussion of Strong and Weak Ties 

We have seen that the use of strong networks and the institutions of the family are prevalent, 

especially during the initial stages of the entrepreneurial activities. However, later on in the 

process the use of weak ties increases as the women entrepreneurs start to become members of 

business associations and in our own findings the use of weak networks was predominant within 

all the areas related to business issues. The use of strong networks was as expected superior in 

relation to the personal issues of the entrepreneurial activities.  

 

The classification of the networks that the women entrepreneurs use is however, problematic at 

times. In order to determine the strength of a network, we must look at the combination of the 

amount of time, the emotional intensity, the intimacy (mutual trust), and the reciprocal services 

which characterise the tie (Granovetter 1973). As Granovetter mentions, the line between when a 

network is strong and when it is weak is often blurred. This describes very well the main 

dilemma in relation to the discussion between the Mexican entrepreneur women’s use of strong 

and weak network ties. Moreover, some would argue that the socio-economic level of our group 

of women, would automatically lead the women to have many influential contacts in their strong 

networks and their weak networks to have less advantages than what is perceived. Considering 

that only one woman answered that her strong network was the absolute most important in her 

networking activity it becomes doubtful as to where the women themselves distinguish their 

strong versus weak network ties. This makes it even more difficult to determine what social 

capital the women gain from the use of either type of networks. Additionally, it is the reason why 

we cannot just look at this classification but must include a classification of whether a network is 

homogeneous or heterogeneous. 

7.4.1.1 Homogeneous Networks 

When examining our findings from First and Second Perspective, it becomes apparent that the 

networks that our women entrepreneurs use are generally without exception homogeneous. This 

is first of all a result of their immense use of strong networks such as the institutions of family 

and friends which we have had confirmed by all our academic experts. Mexican women 

entrepreneurs follow the classical trend of using a high proportion of kinship ties in their use of 
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networks such as children, husbands, siblings, parents and friends. In the case of our women 

entrepreneurs, their business partners all turned out to be close family relations and therefore, 

they overlap with the other kinship ties. This further confirms the significant use of close ties 

since they could have chosen to team up with old work colleagues, old class mates or someone 

from an entrepreneurial forum but instead they have chosen family ties. On a broader plan, a 

high number of family members are hired to work within the women entrepreneurs’ businesses. 

Zabludovsky (2000) discovered that 68% work with family members and 23% with friends. 

 

The Mexican women entrepreneurs’ behaviour is, however, very natural since most people 

according to Aldrich and Kim (2005) are more likely to associate with people with similar 

backgrounds. Unfortunately, the result is that the women entrepreneurs have a large proportion 

of homogeneity in their networks since the strong networks they use share the same demographic 

and personal characteristics. The social capital gained is therefore often redundant due to the lack 

of diversity and variety. Nevertheless, one type of embedded resources, which the women 

entrepreneurs do attain from their homogeneous networks, is psychological, moral and personal 

support  

 

A very interesting discovery, however, in relation to the amount of homogeneity within the 

Mexican women entrepreneurs is the fact that it is not just seen in relation to an overtly 

concentration of strong networks. Despite the fact that it is not very likely that a weak network 

can also be homogeneous it does happen. In the case of women entrepreneurs in Mexico and 

their use of weak networks such as business organisations and associations, we find that these 

are occasionally homogeneous in contrast to the natural tendency to combine such with 

heterogeneity. The women entrepreneurs within the business associations all possess the same 

socioeconomic features as well as sex. Even though the members of for example AMMJE come 

from different sectors and labour markets they find themselves in an organisation with other 

women entrepreneurs who hold the relatively same position in the social hierarchy. This means 

that the social capital obtained from some business associations for women entrepreneurs in 

some cases is redundant. As Villagómez pointed out, AMMJE might be the most important 

association for women entrepreneurs; however, it has not had the necessary national and 

international transcendence due to the lack of capacity of the Mexican women entrepreneurs to 

exploit la collective action as a favourable strategy for their firms. This is why she considers 

women associations as a homogeneous network with little impact for the women entrepreneurs. 

Nonetheless, as it is the case with the strong networks of family and friends, these associations 
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and organisations have an important effect in terms of providing empowerment as well as 

personal and psychological support. 

7.4.1.5 Heterogeneous Networks 

In relation to the statements above, the Mexican women entrepreneurs generally do not have 

many heterogeneous networks neither in relation to their strong or their weak ties according to 

the findings of our academic experts. Our own findings, however, show that our women 

entrepreneurs who are members of business associations claim that they get a lot of non-

redundant resources such as access to learning about business conduct, access to new business 

opportunities, new information and knowledge, access to better suppliers and training 

opportunities for staff, and finally, promotion of their products and services.  We do additionally 

find examples within the academic elite showing that women entrepreneurs who have been 

active members of mixed organisations have acquired more social capital than have women 

entrepreneurs in business organisations for women entrepreneurs alone. This is because these 

organisations are more heterogeneous in terms of membership characteristics and the non-

redundant resources provided. These network do not yield the same level of support for the 

Mexican women entrepreneurs however, they do make the transition from idea to action more 

rapidly. 

7.4.1.6 Discussion of Homogeneous and Heterogeneous Networks 

In relation to the theoretical classification we have determined that the existence of homogeneity 

is predominant in relation to the Mexican women entrepreneurs’ networks whether we are 

dealing with weak or strong ties. In relation to this, there are though certain aspects, which are 

important to discuss. There is no doubt that the overall focus on strong networks in terms of the 

inclusion of such institutions as the family and friends in particular also brings along 

homogeneity. The surprising fact is, however, that the Mexican women entrepreneurs also face 

homogeneity within their weak networks since these are mostly related to heterogeneity because 

they represent possible bridges to non-redundant social capital, unattainable in a homogeneous 

network.  

 

According to certain academic experts, the most important business organisation for women 

entrepreneurs, AMMJE, is homogeneous. It does supply social support but at the cost of 

sacrificing the necessary instrumental support needed for economic achievement. All our 

academic experts agree on the importance of being members of business association and 

organisations for entrepreneurs. Moreover, our women entrepreneurs who are members of 
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AMMJE express positivism in term of the social capital extracted. The non-members generally 

utter an interest in becoming members. Nevertheless, this is where we reach the core of the issue 

because agreement does not exist in relation to which associations are the most beneficial in 

terms of providing non-redundant resources. According to some experts, mixed organisations are 

useless since the women entrepreneurs are not allowed to participate actively and thus, gain 

access to the diverse resources whereas others believe that these are far more beneficial and 

heterogeneous. Additionally, some of our women support this notion by claiming that despite the 

fact that women entrepreneurs’ organisations are easy to find they are not effective enough in 

practice or they do not provide the necessary resources. Hence we can conclude that the business 

associations, as they are today, can provide important personal, moral and psychological support 

and partly also business related support, although it is done in a homogeneous network, but the 

women in the associations are do not sufficiently succeed in bridging the structural hole found in 

these networks. 

7.4.2 Network Interaction 

We apply the idea of three different ways of interacting that explain how the Mexican women 

entrepreneurs use the different institutions in their networks in order to get social capital. In 

relation to interaction, Woolcock (2001) states, that it is the different combinations of the three 

interaction modes that are responsible for the outcomes the women entrepreneurs get. 

7.4.2.1 Bonding 

As we explained in the theoretical framework, the act of bonding creates close and interpersonal 

relationships between people of similar demographic characteristics, such as family members, 

neighbours, close friends and work colleagues. Bonding is an interaction type inextricably 

implicit in the creation of homogeneous and strong networks. First of all this is in alignment with 

Zabludovsky’s (2002) discoveries; that Mexican women entrepreneurs generally combine 

business with institutions such as the family, friends and occasionally employees and integrate 

these into their strong networks. The immense importance of family and close ties such as 

“commadres” and “compadres” also has a reciprocal effect when it comes to the women 

entrepreneurs adopting bonding as their main way of interacting. 

 

According to our own findings all of the women had other entrepreneurs among there family 

members. The academic experts found that the large majority of women entrepreneurs have 

either or both male and women entrepreneurs within their close family. INMUJERES also 

discovered that 71% of the women entrepreneurs had entrepreneurs within their family. This is a 
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factor that increases the level of bonding further since it is possible for the women entrepreneurs 

to find social capital in the form of advice, experiences and support within their families. This 

way they can avoid the need to interact too much with people outside the strong and 

homogeneous networks since they are able to find people with entrepreneurial experience within 

their family network to turn to regarding whatever problems they might face concerning their 

business conduct. It is furthermore assumable that bonding with family members naturally 

involve more trust than if the entrepreneur woman was to establish the same type of relation with 

a non-family network tie. Another example of the underlying reciprocity in the act of bonding in 

relation to the Mexican women entrepreneurs is the fact that all our women entrepreneurs had 

found their business partners within their family. Their business partners were husbands or 

partners, siblings, parents or unspecified family members. 

 

The most interesting aspect of bonding is the reinforcing effect. While the act of bonding is a 

natural outcome of the intense focus on the strong and homogeneous networks including the 

institutions of family and friends, this also further reinforces the high concentration of such 

networks. The Mexican woman entrepreneur is accustomed to bond as a result of the importance 

of her strong networks, which in return makes her use bonding even more as her most common 

interaction mode. As Villagómez (2009) declares, the women entrepreneurs have a tendency to 

copy the organisational structure applied in their household and home to their firms because this 

is the most natural extension of the latter mentioned focus. We have seen that this becomes 

further accentuated by the fact that they tend to surround themselves with family members and 

friends i.e. they hire them as employees or they have them as their business partners. Hence, the 

wish to form interpersonal and close ties becomes an innate characteristic of the women 

entrepreneurs’ way of interacting both at home but also in relation to how they run their 

business. Overall this creates a reinforcing and reciprocal circle where bonding is both a result of 

the importance of the family as a network as well as the reason for why the strong and 

homogeneous networks remain so concentrated and persistent. 

7.4.2.2 Bridging, Linking and Structural holes 

Where bonding relates to the interaction of the Mexican women entrepreneurs concerning the 

formation and securing of strong networks, bridging and linking relates to the formation of weak 

and mainly heterogeneous ties. Hence, it is the interaction with people sharing different 

characteristics either having the same social standings or being at a higher level. Bridging is the 

form of interaction applied by the women entrepreneurs when creating weak ties horizontally at 

the same social standing whereas linking is at done vertically creating links to people in positions 
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of authority across power differentials. Both types of interactions join clumps of people together 

that would otherwise have little or no contact with each other and they overcome the structural 

holes, which separate these non-redundant sources of social capital. 

 

Mexican women entrepreneurs’ networks are rich in structural holes and if able to bridge and 

link these, the women will hold a competitive advantage due to the social capital attainable in 

them. One thing is evident, however, that in order for a network to be beneficial, one needs to 

invest time in it. As Guadalupe Serna specified: “la pertenencia a una red y la inversión de 

tiempo en consolidarla o intentar formar alguna, cuando no se tiene, es fundamental para lograr 

el éxito en el mercado” (Serna 2003). According to all our academic experts, there is significant 

social capital to gain within the business associations for women entrepreneurs as well as 

entrepreneurs. This is the reason why it is important for us to see how Mexican women 

entrepreneurs make use of linking and bridging as ways of interacting in relation to business 

associations. Unfortunately, most evidence from the academic elite relating these interaction 

types is not overtly positive. Whereas Villagómez (2009) claims that Mexican women 

entrepreneurs are good at using their networks but this relates mainly to their ability to bond. The 

general notion is that Mexican women entrepreneurs are not good enough at bridging or linking 

to benefit from the full potential of their networks. 

 

First of all, while they might have weak ties such as the business associations within their 

networks, they are still not good enough at bridging. This is due to the fact that the real goal of 

bridging is not just to create weak ties, but also to create weak and heterogeneous ties. 

Membership of such weak network ties such as business associations must be active and not 

passive, which according to our academic experts regrettably is not the case in relation to many 

of the Mexican women entrepreneurs. Zabludovsky (2000) states that they should diversify their 

membership and amplify the scope of the actions of the existing women business owners’ 

organisations as well as improve linking to different private and public sectors in order to 

influence policy measures that may affect their interest. Serna also highlights the lack of active 

participation. 

Nonetheless, the academic experts are not fully agreeing on the issue of interacting. Villagómez 

observes a lack of efficiency in the women’s participation and interaction in business association 

as for example AMMJE. She says that the women entrepreneurs have not been successful 

enough to bridge successfully within entrepreneurial and commerce chambers in order to obtain 

more non-redundant resources. Contrarily, Serna presents evidence that interaction within these 
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types of organisations has been difficult for the women entrepreneurs due to discrimination. It is 

a challenge to overcome the male dominance within such. The problem might be that women 

entrepreneurs for example within the chambers of commerce to a larger extent carry out support 

functions or service-related activities instead of bridging and linking more specifically and 

targeted within the organisations. Villagómez (2009) declares that Mexican women 

entrepreneurs should bridge more to mixed organisations and not only to the associations 

exclusively for women. The structural holes, which the women entrepreneurs would overcome 

by bridging more actively to such organisation would enhance their competitiveness and grant 

access to non-redundant resources such as for example alternative business or management ideas 

or different organisational strategies. This is why she considers business associations for women 

entrepreneurs as homogeneous networks with little non-redundant information to gain. 

 

In relation to the Mexican women entrepreneurs’ ability to link over structural holes, the 

conclusion is that they are not effective enough in terms of linking to public and governmental 

pressure groups. Nevertheless, linking in this sense can be somewhat difficult to measure in 

relation to the women entrepreneurs. Evaluating the women entrepreneurs’ ability to link is 

challenging due to the fact that these vertical ties can be present in the shape of “compadres” or 

“comadres” within the women entrepreneurs’ strong networks. The segment of women 

entrepreneurs investigated in this project is found within the middle or higher social class. It can 

therefore be assumed that they within their strong networks have access to network contacts of 

high or influential positions, making the need to link less important. 

 

Another aspect where the contradictions once again become evident is concerning related issues 

such as corruption and nepotism. Within our women entrepreneurs we have had examples of 

women expressing frustrations regarding the difficulties of penetrating the market as well as 

keeping a high level of professionalism due to these problems. There is a risk, to a certain extent, 

that the mechanisms the women use to try to get around these issues, are the same mechanisms 

that contribute to the malicious circle. While bonding is a result of the dynamics and structure in 

the Mexican society it is also an interaction form which unfortunately might reinforce such 

actions, making linking and bridging difficult and perhaps even useless for the Mexican women 

entrepreneurs. We mentioned that it is important for the women to have a strong network of 

kinship ties and close friends. However, at the same time, the issue of favouring some over 

others, which the use of the strong networks can cause, worsens the problem (too homogeneous) 



  105 

and it becomes very difficult to break the circle and start to depend on weaker and most 

importantly heterogeneous networks. 

7.4.2.3 Social Capital and Consciousness of Interaction Methods 

In relation to the above discussion it becomes even more interesting to see how the women try to 

benefit from the social capital embedded in their networks and how conscious they are of their 

own network use. 

 

One of our main observations relates to the fact that many of the Mexican women entrepreneurs 

we have come across are aware of the value of network ties in relation to their entrepreneurial 

activity. The women are conscious of the benefits that for example a membership in a business 

association can bring to their company, in terms of training, promotion of services and products 

or in order to get to know other entrepreneurs and share experiences. However, we also detected 

a lack of awareness in terms of understanding the value of social capital embedded in their 

networks. The women are not critical enough as to what their attempts to networking bring them 

in terms of resources for their companies. As Aldrich and Kim (2005) highlight entrepreneurs 

will forfeit potentially valuable relationships because they have no clue as to which network 

paths they should pursue. People often ignore potentially valuable relationships and 

unknowingly cultivate ties that harm them. This is why it is important for the women to know 

exactly what the different institutions they use in their networks offer. 

 

Villagómez has expressed that she found that the Mexican entrepreneur women use their 

networks well. She says that, although they do not use them in a pre-defined conscious way the 

women know how to manage their networks, exchange favours as well as manipulate them 

(Villagómez Valdés 2009). In this context she was talking about the regular strong network ties 

that the women bond with. The women are not particularly conscious about their use of the 

different weak and heterogeneous network ties as well as how to bridge the structural holes 

between them. The women are very much aware of their different roles and responsibilities but 

not so much as to how their network use influences their activities. 

 

When it comes to social capital we must differ between non-redundant resources and redundant 

resources. Neither types of social capital can be excluded, they are important in each their way. 

While some resources might be redundant within strong networks they do provide essential 

personal support, which is also a type of social capital. We saw this in relation to how the 

women use their strong networks, for example for financial, moral support or for childcare. This 
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support is without a doubt crucial for the women entrepreneurs to be able to run their firms 

successfully. The non-redundant resources are more relevant in relation to the business conduct 

such as expansion, new business opportunities, training, promotion, internationalisation, more 

effective organisational structure, occasionally financing etc. We saw, in our group of women, 

that they particularly try to seek this type of resources in for example AMMJE. In order to get 

the maximum benefit from these resources in the networks the Mexican women entrepreneurs 

must be more conscious of amplifying the type of institutions they use and the way they use 

them. The problem relates to the drawbacks of homogeneous networks and the challenge in 

seeking out diversified networks that can offer relevant social capital for the women’s 

businesses. The more invested in the trust and consolidation of the networks the greater the 

rewards can be. Thus, in order to benefit from the social capital that is embedded in the women’s 

networks they need to be more conscious and critical towards their own use of these networks. 

They need to establish parameters for the resources they need, as well as where and how they are 

able to find them. 

 

8. Conclusion 
This research was initially inspired by an interest in how the Mexican women entrepreneurs use 

their networks as well as how this affects their entrepreneurial activity. As Aldrich (1989) stated, 

networking is a fundamental component of the entrepreneurial process because entrepreneurs are 

embedded in social contexts that channel and facilitate as well as constrain and inhibit their 

activities. As we have learnt, the positions that women adopt and the ways they interact in their 

networks influence their ability as entrepreneurs to acquire and use relevant resources. This led 

to the question: “How do the Mexican women entrepreneurs use the different institutions in their 

networks and do they benefit from the social capital embedded in these networks?” Although 

entrepreneurship is widespread in Mexico, in-depth research within particularly the aspect of 

networking of women entrepreneurship is still scarce. Therefore we decided to base our analysis 

on the already existing general studies, as well as supplementing with out own collected more 

specific data.. 

 

First of all, it was confirmed that the women entrepreneurs’ strong network ties are, without a 

doubt, the most dominant. Our analysis shows that among these the family is the most used 

institution. The family is the most importance in the initiation of the women’s businesses as well 

as the financial support they provide. In relation to the personal aspects it is also mainly the 

family and friends that the entrepreneur women turn to for support and resources. The 
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significance and implicit level of trust in the strong network ties makes bonding the most 

prevalent interaction mode for Mexican women entrepreneurs. Regarding weak ties, there is a 

tendency that they are becoming more important the more established the women’s businesses 

become. The weak network ties mainly fulfil the role of providing support of technical, business-

related or pragmatic character for the women. 

 

An important acknowledgement in this analysis has been the difficulty to determine a network as 

strong or weak. We, therefore, conclude that it is limiting to make classifications merely on the 

basis of the theoretical definitions of strong and weak ties. Firstly, the women’s network ties can 

overlap. For example, we discovered that all of the women’s business partners were family 

members and that they also often hire such as employees. Secondly, it is hard to measure the 

strength of a tie in regards to purely theoretical principles without taking the context into 

consideration. According to the theoretical explanation, the idea is that strong and weak 

networks yield different types of social capital. Whether the resources in the networks are 

obtained from one or the other categories can differ and both types are relevant and necessary for 

the women entrepreneurs. In practice, the extraction of embedded resources does not solely 

depend on whether a network is strong or weak but also on whether it is of homogeneous or 

heterogeneous character. This is again, affected by the particular socio-economic level that is a 

condition for whether the social capital, within a weak, network is non-redundant or not. We 

discovered that what initially appeared to us as a group of entrepreneur women part-taking in 

business associations, supposedly providing the possibility of bridging between weak network 

ties, turned out to be a group of women networking in a very homogeneous group. Therefore, we 

believe that the classifications of strong and weak networks are inadequate if they are to say 

something about what type of social capital the women entrepreneurs can gain. They must be 

combined with the concepts of homogeneous and heterogeneous networks. 

 

Regarding the issue of homogeneous and heterogeneous networks we discovered that the 

Mexican women entrepreneurs’ networks are generally homogeneous. We see this as a result of 

the immense importance of their strong network ties as well as the role of the family, concerning 

both personal as well as business aspects. This leads us to conclude that the social capital the 

women have access to is mostly redundant. A positive factor is, nonetheless, that the women 

obtain an enormous amount of support from their strong network ties, which is a reaction to the 

societal structures as well as the insufficient support from the institutions. Due to the importance 

and frequent use of strong ties, the Mexican women entrepreneurs are accustomed to bond, 



  108 

making it the women’s most common interaction mode. The result is a reinforcing and reciprocal 

circle where bonding is both a result of the importance of the family as a network as well as the 

reason for why the strong and homogeneous networks remain so concentrated and persistent. 

 

Mexican women entrepreneurs do make an effort to use their weak network ties for example 

through membership in business associations. In relation to the opportunity of getting access to 

non-redundant resources it becomes problematic since the weak ties turn out to be homogeneous. 

While the Mexican women entrepreneurs’ networks and especially the weak networks are rich in 

structural holes, they are not sufficiently able to bridge and link these, gaining access to the 

embedded social capital. According to all our academic experts, there is significant social capital 

to be gained within for example the business associations for entrepreneurs. However, while the 

women might have weak ties they are still not good enough at bridging and creating weak and 

heterogeneous network ties. 

 

Furthermore, in relation to the Mexican women entrepreneurs’ ability to link over structural 

holes, the conclusion is that they are not effective enough in terms of linking to public and 

governmental pressure groups. Evaluating the Mexican women entrepreneurs’ ability to link is 

challenging due to the fact that these vertical ties can be present within their strong network ties. 

It can therefore be assumed that they already through their strong network ties have access to 

network contacts of high or influential positions, diminishing the need to link. Moreover, there is 

a risk, to a certain extent, that the mechanisms the women entrepreneurs apply in order to get 

access to these authorities, are the same mechanisms that contribute to the malicious circle of 

favouritism. While bonding is a result of the dynamics and structures in the Mexican society it is 

also an interaction form which unfortunately might reinforce such actions, making linking and 

bridging difficult and perhaps even useless or unnecessary for the Mexican women 

entrepreneurs. We mentioned that it is important for the women to have a strong network of 

kinship ties and close friends due to the type of social capital that they supply. However, the 

women need to be more conscious and critical of their network use in order to determine how to 

best establish and maintain the networks that are the most beneficial for them in their 

entrepreneurial activity. In order to get the maximum benefit from these resources in the 

networks the Mexican women entrepreneurs must be more conscious of amplifying the type of 

institutions they use and the way they use them as well as interact actively in order to establish 

trust. The more invested in the trust and consolidation of the networks the greater the rewards of 

social capital from such can be. 
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9. Future Research 

As stated in the Introduction the aim of this project has been to provide insights and knowledge 

about the reality of Mexican women entrepreneurs’ network behaviour and to create a platform 

for further studies within this unexplored area. While doing research for this project, we quickly 

discovered that our particular field of study contains many interesting elements, which we due to 

our project limitations were unable to investigate more thoroughly. We had to limit our study to 

a specific focus, which forced us to choose not to include equally interesting areas and 

approaches. This chapter will present some of the ideas that we have found for possible future 

research. These ideas are natural extensions of our research and will hopefully motivate others to 

continue investigating this field. 

 

In relation to the latter, it would be interesting to continue to investigate the driving forces that 

motivate Mexican women entrepreneurs to engage in entrepreneurial activity. Gina Villagómez 

told us in an interview that a new generation of entrepreneur women is emerging. These younger 

entrepreneurs, she says, are motivated by other factors than their elder generations. Many 

business schools in Mexico are educating more and more students to embrace the 

”entrepreneurial spirit” and the younger generations are adopting a different perception of what 

it means to be an entrepreneur. Therefore, it could be of relevance to study the effects of push 

versus pull motivations of this group more in details as well as the change in identity within this 

particular group of entrepreneurs. 

 

Studying the younger and upcoming generation of women entrepreneurs in Mexico naturally 

brings us on the aspect of education. Education is also an encouraging factor when it comes to 

motivating women to pursue entrepreneurial activities. We asked our group of women to what 

extent their education had an influence on their choice of becoming entrepreneurs. A few women 

answered that it had a direct relation to their education but regarding the remaining women other 

factors proved more influential. It would, however, still be interesting to study the role of the 

educational institutions in promoting entrepreneurship as well as shaping future entrepreneurs to 

best meet the challenges they are most likely to face. 

  

In the very beginning of our investigations, we made the decision to as far as possible avoid 

entering the gender debate regarding Mexican women and male entrepreneurs. It is, however, 

difficult to study a group of women in a context where many male-dominated traditions still 

affect many spheres of their lives. Nonetheless, it would be interesting to look even further into 
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this aspect, especially considering the many new initiatives taken by the current government in 

relation to women’s rights and violence against women. By adopting a gender focus the project 

would be able to show other sides to the study of the women’s identity and the effects their 

entrepreneurial activity has gender roles as well as vice versa. Furthermore, this would have 

included the aspect of culture to a larger degree, which has not directly formed a part of our 

study. Nevertheless, it has indirectly played a role. Looking at entrepreneur women through 

cultural lenses and perhaps making a cross-cultural comparison with another country or region 

would have been very interesting to do. 

 

In line with this, it could furthermore be relevant to look at the link between the domestic sphere 

and the work sphere. Villagómez pointed out that many women entrepreneurs in Mexico copy 

their domestic organisation and implement this structure in the context of their businesses. Often, 

she adds, the women adopt the same roles as they have at home towards their employees. This 

type of study would require, firstly, a more in-depth anthropological study of the businesses’ 

organisational structure, but secondly, a specific focus on leadership and management and the 

effects of these on the business conduct and success. 

 

In connection with the debate on the role of the domestic organisation we saw in our project the 

immense role of the family as an institution in the lives of the entrepreneur women. We also 

discovered the important role they play in relation to providing financing and economic support 

for the women. The aspect of finance is a challenging issue. The discourse of the current 

government emphasise the promotion of small and medium-sized firms as well as an 

augmentation of the number of women participating in entrepreneurial activities. A crucial 

element in relation to this is how the entrepreneurs obtain finance and credit resources for their 

businesses. In relation to our study of the use of network and the importance of the family a 

natural and equally interesting study area could be regarding financial options for women 

entrepreneurs and the challenges there are in this area. It should, however, be mentioned that it is 

very difficult to obtain information about this subject due to the lack of transparency and 

willingness in Mexican society in terms of part taking in investigations regarding personal 

financial situation. 

 

Considering the role of business associations as a network for our women entrepreneurs, it would 

be further obvious to study the actual benefits gained from participation in such associations. A 

focus could be on the differences between the governmental organisations and the private 
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business associations as well as the advantages they bring to the women entrepreneurs. It could 

be even more interesting to compare women business associations with regular associations 

which include members of both sexes and assess the different effects each have in helping the 

women improve their business conduct. 

 

Finally, looking at how the women can best conduct their businesses could also have been an 

interesting research area. In order to judge what is best, certain success criteria need to be 

established. The women face the same challenges, however, some women succeed in 

overcoming these challenges and grow more than others. Both in relation to the women’s use of 

networks as well as on a more general level, it would be interesting to see how the most 

successful women run their activities as well as determine which practices are best to be copied 

by other women entrepreneurs in order to enhance efficiency, growth and better conditions for 

the women entrepreneurs in Mexico. 

 

The above mentioned suggestions and ideas could provide new insight into several related 

issues: for example why the proportion of women in the entrepreneurial population is so low, 

why women entrepreneurs are concentrated in certain limited sectors of the economy, why 

women-owned businesses grow more slowly than men’s and, perhaps what adaptive strategies 

women entrepreneurs might pursue as they enter business. Hopefully, future research in this field 

will include some of these aspects. 
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1. List of Interviewees - Academic Experts 

 

Interviewee: Institution: Relevant Research Area: 

Brigida del Carmen 

García Guzman 

(Demographer) 

Colegio de México Demographic and urban studies, gender 

relations, women in the labour market & 

economic development, family dynamics & 

domestic organization 

Carla Pederzini 

Villarreal 

(Economist + 

Demographer) 

Universidad 

Iberoamericana 

Population, demographic studies and 

urban development studies, education and 

gender, migration and micro and small 

businesses 

Gina Zabludovsky 

(Sociologist) 

Universidad 

Nacional Autónomo 

de México 

Women business owners and women 

managers in Mexico, business 

organisations in Mexico and women 

entrepreneurs in urban areas, social 

science studies 

Gina Villagómez Valdés 

(Anthropologist) 

Universidad 

Autónoma de 

Yucatán 

Entrepreneur women in Yucatán, gender 

studies, violence and women, women 

leadership, company work culture.  

Guadalupe Serna 

(Sociologist) 

Instituto Mora Entrepreneur women in medium-sized 

cities in Mexico, women entrepreneurs and 

women managers in Mexico and Chile, 

social anthropological studies. 

Maria Edith Pacheco 

Gomez Muñóz 

(Demographer) 

Colegio de México Population studies, demographic and 

urban development, and female labour 

market participation 

Mercedes Barquet 

Montane 

(Anthropologist) 

Colegio de México Women’s studies, gender issues, cultural 

transformations, feminist theories, political 

processes 

Patricia López Rodríguez 

(Economist) 

Universidad 

Iberoamericana 

Economics, social capital 
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2. List of Interviewees - Women Entrepreneurs 

 

Entrepreneur 

Woman 

Type of Business  No. of 

employees 

City State 

M1 CENDI pre-school 3 - 5 Cuernavaca Morelos 

M2 Beauty salon & renting/sales of 

property 

10 - 19 Cuernavaca Morelos 

M3 Producing cushions, bags and 

accessories 

6 - 9 Mexico D.F. 

Guadalajara 

Estado de México 

Jalisco 

M4 Two cafés specializing in tea & 

distributing tea and accessories 

3 -5 Mexico D.F. Estado de México 

M5 Typography and printing 

company 

6 – 9 Durango Durango 

M6 Training (capacitación) in 

beauty services as well as 

providing esthetical services 

10 – 19 Durango Durango 

M7 Confection of stuffed dolls 6 – 9 Cancún Quintana Roo 

M8 Real estate & property sales, 

renting and buying 

3 -5 Tuxtla 

Gutierrez 

Chiapas 

M9 Buying/selling furniture and 

household items 

10 – 19 León Guanajuato 

M10 Selling water purification 

systems, as well as products for 

renewable energy 

6 – 9 Naucalpan Estado de México 

M11 Hotel services 10 – 19 Coatzacoalcos Veracruz 

M12 IT-firm 10 – 19 Mexico D.F. Estado de México 

M13 

 

Selling, buying, installing and 

repairing air-condition and 

ventilation equipment 

3 -5 Cuernavaca Morelos 
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3. General Questions for Academic Experts 

 

Development: 

o How do women entrepreneurs affect Mexico’s social and economic development? 

o What change has occurred in women’s role in development? 

o What role can women have in facilitating development in Mexico? 

o Could women be seen as a strategic resource in the social and economic development in 

Mexico?  

o What do you perceive the importance of women entrepreneurs is to the development of the 

economy? 

o Would it be improved if the number of women entrepreneurs increased? 

o Is Entrepreneurship important for the economy? 

 

Gender:  

o Does an increased level of women entrepreneurs in Mexico contribute to structural changes 

in society at the level of the private/public sphere, regarding gender relations? 

o How has the debate on gender changed? 

o Is there more gender equality today than 10 years ago? 

o How had the changes in gender relations (if any) changed female participation in the labor 

market and/or their ability to become entrepreneurs? 

o What challenges lie ahead in the debate on gender equality? And equality of opportunity? 

 

Labor Market: 

o How has the development of women in the labor market been? 

o What sectors do women mostly work in? 

o What is the biggest challenge for women in the labor market? 

o Has an infrastructure as well as a development and an implementation of economic initiatives 

fostering women’s business ownership been created i.e. one that includes both the public (all 

branches of the government) & private (profit-making corporations, non-profit and 

educational) sector and the women’s community (advocates, entrepreneurs) 

 

Research: 

o Has women’s entrepreneurship received increased scholarly attention? 

o Is research on women’s entrepreneurship flawed? If yes, how? 
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Ethnicity, class, generation:  

o Who are these women entrepreneurs? How does social class, political affiliation, 

generational differences, education, ethnicity, religious beliefs and other kind of identities 

affect women's participation and goals? 

 

Networking: 

o Which networks exist for women business owners? 

o Is networking widespread among Mexican women entrepreneurs? 

o What are the benefits of women entrepreneurs using their networks? What are the 

drawbacks? 

o How are the networks composed? Diverse/big/limited/strong/weak? 

o What characterizes Mexican women entrepreneurs’ use of their networks? 

o Do the network make up for lack of existing institutional support? 

 

Government Programs and Initiatives: 

o Has the institutionalization of the support systems for women entrepreneurs been studied?  

o How are the programs designed? How do they position women entrepreneurs? What is the 

public discourse on women’s entrepreneurship and what are its consequences? 

o What are the government programs, plans, subsidies and opportunities available and directed 

towards women entrepreneurs? 

o Evaluate whether or not these are useful – what are the success rates? Do they reach the 

one’s that they are intended for? 

o How is the legal framework in Mexico regarding entrepreneurs? How long time does it take 

to start a company in Mexico and does it take longer for women? If yes are there then any 

legal constraints or are the obstacles of a different nature? 

o Do women have completely the same legal right as men – in general and business-wise 

(remuneration, equality, contracts)?  

o Is there generally a focus at the moment on women or for that sake, general entrepreneurs in 

the government at the moment? 

o Is there increased focus on the education of women? What are the initiatives taken in order to 

secure that women go on to take higher educations than high school – what are the rates at 

the current moment? 
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o What about the difference between formal and informal – what is being done for women in 

the formal sector and what is being done in order to get women entrepreneurs over in the 

formal sector from the informal.  

 

Economy and finance – banks/credit institutes: 

o Do women encounter particular difficulties in accumulating start-up capital and access to 

financing? What are these? 

o Do some women business owner have better access to the investor/finance network than 

other business owners (women)? If yes then what characterizes the two types and what are 

the reasons that some have better access while other do not (is it family and connection, 

social position etc.)? 

o Why do women establish smaller businesses? 

o Is there a problem with women’s savings? What are the problems – a lack of savings culture 

for women? What about pensions – is it the same problems as in Denmark that women aren’t 

good enough at starting their pensions – they are often also a lot smaller… 

o Dependency on the men for savings? 

o What might be the reason for women entrepreneurs’ limited outlook in terms of industry 

choice and only catering to the local market thus, excluding the international market and 

more heavy industries – mostly retail and service industry. 

o Why do women borrow smaller sums? Reluctance to borrow larger sums + underestimation 

of financial requirements? 

o What are the bank regulations for obtaining loans for women – are there any differences i.e. 

discriminations? 

o What are the main credit obstacles? Is it obtaining the actual loans? 

o What are the demands for getting a loan? 

o Are women more likely to fail due to lack of access to finance? 

o Do women possess problems in assessing the initial needs – in terms of financial planning? 

o What do women generally use as collateral and what is their reluctance to do as the men’s – 

larger loans and less risk aversion? 

o According to you, what should/could be done to solve the problems regarding financial 

access, problems obtaining loans, women’s saving rates etc.  

o How does the bank get around the problem of lack of security? Are there any guarantee 

schemes? If yes please describe these – the traits and characteristics? 
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o Are there any combinations of loans, training and counseling – from banks? Special venture 

capital organisations? Funds? Government subsidies?  

o Are the loan guarantee schemes appropriate? How could they be improved? 

 

Social, gender and family: 

o What is the main gender issues/challenges regarding women entrepreneurs? 

o What are the main problems in relation to women entrepreneurs and their domestic relations?  

o What are the societal constraints regarding female entrepreneurs? 

 

Education/professors: 

o How do you evaluate the abilities of women students in terms of starting their own business? 

o How many women are doing a higher education? 

o What are the statistics in terms of women actually using this education for something 

afterwards? 

o Are the overqualified for the jobs that they get? 

o What are the courses offered for women regarding entrepreneurship? 

o Perception of the entrepreneurial spirit among the female students? Is it present? 
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4. First Questionnaire for Women Entrepreneurs 

 

Cuestionario para una mujer emprendedora (versión completa) 
 

1. Rango de edad: 

o Menores de 19 años o 19-29 o 30-39 o 40-49 o 50-59 o Mayores de 60 

 

2. Estado civil 

o Está casada o Soltera o Viuda o Divorciada 

 

3. Hijos 

o No tiene hijos o 1 hijo o 2 hijos o 3 o más hijos 

 

4. Si tiene hijos: su primer hijo nació antes o depués de que inició usted su negocio? 

o Antes o Después 

 

5. Máximo grado de estudios: 

o Bachillerato o Carrera Técnica o Licenciatura o Maestría o Doctorado 

 

6. Dónde estudió usted su carrera? 

Nombre de la institutión: ......................................................................................................... 

 

7. Familia 

Viene usted de una família con otros emprendedores? 

o si, hay emprendedoras o si, hay emprendedores o no, no hay emprendedores. 

 

8. Tiene usted un socio: 

o si, tengo un socio o no, trabajo sola 

 

9. Cuál fue su motivación principal para empezar su propio negocio? 

Del rango de 1-10, (si es relevante para usted) número 1 siendo la motivación más fuerte... 

o Por necesidad económica 

o Por más flexibilidad de su tiempo 

o Por falta de oportunidades de encontrar otro trabajo 

o Para realizar un sueño 

o Por un interés grande en el área donde tiene su negocio 

o Por motivación de un esposo/novio o familia 

o Porque no estaba feliz en su viejo trabajo 

o Porque tuvo que manejar el negiocio de su familia 

o Por una idea profitable que usted tuvo 
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o Para ser rica 

o Porque es la vía común por la educación que tomó 

o Outra razón – cuál? 

...........................................................................................................................................................................................

........................................................................................... 

 

10. Qué tipo de negocio tiene usted? 

...........................................................................................................................................................................................

........................................................................................... 

 

11, Por cuántos años ha tenido dicho negocio? 

o Menos de un año o 1-2 años o 2-5 años o 5-10 años o más de 10 años 

 

12. Número de trabajadores por intervalos 

o de 1 a 2 empleados o de 3 a 5 empleados 

o de 6 a 9 empleados o de 10 a19 empleados o más de 20 empleados 

 

13. Experiencia empresarial previa 

o Ningúna experiencia – solo estudiaba 

o Ningúna experiencia -  era desempleada antes 

o Experiencia en distintos sectores 

o Experiencia en el mismo sector 

o He tenido mi próprio negocio anteriormente 

 

14. Defina en qué etapa está su negocio/empresa 

o Concepto o Diseño o Prototipo o Producción o Venta en el mercado o Otro (especificar) 

........................................................................................................................................... 

........................................................................................................................................... 

 

15. En qué manera piensa usted que su carrera le ayudó a volverse emprendedora? 

...........................................................................................................................................................................................

........................................................................................... 

........................................................................................................................................... 

........................................................................................................................................... 

 

16. Hasta qué punto su ámbito social la impulsó a ser emprendedora? 

...........................................................................................................................................................................................

........................................................................................... 

...........................................................................................................................................................................................

........................................................................................... 
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...........................................................................................................................................................................................

........................................................................................... 

 

Redes/Networks Formales/Oficiales:  

(Redes institutionales/organizaciones para mujeres emprendoras/iniciativas privadas/programas gubernamentales 

etc.) 

 

17. Usted pertenezca a algún tipo de red/network oficial para mujeres emprendedoras?  

o no, pero me gustaría o no, no me interesa o si (especificar cuál/cuáles) 

...........................................................................................................................................................................................

........................................................................................... 

...........................................................................................................................................................................................

........................................................................................... 

 

(si usted participa en una red/network sigue contestando... si usted no pertenece a ninguna red/network contesta 

desde pregunta número 22!) 

 

18. En qué tipo de red(es) participa usted? 

...........................................................................................................................................................................................

...........................................................................................................................................................................................

...................................................................................................................................................................................... 

 

19. Para qué usa usted esa(s) red(es)? 

...........................................................................................................................................................................................

........................................................................................... 

...........................................................................................................................................................................................

........................................................................................... 

...........................................................................................................................................................................................

........................................................................................... 

 

20. Cómo le beneficia usted de participar en sus redes/networks? 

...........................................................................................................................................................................................

........................................................................................... 

...........................................................................................................................................................................................

........................................................................................... 

...........................................................................................................................................................................................

........................................................................................... 

 

21. Es importante para usted pertenecer a diferentes redes/networks (y por qué)? 

...........................................................................................................................................................................................

........................................................................................... 
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...........................................................................................................................................................................................

........................................................................................... 

 

 

22. Qué tan facíl es/fue encontrar redes/networks relevantes para usted? 

...........................................................................................................................................................................................

........................................................................................... 

...........................................................................................................................................................................................

........................................................................................... 

...........................................................................................................................................................................................

........................................................................................... 

 

Redes informales/Privadas: 

(Redes que consiste de familia, amigos, viejos colegas, viejos compañeros de estudios etc.) 

 

23. Usted usa su red/network informal/privada? 

o No, yo separo mi negocio y mis contactos privados o si, yo utilizo mis contactos privados para mi 

negocio 

 

(si, usted contestó que si, usa sus contactos privados para su negocio sigue contestando. Si no usa sus 

contactos privados conteste desde pregunta número 28!) 

 

24.  Cómo usan sus contactos privados? 

..........................................................................................................................................................................

............................................................................................................ 

..........................................................................................................................................................................

............................................................................................................ 

..........................................................................................................................................................................

............................................................................................................ 

 

25. Entre los contactos privados (familiares, amigos, viejos colegas, viejos compañeros de estudios, 

otros...) con cuál grupo tiene usted una mayor comunicación?  

..........................................................................................................................................................................

............................................................................................................ 

..........................................................................................................................................................................

............................................................................................................ 

 

(si usted ha usado sus redes oficiales Y privadas contesta abajo...) 
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26.  Usted se ha beneficiado más de su red oficial o su red privada? (explica por qué...) 

..........................................................................................................................................................................

............................................................................................................ 

..........................................................................................................................................................................

............................................................................................................ 

..........................................................................................................................................................................

............................................................................................................ 

 

Preguntas sobre el futuro y el aspecto de riesgo: 

 

27. Cuáles son sus planes para el futuro? 

..........................................................................................................................................................................

............................................................................................................ 

..........................................................................................................................................................................

............................................................................................................ 

..........................................................................................................................................................................

............................................................................................................ 

 

28. Usted tiene miedo de expandir su negocio/empresa? (explique por que) 

..........................................................................................................................................................................

............................................................................................................ 

..........................................................................................................................................................................

............................................................................................................ 

..........................................................................................................................................................................

............................................................................................................ 

 

Para su información: 
 
Este cuestionario es totalmente anónimo y hecho para una investigación de tésis sobre mujeres 
emprendedoras/empresarias en México de Maestría en Copenhagen Business School, Dinamarca. Sus 
datos serán usados sólo para documentación de que la persona que contesta este cuestrionario no es 
fictiva y para darle validez a nuestra investigación. 
 

 
GRACIAS POR SU TIEMPO!!!  

 
 

Nadia Masri-Pedersen y Irene Hvass 
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5. Second Questionnaire for Women Entrepreneurs 

 

Queridas Mujeres Empresarias, 

 

Muchas gracias por contestar el primer cuestionario. Fue muy interesante ver las 

diferencias y similitudes en las respuestas que nos dieron. Hemos llegado a la siguiente 

pregunta esencial para el trabajo de nuestra tesis: 

 

Qué redes usan las mujeres emprendedoras mexicanas y cómo las usan? 

 

Puede ser que de entrada esta pregunta suene muy fácil de contestar pero encierra 

muchos matices que nos interesa analizar. Al inicio buscábamos obtener una gran 

cantidad de respuestas, pero fue muy difícil alcanzar. Por eso les estamos escribiendo 

de nuevo a ustedes, 11 mujeres de todo México (D.F, Veracruz, Morelos, Jalisco, 

Durango, Quintana Roo, Guanajuato, Chiapas). Queremos usar sus respuestas como 

estudios de caso y por eso tenemos un par de preguntas más para profundizar nuestros 

resultados. Les agradeceríamos mucho que nos brindaran sus experiencias. Las 

preguntas giran alrededor del uso que cada una de ustedes hace de sus redes 

(networking), ahora entrando más en detalle, pues nos fascina estudiar la manera en 

que nos aprovechamos de nuestros contactos y conexiones y cómo esto incide en 

nuestros negocios. Al terminar la tesis vamos a compartir nuestros resultados con 

ustedes. Muchas gracias. 

 

Irene Hvass y Nadia Masri-Pedersen 
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Preguntas 

1) Con qué frecuencia recurres a las siguientes personas para obtener 

información/apoyo sobre asuntos financieros relacionados con tu empresa? 

(contabilidad, préstamos, consejos económicos etc.) (tachar una celda en todas las líneas 

por favor...) 

  Diario Semanal Cada dos semanas Una vez al mes Nunca 

Madre           

Padre           

Marido           

Hijos           

Hermanos           

Otros familiares (abuelos, tíos etc.)           

Amigos/Amigas           

Socio(a)s           

Clientes           

Viejos colegas           

Conocido/as            

Contactos financieros            

Contactos jurídicos y políticos           

Instituciones gubernamentales           

Asociaciones para emprendedor@s           

Emplead@s      
 
2) Con qué frecuencia recurres a las siguientes personas para obtener 

información/apoyo sobre mercadotécnica y para obtener clientes para tu empresa? 

(tachar una celda en todas las líneas por favor...)  

  Diário Semanal Cada dos semanas Una vez por mes Nunca 

Madre           

Padre           

Marido           

Hijos           
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Hermanos           

Otros familiares (abuelos, tíos etc.)           

Amigos/Amigas           

Socio(a)           

Clientes           

Viejos colegas           

Conocidos            

Contactos financiales/financieros            

Contactos jurídicos y políticos           

Insituciones gubernamentales           

Asociaciones para emprendedores           

Empleados      

3) Cuánto usas las siguientes personas para obtener información/apoyo sobre 

proveedores o para obtener recursos físicos para tu empresa? (contesta todos por 

favor...) 

  Diário Semanal Cada dos semanas Una vez por mes Nunca 

Madre           

Padre           

Marido           

Hijos           

Hermanos           

Otros familiares (abuelos, tíos etc.)           

Amigos/Amigas           

Socio(a)           

Clientes           

Viejos colegas           

Conocidos            

Contactos financiales/financieros            

Contactos jurídicos y políticos           

Insituciones gubernamentales           

Asociaciones para emprendedores           

Empleados      
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4) Cuánto usas las siguientes personas para obtener información/apoyo sobre la 

gestión de tu empresa y consejos empresariales? (contesta todos por favor...) 

  Diário Semanal Cada dos semanas Una vez por mes Nunca 

Madre           

Padre           

Marido           

Hijos           

Hermanos           

Otros familiares (abuelos, tíos etc.)           

Amigos/Amigas           

Socio(a)           

Clientes           

Viejos colegas           

Conocidos            

Contactos financiales/financieros            

Contactos jurídicos y políticos           

Insituciones gubernamentales           

Asociaciones para emprendedores           

Empleados      

5) Cuánto usas las siguientes personas para obtener información/apoyo sobre aspectos 

jurídicos o políticos de tu empresa? (contesta todos por favor...) 

  Diário Semanal Cada dos semanas Una vez por mes Nunca 

Madre           

Padre           

Marido           

Hijos           

Hermanos           

Otros familiares (abuelos, tíos etc.)           

Amigos/Amigas           

Socio(a)           

Clientes           
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Viejos colegas           

Conocidos            

Contactos financiales/financieros            

Contactos jurídicos y políticos           

Insituciones gubernamentales           

Asociaciones para emprendedores           

Empleados      

 

6) Cuánto usas las siguientes personas para obtener información/apoyo sobre aspectos 

tecnológicos para tu empresa? (contesta todos por favor...) 

  Diário Semanal Cada dos semanas Una vez por mes Nunca 

Madre           

Padre           

Marido           

Hijos           

Hermanos           

Otros familiares (abuelos, tíos etc.)           

Amigos/Amigas           

Socio(a)           

Clientes           

Viejos colegas           

Conocidos            

Contactos financiales/financieros            

Contactos jurídicos y políticos           

Insituciones gubernamentales           

Asociaciones para emprendedores           

Empleados      

 

7) Cuánto usas las siguientes personas para obtener apoyo psicológico, moral y 

personal? (contesta todos por favor...) 

  Diário Semanal Cada dos semanas Una vez por mes Nunca 

Madre           
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Padre           

Marido           

Hijos           

Hermanos           

Otros familiares (abuelos, tíos etc.)           

Amigos/Amigas           

Socio(a)           

Clientes           

Viejos colegas           

Conocidos            

Contactos financiales/financieros            

Contactos jurídicos y políticos           

Insituciones gubernamentales           

Asociaciones para emprendedores           

Empleados      

 

8) Cuánto usas las siguientes personas para obtener ayuda doméstica (cuidar a tus 

hijos, limpiar la casa, ir de compras etc.) ? (contesta todos por favor...) 

  Diário Semanal Cada dos semanas Una vez por mes Nunca 

Madre           

Padre           

Marido           

Hijos           

Hermanos           

Otros familiares (abuelos, tíos etc.)           

Amigos/Amigas           

Socio(a)           

Clientes           

Viejos colegas           

Conocidos            

Contactos financiales/financieros            

Contactos jurídicos y políticos      
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Insituciones gubernamentales           

Asociaciones para emprendedores           

Empleados      

 

(Si usted tiene socio/socia por favor contesta las preguntas 9 y 10 también) 

 

9) Cómo encontró usted a su socio(a) (a través de una organización, por relación 

personal, es un familiar, a través de un conocido... etc.)? 

.....................................................................................................................................................

.....................................................................................................................................................

.....................................................................................................................................................

.....................................................................................................................................................

.................... 

10) Cuál fue la motivación principal para tener un(a) socio(a)? 

.....................................................................................................................................................

.....................................................................................................................................................

.....................................................................................................................................................

.....................................................................................................................................................

.................... 

 

 (Si usted es miembro de una asociación para empresarias,  favor contestar las preguntas 11, 12 y 

13) 

 

11) Con qué frecuencia participa usted activamente en la asociación? 

D
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m

e

s 

     

 

12) De qué manera y en qué tipo de eventos participa usted en las actividades de la 

asociación para empresarias? 

.....................................................................................................................................................

.....................................................................................................................................................

.....................................................................................................................................................

.....................................................................................................................................................

.................... 

 

13) De todas las cosas que usted hace en la asociación, qué tipo de actividad le beneficia 

más y de qué manera? 

.....................................................................................................................................................

.....................................................................................................................................................

.....................................................................................................................................................

.....................................................................................................................................................

.................... 
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6. General Questions for Business Associations/Government organisations 

An example of the questions we sent to the president of AMMJE 

• Cuáles son las visiones de AMMJE? Cuál es la idea principal de su trabajo y la meta final? 
Cómo piensan ayudar a las mujeres emprendedoras/empresarias en una manera nueva? 

 
• Existen asociaciones con hombres y mujeres que logran presentar beneficios y oportunidades 

para los miembros femeninas igual que masculinos o es necesario tener una asociación sólo 
para mujeres para mejor atender sus necesidades? Por qué es necesario tener asociaciones 
exclusivamente para mujeres? 

 
• Existe estadística de los miembros de la red empresarial de AMMJE? Ha habido un 

aumento/una bajada en el número de mujeres empresarias en su asociación? Nos puede 
presentar alguna otra estadística sobre la participación en su asociación? 

 
• Han hecho evaluaciones sobre sus actividades? Será posible tener aceso a estas? 

 
• En respeto a ser miembro de su asociación, es suficiente solo ser miembro de una asociación 

o es necesario participar en varias para cubrir todas las necesidades de una 
emprendedora/empresaria? 

 
• En relación al grado de participación activa/passiva de los miembros, qué tan activa tiene que 

ser un miembro para beneficiar de su asociación? Usted sabe si las mujeres participan muy 
extensivamente o más esporadicamente? Es posible sólo ser un miembro pasivo? Y cuáles 
beneficios trae esto? 

 
• En comparación con el uso de redes privadas (familia y amigos por ejemplo) cómo 

complementa la participación en su asociación la información/beneficios que la mujeres 
pueden obtener? Ofrecen ustedes cosas que las mujeres no pueden obtener atraves de sus 
propios contactos? 

 
• Ha usted, personalmente, tenido experiencias con ser emprendedora? Cuál es su propia 

experiencia en la importancia del uso de redes? 
 

• Según su propia perspectiva, cómo le parece que las mujeres emprendedoras usan sus redes 
(o hacen "networking"). Son buenas en usar sus redes? Ha habido un cambio en como las 
mujeres emprendedoras usan sus redes? 

 

• Cúal es el desafío mayor hoy en día para una mujer emprendedora en México 
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7. Pictures from our Fieldwork 

 

Picture of the outside wall in from of Instituto Mora, Mexico City 
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Picture of one of the women entrepreneurs’ businesses, Mexico City 

 
El Colegio de México, Mexico City 

 

 
 

La Universidad Iberoamericana, Mexico City 
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An example of a Mexican Business 

 

 
 

A Mexican Shop in the outskirts of Cuernavaca 

 

 


