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Abstract
Purpose/objectives  The aim of this research is to explore the social networking 
behaviours of diaspora entrepreneurs (DE) and the effect of these networks on entre-
preneurial determinants. Specifically, we investigate the social interactions and net-
work ecosystems employed by Bangladeshi diaspora communities in Malaysia to 
achieve entrepreneurial success.
Design/methodology/approach  We applied an exploratory qualitative methodology 
to examine the nuances of diaspora in this emerging context, using in-depth inter-
views with Bangladeshi diaspora entrepreneurs in Malaysia.
Findings  Our findings demonstrate that diaspora entrepreneurs benefit from two 
types of social networking: ethnic ties and non-co-ethnic ties. The findings also 
establish that these social ties are built on two specific network motivators: (i) friend-
ship and personal/familial ties, and (ii) economic interest and mutual benefits. 
Originality  Our research contributes to the extant literature by shedding light on how 
diaspora entrepreneurs capitalize on personal networking to develop non-ethnic ties, 
and how this affects the subsequent identification and exploitation of opportunities 
in foreign markets. The research provides practical insights into how Bangladeshi 
diasporas leverage ethnic ties to build network relationships, in both their home and 
host countries.
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Introduction

A diaspora refers to a collection of individuals or ethnic groups who migrate from 
their birthplace and reside permanently in another country, while maintaining a psy-
chic link with their country of origin (Panibratov & Rysakova, 2021; Riddle, 2008; 
Syrett & Keles, 2022). According to McAuliffe and Ruhs (2017, p. 305), “Diaspora 
(often referred to as migrants), are the people who live outside their home country 
and whose identity and sense of belonging have been shaped by their migration expe-
rience and background”. In the international entrepreneurship and global mobility 
literature, transnational diaspora entrepreneurs are conceptualized as “migrants and 
their descendants who establish entrepreneurial activities that span the national busi-
ness environments of their countries of origin and countries of residence” (Riddle et 
al., 2010, p. 398). This makes them important drivers of development and economic 
growth in both territories (Brieger & Gielnik, 2021; Chrysostome & Nkongolo-Bak-
enda, 2019; Mutai et al., 2025; Rabbiosi et al., 2019). Diasporas are also known 
to contribute significantly to innovation and knowledge creation (Andonova et al., 
2023; Jensen et al., 2016; Naghavi & Strozzi, 2015; Schøtt, 2018; Thondhlana et al., 
2021). Diasporas often establish new contacts in the host countries as part of their 
migration experience for essential support, and to open doors for new opportunities 
(Karayianni et al., 2023). At the same time, they often maintain ties with their home 
countries where they draw on resources and advice from friends, relatives, and eth-
nic/cultural communities abroad (Karayianni et al., 2023). As such, studying diaspora 
entrepreneurship (DE) crosses many disciplines, due to the many related psychoso-
cial, economic, and cultural factors at play, which are of importance to international 
business and policy makers alike (Elo et al., 2022; Yesigat et al., 2024).

In their conceptualisation of transnational entrepreneurs, Drori et al. (2009, p. 
1001) note the importance of social networks, describing them as “social actors who 
enact networks, ideas, information, and practices for the purpose of seeking business 
opportunities or maintaining businesses with dual social fields”. The social networks 
of these diasporas are a key resource that affects entrepreneurial initiative and growth 
in host countries (Hoang & Antoncic, 2003; Rana & Nipa, 2019). By interacting 
with home and host country networks, they can attain required resources, and link 
customer bases, leveraging multiple opportunities by tapping into two cultural intelli-
gences (Ndofor & Priem, 2011). This can lead to improved information accessibility, 
human resources, and the minimisation of initial risks (Bagwell, 2018; Brzozowski et 
al., 2014; Williams & Krasniqi, 2018). However, social networks are often heterog-
enous due to the cultural differences inherent (Aluko & Mswaka, 2018; Michailova 
& Worm, 2003; Schøtt, 2018; Simba & Ojong, 2018). Every society has its tacit 
patterns of relationship building and interaction (Aluko & Mswaka, 2018; Chand & 
Ghorbani, 2011; Simba & Ojong, 2018). To recognise this nuance, we restrict our 
investigation to a specific cohort, Bangladeshi diaspora communities, exploring their 
social interactions and network ecosystem within the Malaysian context.

Our study employs social capital theory to examine the social network develop-
ment and use in this context. Social capital is conceptualised as “the sum of the 
resources, actual or virtual, that accrue to an individual or a group by virtue of pos-
sessing a durable network of more or less institutionalized relationships of mutual 
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acquaintance and recognition” (Bourdieu & Wacquant, 1992, p. 119). Since the 
dynamics of economic exchanges are embedded socially, examining social capi-
tal factors enhances our understanding of the functioning and network strategies 
employed by diaspora entrepreneurs (Stoyanov et al., 2018; Turkina & Thai, 2013). 
However, despite the importance and influence of social networks in entrepreneur-
ship and firm internationalisation, studies on DE have paid little attention to how 
diasporic social network ties are formed across countries. Empirical evidence further 
indicates that networking capability is a key predictor of venture success in underde-
veloped economies (Riaz et al., 2024), highlighting the importance of social ties for 
opportunity exploitation and business survival. Specifically, a theoretical understand-
ing of the effects of social capital on diaspora entrepreneurship at the micro-level, 
considering the networking and trustworthiness norms at play in a country, remains 
limited (Panibratov & Rysakova, 2021; Turkina & Thai, 2013). This gap is especially 
salient in developing-country contexts, where entrepreneurial activity is character-
ized by high uncertainty, institutional weaknesses, and limited formal support mech-
anisms. Prior studies suggest that under such conditions, informal network-based 
governance can substitute for deficient institutional structures and provide critical 
resources for entrepreneurs (Ba Awain et al., 2025; Cisi et al., 2020; Hjorts, 2015; 
Satar et al., 2024). We seek to address this gap by investigating Bangladeshi dias-
pora communities and their social interactions and network ecosystem within the 
Malaysian context. In doing so, we advance micro-level theorization of social capital 
by examining how networking practices and trust-based relations facilitate diaspora 
entrepreneurship in a developing-country setting. The following question will guide 
this study: How does the social network of Bangladeshi diaspora communities facili-
tate diaspora entrepreneurship in Malaysia?

This study makes several contributions to literature. First, we advance theoretical 
understanding and knowledge on the types of social networking within the context 
of diaspora entrepreneurship. We develop an integrated framework that delineates 
social network typologies within the Bangladeshi diaspora entrepreneurial commu-
nity in Malaysia. Second, while much of the past literature tends to show how a social 
network is used to develop ethnic ties within the diaspora entrepreneurship network 
(Elo et al., 2018; Minto-Coy, 2019; Panibratov & Rysakova, 2021; Simba & Ojong, 
2018; Stoyanov et al., 2018), this study demonstrates how Bangladeshi diasporans 
capitalize on both ethnic and non-ethnic ties to create entrepreneurial opportunities. 
Third, while entrepreneurship research increasingly recognizes opportunity exploi-
tation as a socially embedded process facilitated through networking, the extent to 
which networking activities shape entrepreneurial outcomes remains insufficiently 
theorized, particularly for diaspora entrepreneurs operating in developing host coun-
tries (Ba Awain et al., 2025; Satar et al., 2024). Existing DE studies have largely 
focused on outcomes rather than on the underlying social interaction processes and 
network ecosystems through which diaspora entrepreneurs mobilize social capital.

The remainder of this paper is structured as follows. First, we offer a critical 
appraisal of the existing literature on diaspora entrepreneurship and the role of social 
networking in facilitating entrepreneurship beyond national borders. Next, we pres-
ent our methodology and findings, which lead to our conceptual framework. The 
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paper concludes by discussing theoretical contributions, practical and policy implica-
tions, and avenues for future research.

Social networks on DE social capital

With international mobility and numerous economic and social factors influencing 
emigration rates, the diaspora community in many countries continues to rise (Guer-
rero & Hakak, 2019). Factors influencing migration include wars and poverty (Chrys-
ostome & Nkongolo-Bakenda, 2019), fulfilling the labour force requirements for the 
regional development of some countries (Aliaga-Isla & Rialp, 2013), rising need for 
specialized skills (Baycan-Levent & Nijkamp, 2009), and other demographic fac-
tors. Once migrated, many diasporans engage in entrepreneurial or self-employment 
options, oftentimes pushed by structural factors such as social exclusion and dis-
crimination, or poor access to labour markets due to education and language defi-
ciencies (Ojo, 2013). In turn, cultural factors, such as internal solidarity and loyalty, 
flexibility, personal motivation, strong work ethics, informal network contacts with 
the ethnic group, and flexible financing arrangements may spur more towards self-
employment options (Baycan-Levent & Nijkamp, 2009).

A social network is a “web of personal connections and relationships for the pur-
pose of securing favours in personal and/or organizational action” (Zhou et al., 2007, 
p. 674). Studying an entrepreneurs’ network can provide useful insights regarding 
their activities and their use of personal and professional contacts (Burt, 2000, 2009; 
Hosseini & Dadfar, 2012; Johanson & Kao, 2010). Since entrepreneurial firms have 
limited resources, social networks provide complementary resources essential to 
establish and run a new venture (Greve & Salaff, 2003; Moghaddam et al., 2018). 
In addition, social networks play a vital role in facilitating entrepreneurial learning, 
with context and network serving as essential learning mechanisms (Kebede, 2020; 
Wasim et al., 2024). Social networks act as a dynamic ecosystem where learning is 
enhanced through interactions and relationships, and this environment allows entre-
preneurs to continuously adapt, grow, and navigate the complexities of their ventures 
(Kebede, 2020; Wasim et al., 2024).

Social networking is especially important for immigrant entrepreneurs to access 
local contacts, localized knowledge and support (Turkina & Thai, 2013) and are thus 
an important resource for immigrant-run enterprises (Chung & Tung, 2013). Extant 
research points towards the value that DE derive from their immediate social net-
works includes access to finance, market knowledge and other resources (Evansluong 
et al., 2019; Lassalle et al., 2020; Meister & Mauer, 2019). In fact, many entrepre-
neurs choose their new territory based on network bonds, such as family, community, 
religious, socio-political, and economic ties (Bruneau, 2010), and on the ethnic rela-
tionships of their diaspora network (Harima, 2015). Often, for members of diaspora 
networks, new venture creation or new institutional creation follows a bottom-up 
process, using social networks and cultural intelligence to effect change (Rana & Elo, 
2017). Member entrepreneurs interact and share knowledge using a predominantly 
diaspora-based network, creating a culture of trust and reciprocity (Iyer & Shapiro, 
1999). This network helps to foster interpersonal relationships, which can reduce the 
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risk and cost of investment in their new market, thus reducing liability of foreignness 
(Elo et al., 2018; Harima, 2015; Stoyanov et al., 2018).

Social networks have also been linked to the concept of embeddedness, or “personal 
linkages; brokering relationships and dyadic economic interaction”, which allow an 
individual to feel connected and rooted within a social group or context (Bizzi & 
Langley, 2012, p.228). Noting the extent to which networks can help individuals feel 
connected, and their usefulness in formulating strategies, garnering resources and 
moving internationally, it is imperative that the social network of the diaspora entre-
preneur be further investigated. Transnational entrepreneurs are likely to build strong 
ethnic relationships both in their COR (Country of Residence) and COO (Country 
of Origin), a phenomenon known as dual embeddedness (Moghaddam et al., 2018). 
Extant research stresses the importance of social networking with ethnic and co-
ethnic groups when engaging in DE. However, due to their transnational status, DE 
are at risk of over-embedding within their social networks (Lassalle et al., 2020). Our 
study examines the concept of embeddedness to discern what strengthens this feeling 
of social and structural embeddedness for the DE in this context.

The spectrum of available resources, both tangible and intangible, found within 
social networks are typically referred to as social capital, a critical resource for the 
diaspora entrepreneur (Moghaddam et al., 2018; Prashantham, 2011). Social capital 
relates to the actual and potential resources rooted within a network, derived from the 
relationship between individuals or social units (Kontinen & Ojala, 2012). Rooted 
in sociology, the concept of social capital includes a network, its members, and the 
resources available through it (Lindstrand & Hånell, 2017; Portes, 1998). In a less 
tangible sense, social capital also encapsulates aspects of social norms and social 
contracts, noting inherent norms of reciprocity, cooperation and trust between actors 
(Nieto & González-Álvarez, 2016). Social capital can be categorized into three forms: 
bonding, bridging, and maintaining (Ellison et al., 2007; Williams, 2006). Bonding 
represents the relationship with family members or close friends and neighbours. 
Bridging establishes links among individuals, friends, and friends of friends (Wil-
liams, 2006). Maintaining embodies the ancestral relationship that preserved across 
generations (Ellison et al., 2007).

Drawing these elements together, social capital enacts the social network (Baron 
& Harima, 2019) which facilitates the exchange of knowledge and information 
among social actors (Bagwell, 2018; Williams & Krasniqi, 2018). This social capi-
tal helps diaspora to connect with new markets, suppliers, and potential business 
partners in the host country (Rusinovic, 2008; Singh & Koiri, 2018). It underlies 
the trust amongst people by measuring the intensity of interaction. A high level of 
social capital indicates mutual interdependence between social actors (Williams & 
Krasniqi, 2018). These relations can facilitate financial benefits, dependability and 
encourage diaspora to take risk to start a venture. Social capital also helps to reduce 
initial entry risk and uncertainty in the foreign market and assists diaspora making 
strategic alliances (Tata & Prasad, 2015; Masud, 2012). Diaspora tend to build their 
network within their community where information flow is significant, thus these 
network ties positively impact business success (Brzozowski et al., 2017). While 
noting its many positives, social capital in diaspora business can also create a myriad 



1 3

Journal of the Knowledge Economy

of relationship complexities stemming from family firms in COR, colleagues, trans-
national networks, and ethnic communities (Salaff et al., 2006).

Methodology

This study has adopted a qualitative methodological approach, which is considered 
a suitable approach for exploratory research of this nature (Andrade, 2009). When 
studying DE, it is imperative that context be considered as central to the behaviours 
of such groups. For example, using a sample of 3,593 Chinese entrepreneurs in China 
and 177 Chinese entrepreneurs residing abroad, Jensen et al. (2016) studied the ben-
efits of human and social capital for innovation, comparing Chinese entrepreneurs 
in China with Chinese entrepreneurs in diaspora. Their analysis highlighted several 
findings that appear to be contrary to extant DE thinking, noting that Chinese DE 
tended more towards public-sphere networking than private.

This study has selected the context of Bangladesh diaspora community in Malay-
sia specifically. Bangladesh is the sixth largest migrant-sending country in the world, 
with more than 13 million immigrants living abroad (Gigauri, 2021). Yet, showing 
their dual connectedness, Bangladeshi immigrants continue to play a critical role in 
the economic prosperity of their home country (Gigauri, 2021). In 2020, Bangla-
deshi nationals made up the third largest group of Asian immigrants in Malaysia, 
with around half a million Bangladeshi immigrants living there (Hirschmann, 2021). 
Malaysia is a popular destination for the Bangladeshi immigrants (Etzold & Mal-
lick, 2015). This is largely encouraged by Malaysia, with government incentives to 
promote relocation to their country, such as ‘Malaysia My Second Home (MM2H)’ 
long-term residency permit scheme introduced in 2002, where foreign nationals are 
required to invest a certain amount in Malaysia to avail the facility (Financial Express, 
2019). This incentive scheme approved applications for 11,820 Chinese immigrants, 
4,618 Japanese, and 4,018 Bangladeshis (Financial Express, 2019). The Malaysian 
government have also provided various policy incentives to attract foreign investors 
and entrepreneurs’ knowledge and wealth (Rahmandoust et al., 2011).

Semi-structured interviews with open-ended questions were used in the current 
study to collect data from the participants. Interviews are useful for “exploring the 
perceptions and opinions of participants regarding complex and sometimes sensitive 
issues and enable probing for more information and clarification of answers” (Bar-
riball & While, 1994, p.330). To maintain consistency in data collection, we applied a 
similar set of interview questions for all the participants. Table 1 presents the sample 
interview questions.

One of the authors of this study administered in-depth (45–60 min) interviews 
that facilitate creativity and self-expression. These open-ended questions related to 
participant migration status, social networks within their COO and COR, venture 
characteristics, personal traits, and demographic characteristics. Follow-up and prob-
ing questions helped the research team to obtain enhanced depth and clarity.

Participants were selected based on the following criteria: (i) a minimum length of 
residence in Malaysia of one year; (ii) ownership of a small or medium-sized enter-
prise (SME); (iii) initiation of business operations in Malaysia; (iv) active associa-
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tion with co-ethnic community organizations in Malaysia; and (v) being the primary 
decision-maker in the venture firm. These criteria ensured that participants possessed 
sufficient experiential knowledge of diaspora entrepreneurship within the Malaysian 
context. The study employed opportunistic (convenience) sampling to recruit partici-
pants from the Bangladeshi diaspora entrepreneurial community in Malaysia. This 
approach was deemed appropriate given the absence of a formal sampling frame for 
diaspora-owned SMEs and the dispersed, relatively inaccessible nature of the tar-
get population (Patton, 2015; Saunders et al., 2019). Opportunistic sampling enables 
researchers to recruit participants who are accessible and meet predefined inclusion 
criteria and is commonly used in exploratory and qualitative research involving hard-
to-reach populations.

Recruitment was conducted in two phases. In the first phase (fourth quarter of 
2017), sixteen eligible entrepreneurs were identified through community networks 
and approached directly. Of these, five agreed to participate in face-to-face interviews. 
In the second phase (first quarter of 2020), the eleven entrepreneurs who had initially 
declined were re-contacted to expand the sample and enhance the diversity of busi-
ness experiences represented. Seven additional entrepreneurs agreed to participate 
in this phase. The two-stage recruitment strategy resulted in a final sample of twelve 
participants, each representing a distinct diaspora-owned business (See Table 2). This 
approach reflects the iterative and pragmatic nature of qualitative sampling in con-
texts where access is constrained and participant availability is uncertain. The final 

List of 
Participants

Gender Age Education Year of 
Entry in 
Malaysia

Year of 
Experi-
ence in 
Malaysia

E1 Male 50 High 
School

1991 9

E2 Male 50 High 
School

1991 28

E3 Male 50 High 
School

1991 26

E4 Male 46 High 
School

1995 26

E5 Male 40 High 
School

1994 26

E6 Male 45 High 
School

1995 26

E7 Male 23 Graduate 2015 6
E8 Male 34 High 

School
2007 5

E9 Male 53 High 
School

1996 13

E10 Male 48 High 
School

2015 6

E11 Male 47 Graduate 2012 9
E12 Male 53 High 

School
1991 28

Table 1  Background Informa-
tion of Participants
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sample size was considered adequate for achieving analytical depth and thematic 
saturation within the scope of this exploratory study of diaspora entrepreneurship.

Thematic analysis was employed to interpret and classify the transcribed inter-
views and generate themes from the data (Braun & Clarke, 2006), using NVivo to 

Section Sample questions
Background information 
of participants

• When did you first come to Malaysia?
• How long you are staying in Malaysia?
• When did you open this business in 
Malaysia?
• What type of businesses you are 
involved in?
• How many employees work in your 
business? (Size of the business)
• How do you hire employees?
• Do you utilize your network to hire 
people? If so, how?
• What is the consideration you have 
taken to select your business location?
• Why did you select this customer 
group?
• Why did you decide to serve this 
community?
• How do you market/ create awareness 
of your business?
• How do you source your products?

The meaning of 
networking in the 
context of diaspora 
entrepreneurship

• What was the purpose of your coming?
• Why did you choose Malaysia to come 
and not any other country?
• Is there anyone you know before com-
ing to Malaysia?
• Did you get any help or encourage-
ment to come here from anyone, who 
are staying in Malaysia for sometimes?
• Is any of your relatives or friends live 
here and what type of connection you 
hold with them?

Social networking 
facilitating diaspora 
entrepreneurship

• Can you elaborate your entrepreneur 
journey- beginning stage, middle stage 
and expansion stage? Like how did 
you utilize your network to primarily 
establish your business?
• Do you think network plays any role 
to establish any entrepreneurial business 
in Malaysia?
• Did you only contact with your own 
clan or preferred to communicate with 
others as well?
• What is the relationship/what type of 
connection you had/have with Malay-
sian people (like Chinese/Malay/Indian) 
or with government?
• Does this relationship helped to en-
hance the entrepreneurship?
• How will you define the importance of 
network in diaspora community?

Table 2  Sample Interview 
Questions
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manage and facilitate the process. Grodal et al.’s (2021) data analysis technique was 
applied which includes three stages of data analysis: generating initial categories, 
refining tentative categories, and stabilizing categories. In stage 1 of the data analy-
sis, the authors of this study independently reviewed the transcripts, and identified 
themes based on the research questions. This practice identified total six themes on 
motivational factors driving diaspora social network, and a further 18 themes relat-
ing to the facilitating factors. In the second refining stage, the initial themes (2) were 
categorised under these motivational factors that drive the diaspora social network 
(i.e. friendship and personal/familial tie and economic interest and mutual benefits) 
that drive diaspora social network, and facilitating factors (6) (i.e. need-based and 
opportunity-driven, support from close ties and social network, information channel 
and source of co-ethnic social capital, information channel via non-co-ethnic ties, 
support from co-ethnic suppliers & customer base, support from non-co-ethnic sup-
pliers & customer base) that drive DE.

In stage 3 of the data analysis, the themes were cross-checked with the raw data, 
and the categories were further validated. It was considered that the research themes 
in the proposed conceptual model (see Fig. 1) were logically connected and represent 
the driving factors of DE, as linked with extant studies within the domain.

Findings and discussion

Our conceptual framework (see Fig. 1) depicts how different types of social networks 
are underpinned by different entrepreneurial motivations facilitating DE in Malaysia. 
Our data analysis offers the themes underpinning social network: ethnic vs. non-co-
ethnic ties, necessity-based vs. opportunity-driven entrepreneurship, and information 
and resource-seeking behaviors in social networks.

All the entrepreneurs emphasized the importance of building a network with peo-
ple who have common interests, and one which is not confined to their own com-
munity. They supported the point that interaction with different social groups can 
enhance business opportunities for entrepreneurs.

Fig. 1  Conceptual framework of diaspora entrepreneurship

 



1 3

Journal of the Knowledge Economy

“Social network is very important as that can expedite business potential.” 
(E2).

“Business is about building the relationship. You get the opportunity because 
they know who you are and who to be trusted.” (E3).

“………….to get opportunity, you need to be connected with others” (E4).

The participant entrepreneurs were well-connected and socially active, many of them 
associated with different community clubs in Malaysia. E2, E4 and E12 were politi-
cally and socially active. E12 obtained the highest honour of citizen as “Datto” in 
Malaysia despite being a Bangladeshi.

Ethnic-identity ties and non-co-ethnic ties

Bangladeshi DEs are often seen to be primarily involved in building personal rela-
tionships based on kinship, friendship, or regional collegiality. Two types of social 
networking i.e., ethnic-ties and non-co-ethnic ties within the Bangladeshi DE com-
munity are evident in Table 3.

As noted previously, DEs primarily depend on their own ethnic group by main-
taining the traditional approach of interconnectedness among them. Bangladeshi DEs 
initially contacted their family, close friends or other personal contacts from co-eth-
nic groups to come to Malaysia, creating close ties organically due to the inherent 
trust applied from personal or familial connections. The following quotes confirm 
our claim:

‘‘My uncle invited me in Malaysia to look after his business by giving me the 
ownership. He had a garment factory. Later, I started different other businesses 
through expanding my network reach to different nationality especially in Ban-
gladeshi community’’. (E2)

“My uncle and elder brother had business in Malaysia and they encouraged me 
to join them by providing information regarding business opportunity and by 
showing me quite promising lifestyle’’. (E7)

Although family and friends are considered weak ties for information, they appear 
to have a key influence on the career or venture decision-making of our DE respon-
dents. After close relatives and friends, our DEs preferred to rely on personal contacts 
within theire ethnic group. For instance, E7 stated that those from similar cultural 
backgrounds always attract one other and build a latent relationship unconsciously 
due to their home country association. This sentiment was echoed by other respon-
dents (E1 and E11). Additionally, E8 knew nobody before coming to Malaysia. Later, 
he came to know many Bangladeshis who were living in Malaysia for many years. E8 
developed a strong connection with them, which presents a great business prospect 
for him. His ethnic ties helped him to take business opportunities. Even though par-
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Case Typology Social Actors Dyadic ties Motivators
E1 Ethnic Ties Agent Friends of father from 

home country
Helped to come to Malaysia to 
gain mutual financial benefit

Ethnic Ties Contacts 
from personal 
networking

Other workers from 
same nationality

Personal friendship for initial 
surviving in a new country

Non-co-ethnic Chinese busi-
ness Owner

Professional relation-
ship to become business 
partner

Economic – mutually beneficial

Ethnic Ties Professional 
contact from 
personal 
networking

Business owner from 
who E1 bought the 
grocery shop

Helped getting business to be 
mutually benefitted

E2 Ethnic Ties Uncle Relatives who used to 
stay in Malaysia

Recruited and handed over busi-
ness to be mutually benefited

E3 Non-co-ethnic 
ties

Chinese Busi-
ness Owner 
from personal 
contacts

Professional relationship 
who become good friend 
and business partner

Recruited and handed over busi-
ness to be mutually benefited

E4 Ethnic Ties Agent Own friend from home 
country

Helped to come to Malaysia to 
be mutually benefit by financially

Ethnic Ties Friend from 
personal 
contacts

Colleague Personal friendship for initial 
surviving in a foreign land

Non-co-ethnic Chinese busi-
ness Owner

Professional relationship 
who become good friend 
and business partner

Recruited and handed over busi-
ness to be mutually benefited

E5 Ethnic Ties Agent Friend of Close Relative Helped to come to Malaysia to 
be mutually benefit by financially

Ethnic Ties Cousin Brothers Helped in initial surviving 
by arranging job for personal 
relationship

Non-co-ethnic 
ties

Chinese busi-
ness Owner

Professional relationship 
who become good friend 
and business partner

Recruited and handed over busi-
ness to be mutually benefited

E6 Ethnic Ties Agent Personal contact in home 
country

Helped to come to Malaysia to 
be mutually benefit by financially

Ethnic Ties Cousin Relatives who used to 
stay in Malaysia

Helped in initial surviving 
by arranging job for personal 
relationship

Non-co-ethnic 
ties

Malaysian Busi-
ness Owner

Professional relationship 
who become good friend 
and business partner

Recruited and handed over busi-
ness to be mutually benefited

E7 Ethnic Ties Uncle and elder 
brother

Relatives who used to 
stay in Malaysia

Recruited and handed over busi-
ness to be mutually benefited

E8 Ethnic Ties Agent Personal contact in home 
country

Helped to come to Malaysia to 
be mutually benefit by financially

Non-co-ethnic 
ties

Malaysian 
Company 
Owner

Professional relationship To be mutually benefitted

Table 3  Social Structure of Diaspora Entrepreneurial Process
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ticipants do not hold any previous connections, diaspora from same ethnic ties tend to 
help each other out. The following quotes from the interviews confirm this:

“After a year of arrival in Malaysia my Visa expired, and I became an illegal 
citizen. I had no family or close friend in here. Suddenly one day I came across 
one Bangladeshi person, and few days later I shared my problems with him. 
Hearing my grief he helped me finding a job with work permission’’. (E1)

“After leaving my brother business in Singapore, there were nobody but one 
brother from my village helped me in Malaysia with my living and looking for 
new start-up’’. (E11)

Different social actors helped the DE participants to survive and sustain in different 
phases of their life. As previously stated, to overcome the initial challenges in the 
host country, they initially sought assistance and guidance from friends and personal/
familial tie motivators, where co-ethnic ties are important. Table 3 shows that, except 
the case E3, the entrepreneurs were dependent on their own ethnic ties. Personal 
contacts or previous friendship helped E1, E2, E4, E5, E6, E7 and E10 to overcome 
the initial challenges without any direct economic benefits after arriving to Malaysia. 
For instance, DEs tend to employ people from their own ethnic origin because they 
can trust them, and that they do not tend to leave the job which makes their commu-
nication, management and operations easy. The following quotes validate our claim:

Case Typology Social Actors Dyadic ties Motivators
Ethnic Ties Friend from 

personal contact 
in host country

Personal relationship Helped to start venture by 
providing necessary information 
from many ethnic/Non-co-ethnic 
sources

E9 Ethnic Ties Agent Personal contact in home 
country

Helped to come to Malaysia to 
be mutually benefit by financially

Non-co-ethnic 
Ties

Malaysian 
Friend

Personal and Profes-
sional interest

Business partner to help the 
Bangladeshi (E9) friend

E10 Ethnic Ties Cousin Relatives who used to 
stay in Malaysia

Helped with initial induction to 
host country

Ethnic Ties Friends from 
Personal 
Contacts in host 
country

Professional relationship Bought business from Bangla-
deshi owner to capture same 
customers

E11 Ethnic Ties Neighbor from 
same region in 
home country

Brother who used live in 
Malaysia

Personal friendship for initial 
surviving in a foreign land

Non-co-ethnic 
Ties

Chinese Friend 
from previous 
work contacts

Helped get business in 
Malaysia

Professional interest to be mutu-
ally benefitted

E12 Ethnic Ties Agent Friends personal contact Helped to come to Malaysia to 
be mutually benefit by financially

Non-co-ethnic 
Ties

Wife from 
Malaysian 
nationality

Business Partner To be mutually benefitted

Table 3  (continued) 
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“Local people are quite rigid regarding working hours. Also their turn-over 
rate is very high. However, people from same ties show loyalty at work than 
people from other ties. Therefore, I recruited all Bangladeshi workers in my 
business’’. (E2)

“…my wife is in charge of accounts and finance, and my brother-in-law is look-
ing after the administrative and operational parts. I trust them more than any-
one else; therefore, they are given these key positions in my business.” (E5).

Diaspora entrepreneurs not only leverage ethnic ties, but they also establish non-
co-ethnic ties when required which builds on common interest, friendship and com-
plementarity. Non-co-ethnic ties evolve in diaspora network by expanding personal 
connection with other clans and are not based on kinship or co-ethnic group. After 
the initial period of integration for the Bangladeshi entrepreneur, more strategically 
aligned motivating factors such as “economic interest and mutual benefits” were 
found to spur these diasporas to connect with many social networks. These actors of 
mixed ethnic origin (co-ethnic and non-ethnic) helped the entrepreneurs to find new 
opportunities, influenced them to start their own ventures, and show them the paths 
to future growth. Almost all cases provide evidence of this.

Networking with non-co-ethnic ties helped the DE diaspora studied to develop 
economically and socially (as noted via E1, E3 and E9). In particular, Table  3 
describes the social structure of each diaspora’s entrepreneurial process and a latent 
connection with different social actors from different ties to reach and grow to the 
entrepreneurial stream.

Necessity-based vs. opportunity-driven entrepreneurship

The rationale for becoming a DE can be due to necessity or for the entrepreneurial 
opportunity. Recognizing the opportunity and utilising social networks are funda-
mental requirements for DE (Brzozowski et al., 2014). Our findings infer that almost 
all the interviewees were found to be opportunity seekers. Ten out of twelve came to 
Malaysia in search of jobs with a good salary potential. Over time, as they became 
familiar with the Malaysian environment and established contacts with different eth-
nic and non-co-ethnic people, they began looking for opportunities to improve their 
economic conditions. Consequentially, they could be considered as both necessity-
based and opportunity-driven entrepreneurs. The following quotes validate our claim:

“While working in the agency, I was very famous among Bangladeshi people 
who came here in Malaysia through me and my agency. I always maintained 
good connection with them. Once I figured out that these people miss their 
country’s products, I realized that there is a very good business opportunity. 
So, targeting these people, I started importing products from Bangladesh and 
selling to them.’’(E1).

“Before settling in Malaysia, I visited few countries for business opportunities. 
When I came here, I joined a company under a Chinese owner. However, I was 
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always looking for something of my own. When the owner decided to sold his 
business to someone, I grabbed the opportunity”. (E3)

“I was working in a Malaysian company during 1990s. At that time there were 
large numbers of immigrants coming from Bangladesh to Malaysia for work. 
I found a big demand of Bangladeshi products among this people. When I saw 
this opportunity I took the risk of leaving my job with the Malaysian company, 
and started importing those products from Bangladesh that Bangladeshi immi-
grants were looking for. That is how I started my own venture”. (E8)

“My cousin used to live in Malaysia. He encouraged me by giving information 
regarding working opportunities. I met different Bangladeshi people in Malay-
sia. I also connected with people from other nations. They were my very good 
information source to help getting my business scope”. (E6)

The majority of the studied entrepreneurs’ necessity for improving their economic 
well-being directed them towards the identification and exploitation of business 
opportunities. This is evident in cases E1, E8, E9 and E12. Realizing their economic 
well-being is dependent on self-employment, they began looking for business oppor-
tunities. On the other side, E2 and E3 were opportunity-driven entrepreneurs. They 
had previous job or business experience that helped them to be extroverted and to 
associate with different social actors. Hence, they established business opportunities 
by utilizing social networks.

There are several additional factors (i.e. reduce initial risk and cost of investment 
through social network) that influence the decision to become an entrepreneur in this 
context. For instance, several DEs received help from their relatives and friends in 
Malaysia. Thus, the social network encourages diaspora to pursue an entrepreneurial 
career in the host country. This is evident from the quotations below:

‘‘Prior to my arrival in Malaysia, my uncle was engaged in business activities 
in Malaysia. Joining his business I have learned so many things about business 
and inspired me taking decision to start my own venture. Later I take over my 
uncle business. The business and required networks were already built, that 
support me a lot in initial days otherwise starting business would have been a 
very difficult and struggling call in a foreign country’’. (E2)

“My uncle and elder brother were doing business before I came in Malaysia. I 
took over the business from them, so initial risk and struggle were less for me.” 
(E7).

Ethnic bonding is instrumental in the diaspora network and this research confirms 
that seven out of twelve entrepreneurs established their business to serve the need of 
Bangladeshi customers only. In addition to grocery store, other three entrepreneurs 
extended their business by opening a Bangladeshi restaurant with the aim of target-
ing only Bangladeshi customers. Utilizing their social network, they established their 
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first business in Malaysia, and subsequently leveraged those networks to expand their 
venture.

“I have targeted only Bangladeshi customer who are working in Malaysia.” 
(E1).

“All my business has established only targeting customer from Bangladesh 
except the garments business.” (E2).

“My venture is based on Bangladeshi customers including the employees who 
are working in my shop. My target is to give them one-stop solution where they 
get every product they desire.” (E3).

“Being Bangladeshi, I feel like I can understand more about their need and 
demand, therefore, I organized my business fully targeted Bangladeshi custom-
ers.” (E11).

“I found the business opportunity observing increasing number of Bangladeshi 
people in Malaysia. My full customer base is Bangladeshi people.” (E12).

“I started my business with a grocery shop where every nationality is my cus-
tomer base. Later I extended my business by opening a Bangla restaurant tar-
geting Bangladeshi people.” (E6, E7 and E8).

DEs tend to keep long-term relationships with ethnic customers. This is because eth-
nic market, particularly in immigrant countries like Malaysia, has limited demand 
while many DEs tend to target the same market; building customer relationships 
to make the business sustainable. This study thus shows the integration of social 
network mechanisms, bonding, and bridging that helps not only to survive or facili-
tate entrepreneurship among diaspora, but also helps them to grow and expand their 
businesses.

Information and resource-seeking behaviors in social networks

We found that social networks provide access to relevant business information, and 
other critical resources to international entrepreneurs. All the participants stated that 
the diaspora network is a great source of information and new opportunities for them, 
as evident from the following quotations:

“As per Malaysian regulation, to start a business one must have a local part-
ner. It was difficult for me to manage any at that time. One of my Bangladeshi 
friends who used to work for a Malaysian company brought me a contact of a 
local person, who was retired air-force officer, to facilitate partnership with 
him. Of course! If my friend wouldn’t give me information about him at that 
time, business would have been difficult to start.” (E4).
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“My friend suggested me this location to open a grocery shop inside an indus-
trial area where footfall will never go less.” (E9).

Our findings suggest that, in a country where immigrants create an ethnic market, 
diaspora entrepreneurs tend to serve their own ethnic market by employing co-ethnic 
immigrants in their organizations. This helps to offer better service and easy com-
munication with co-ethnic customers. In addition, supply network of the products in 
such a case is linked with diaspora’s home country, and thus DEs cannot circumvent 
making connections with suppliers of ethnic origin in the host country, which would 
make the diaspora ethnic network more embedded and stronger in such an immigrant 
host country context.

“Initially I took the supply of the products from importers. They are also Ban-
gladeshi and involved in importing business for a long time. They import prod-
ucts from Bangladesh and supply to us.” (E1).

“Realizing the demand for Bangladeshi products in Malaysia, I established 
the network connection with suppliers in Bangladesh. The suppliers were my 
cousin and his friends. The name of their company was “Britex”. Any products, 
I wanted here, they exported those to me, and I served the need in Malaysian 
market.” (E3).

“My younger brothers supply product from Bangladesh.” (E11).

Diaspora creates business links between the home and host country by passing infor-
mation and resources within same ethnic ties. Because of the intense information 
flow within the diaspora community, many diaspora ventures evolved in both coun-
tries. Many large Bangladeshi companies, such as Pran Food Ltd., and Promee Food 
Ltd. entered Malaysia, are based on the demand that has been created by the diaspora 
network, and have established their distribution operations all over the country. They 
also serve the needs of Bangladeshi diaspora entrepreneurs in Malaysia by develop-
ing business-to-business relationships. For example, before the existence of these 
companies in Malaysia, E1 and E2 had to directly import their basic goods from Ban-
gladesh or rely on other Bangladeshi importers. But now, the majority of their stocks 
are sourced from these big companies. As E1 said:

“When I found demand for Bangladeshi products here in Malaysia, I estab-
lished the network to source those products from Bangladesh and also establish 
the connection here with the supplier who imports those goods in Malaysia. 
But, from the last few years, business became easy when those companies, Pran 
and Promee, came in Malaysia. They supply all our required products to serve 
my target customers, Bangladeshi people.” (E1).

To serve their own diaspora community, entrepreneurs selectively approached other 
Bangladeshi diaspora suppliers in Malaysia. Also, they activated their home country 
links to facilitate their business in the host country ethnic social network. This is how 
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diasporas are connected to each other and can bridge two countries through their 
social and business interactions and networks.

In addition, several respondents source their product directly from different 
companies in Bangladesh. This highlights that a diaspora community can create a 
distinctive network between countries to advance business relationships. Many entre-
preneurs were also sourcing their necessary raw materials directly from their home 
country.

“Apart from sourcing from the Pran or Promi Food companies in Malaysia, I 
also source product directly from Bangladesh. My brother supplies my required 
demand from my home country.” (E11).

“I sourced different products from different companies in Bangladesh based on 
my customer demand and need.” (E12).

Although we found that most of the interviewees have targeted Bangladeshi ethnic 
customers, this eventually enhanced the brand image and credibility of the business to 
others with different ethnic and cultural backgrounds. The relationship with non-co-
ethnic ties and their contribution to the DE is therefore undeniable. To expand their 
business and to diversify the product range, the participants sourced products from 
other ethnic groups. Prior research suggests that diaspora often create link between 
countries in different locations of the world and establish businesses (Bagwell, 2018). 
Diaspora serves other ethnic society based on customer’s demand.

“In additions to Bangladeshi suppliers, there are a few Chinese suppliers from 
whom I source products for my grocery store” (E7).

“My majority customers are Arabian, so I had to source my products as per 
their need. I have Indian, Chinese suppliers along with Bangladeshi suppli-
ers.” (E10).

“I source different product from different areas or countries. For instance, I 
bring spices from India, peas from Australia, basic staple foods from Bangla-
desh and so forth.” (E11).

“Majority of the product I import from Bangladesh. I also source products from 
India and China.” (E12).

Non-co-ethnic ties not only help some of the diaspora entrepreneurs to find business 
locations, but also support entrepreneurs by sharing strategic information to extend 
their businesses. Some of them have partnered with these entrepreneurs or sold the 
company to them.

“I took job under a Chinese owner. I developed a very trustworthy and friendly 
relationship with him which helped me to get his business partnership and take 
over the full business eventually.” (E3).
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“I worked under a Malaysian business owner. Seeing my effort and dedication, 
he decided to sell his business to me when he decided to discontinue it.” (E6).

“I knew nobody in Malaysia. After learning local language I met a Malaysian 
school teacher who becomes good friend of mine later. Knowing my interest in 
business he helped me by sourcing information, helped me on document prepa-
ration by being a silent partner of my business.” (E9).

“My Chinese friend, who I knew from Singapore, helped me with information 
to start my business in “Johar Baru” area to serve the increasing demand of 
Bangladeshi people there.” (E11).

Fostering a network with non-co-ethnic ties also facilitate their business growth in 
the host country by sharing information and giving opportunities.

Consistent with the extant literature, our findings suggest that social networking 
with ethnic and non-co-ethnic ties plays a critical role in facilitating DEs (Harima, 
2015; Masud, 2012). Our study reveals that Bangladeshi DEs are mainly associated 
with co-ethnic ties in home countries, but this is not the only contributing factor. 
Networking generally means the social bonding to both ethnic and non-co-ethnic ties 
to Bangladeshi DE. To overcome initial difficulties in the host country, ten entrepre-
neurs out of twelve had either someone known, or they approached to their co-ethnic 
ties as first-hand contact, and others used non-co-ethnic ties for the initial help by 
choice.

Theoretical implications

This study advances theoretical understanding of diaspora entrepreneurship by deep-
ening micro-level explanations of how social capital is constructed and mobilized 
through different forms of social networking in a developing host-country context. 
While prior research has established the importance of ethnic and transnational net-
works for immigrant and diaspora entrepreneurs (Karayianni et al., 2023; Lassalle et 
al., 2020; Stoyanov et al., 2018), our findings extend this literature by demonstrating 
how Bangladeshi diaspora entrepreneurs in Malaysia simultaneously leverage ethnic 
and non-co-ethnic ties, guided by distinct motivational logics.

First, our findings corroborate existing empirical evidence that co-ethnic ties pro-
vide critical start-up resources such as labor, finance, and market access (Meister & 
Mauer, 2019; Muchineripi et al., 2022; Ndofor & Priem, 2011). Like Schøtt (2018) 
and Simba and Ojong (2018), we find that bonding social capital within ethnic com-
munities facilitates business survival by reducing uncertainty and transaction costs. 
However, our study extends this stream of research by showing that ethnic ties are 
not merely survival mechanisms but also act as gateways for expanding into broader 
opportunity spaces through non-co-ethnic networks. This responds directly to the call 
for greater attention to how diaspora entrepreneurs avoid over-embeddedness within 
ethnic enclaves (Lassalle et al., 2020; Panibratov & Rysakova, 2021).

Second, our findings contribute to social capital theory by showing that diaspora 
networking is structured around two distinct motivational mechanisms: (1) friend-
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ship and personal/familial ties and (2) economic interest and mutual benefit. While 
previous studies conceptualize social capital primarily as a static resource (Portes, 
1998; Turkina & Thai, 2013), our findings suggest a more dynamic processual view 
in which relational motives evolve over time. This complements recent empirical 
work showing that opportunity recognition is socially embedded and relationally 
driven (Campagnolo et al., 2022; Evansluong et al., 2019; Nieto & González-Álva-
rez, 2016). Our study illustrates how personal trust-based relations initially facili-
tate entry and survival, while economically motivated ties later enable opportunity 
exploitation and business expansion.

Third, this study extends recent research on necessity-based versus opportunity-
driven immigrant entrepreneurship (Chrysostome, 2010; Dabić et al., 2020; Syrett 
& Keles, 2022) by showing that Bangladeshi diaspora entrepreneurs in Malaysia 
often exhibit hybrid entrepreneurial trajectories. Consistent with Satar et al. (2024) 
and Ba Awain et al. (2025), our findings indicate that entrepreneurial networking 
plays a moderating role between necessity motivations and opportunity exploitation. 
Although most entrepreneurs entered Malaysia for employment reasons, network 
development gradually enabled opportunity recognition and venture creation. This 
hybrid pathway challenges the dichotomous classification of immigrant entrepre-
neurs as either necessity- or opportunity-driven and supports recent arguments that 
entrepreneurial agency evolves through embedded network interactions (Karayianni 
et al., 2023; Yesigat et al., 2024).

Fourth, our findings contribute to the emerging literature on transnational and dual 
embeddedness (Rusinovic, 2008; Stoyanov et al., 2018; Santamaria-Alvarez et al., 
2018) by empirically illustrating how Bangladeshi diaspora entrepreneurs maintain 
business-relevant ties with both home- and host-country actors. While earlier studies 
emphasize the risks of ethnic lock-in (Ojo, 2013; Ndofor & Priem, 2011), our find-
ings show that co-ethnic ties in the country of origin and residence function as rela-
tional infrastructure that enables the development of bridging ties with non-co-ethnic 
partners. This supports recent evidence that diaspora entrepreneurs act as relational 
brokers connecting multiple institutional environments (Baron & Harima, 2019; Elo 
et al., 2022; Rana & Nipa, 2019).

Finally, by focusing on Bangladeshi diaspora entrepreneurs in Malaysia, this 
study extends diaspora entrepreneurship theory beyond the dominant focus on West-
ern host-country contexts (Dabić et al., 2020; Elo et al., 2022). Recent studies high-
light the need for more context-sensitive theorization of diaspora entrepreneurship 
in emerging and developing economies (Syrett & Keles, 2022; Karayianni et al., 
2023). Our findings show that in institutionally constrained environments, informal 
social networks substitute for weak formal support structures, thereby reinforcing the 
need for trust-based and reciprocity-driven ties in entrepreneurship (Cisi et al., 2020; 
Hjorts, 2015; Satar et al., 2024). This contextual contribution strengthens theoretical 
claims that social capital operates differently across institutional environments and 
that diaspora entrepreneurship must be understood as a situated and relational pro-
cess rather than a universalized model.

Taken together, this study advances diaspora entrepreneurship theory by integrat-
ing social capital, embeddedness, and opportunity-based perspectives into a unified 
explanatory framework. It demonstrates how diaspora entrepreneurs dynamically 
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mobilize ethnic and non-ethnic ties across time and space, thereby extending cur-
rent theorization of diaspora entrepreneurship from static network effects to evolving 
relational processes.

Practical implications

Diasporas are not only a key source of foreign remittances but also a medium for 
exchanging information about opportunities both within and outside their host coun-
try. They facilitate international trade, contribute to brain-drain, and support the 
exchange of knowledge and information (Bagwell, 2018; Santamaria-Alvarez & 
Śliwa, 2016). Thus, this study provides important insights for policymakers regard-
ing the practice of diaspora entrepreneurship. At the national level, to reduce income 
inequality and boost economic growth, governments of home and host countries need 
to promote diaspora entrepreneurship and liberalize policies. In addition, govern-
ments need to eliminate barriers related to social networking of diaspora community. 
When supported by appropriate policies, immigrants can contribute to the inclusive 
and sustainable economic growth and development of both home and host countries 
(UN, 2017). At the organizational level, diaspora entrepreneurs can enhance business 
opportunities by building strong ties with diaspora community and engaging in more 
collaborative discussions via informal meetings arranged by diaspora clubs. Such 
collaboration may help to identify potential business barriers in both home and host 
countries and develop strategies how to overcome them.

Limitations and the Scope for Further Research

While the research process undertaken within this study highlights a nuanced micro-
cosm of DE, this research field would benefit from longitudinal research design 
facilitated by either ethnographic study and/or participant observation, or larger con-
firmative quantitative studies. Since the primary focus of our study was to explore the 
role and meaning of social networking, further research could explore other related 
factors, such as role of formal networking, and institutional factors in facilitating 
DE. In addition, little emphasis was placed on the mediums of communication (e.g., 
face to face and virtual) used to forge these relationships, and thus future studies 
may explore how such medium of communication affects social networking. This 
research also studied only Bangladeshi diaspora entrepreneurs in Malaysia. Future 
studies may explore other nuances of diaspora community in Malaysia, as evidence 
suggests that ‘self-employment among immigrants in Malaysia takes place under dif-
ferent conditions depending on the country of origin, the immigrant’s status, size, and 
concentration of the ethnic community, and the cultural and geographical distance 
between home and host countries’ (Mosbah et al., 2018; p.353).

Author Contributions  All authors made substantial contributions to the conception and design of the study, 
data collection and analysis, and the drafting and revision of the manuscript.

Funding  Open Access funding provided by the IReL Consortium. None.



1 3

Journal of the Knowledge Economy

Data Availability  Data will be available upon request.

Declarations

Competing interests  The authors declare that there are no competing interests.

Open Access   This article is licensed under a Creative Commons Attribution 4.0 International License, 
which permits use, sharing, adaptation, distribution and reproduction in any medium or format, as long 
as you give appropriate credit to the original author(s) and the source, provide a link to the Creative 
Commons licence, and indicate if changes were made. The images or other third party material in this 
article are included in the article’s Creative Commons licence, unless indicated otherwise in a credit line 
to the material. If material is not included in the article’s Creative Commons licence and your intended use 
is not permitted by statutory regulation or exceeds the permitted use, you will need to obtain permission 
directly from the copyright holder. To view a copy of this licence, visit ​h​t​t​p​:​/​/​c​r​e​a​t​i​v​e​c​o​m​m​o​n​s​.​o​r​g​/​l​i​c​e​n​
s​e​s​/​b​y​/​4​.​0​/​​​​​.​​

References

Aliaga-Isla, R., & Rialp, A. (2013). Systematic review of immigrant entrepreneurship literature: previous 
findings and ways forward. Entrepreneurship & Regional Development, 25(9–10), 819–844.

Aluko, O. & Mswaka, W. (2018). Transnational diaspora entrepreneurship: Do local social networks in 
home country matter? In African Diaspora Direct Investment: Establishing the Economic and Socio-
cultural Rationale (pp. 145-161). Cham: Springer International Publishing.

Andonova, V., Gavrilova, S., Pérez, J., Schmutzler, J., & Krusteff, M. (2023). Bulgaria: the relevance and 
impact of transnational diaspora in technology-driven entrepreneurship. In R. Sternberg, M. Elo, J. 
Levie and J. Amorós (Eds.), Research Handbook on Transnational Diaspora Entrepreneurship (pp. 
86–109). Edward Elgar Publishing.

Andrade, A. D. (2009). Interpretive research aiming at theory building: Adopting and adapting the case 
study design. The Qualitative Report, 14(1), 42–60.

Ba Awain, A. M. S., Asad, M., Sulaiman, M. A. B. A., Asif, M. U., & Shanfari, K. S. A. (2025). Impact of 
Supply Chain Risk Management on Product Innovation Performance of Omani SMEs: Synergetic 
Moderation of Technological Turbulence and Entrepreneurial Networking. Sustainability, 17(7), 
2903. https://doi.org/10.3390/su17072903

Bagwell, S. (2018). From mixed embeddedness to transnational mixed embeddedness. International Jour-
nal of Entrepreneurial Behavior & Research, 24(1), 104–120.

Baron, T., & Harima, A. (2019). The role of diaspora entrepreneurs in start-up ecosystem development-a 
Berlin case study. International Journal of Entrepreneurship and Small Business, 36(1–2), 74–102.

Barriball, L. K., & While, A. (1994). Collecting Data Using a Semi-Structured Interview: A Discussion 
Paper. Journal of Advanced Nursing, 19, 328–335.

Baycan-Levent, T., & Nijkamp, P. (2009). Characteristics of migrant entrepreneurship in Europe. Entre-
preneurship & Regional Development, 21(4), 75–397.

Bizzi, L., & Langley, A. (2012). Studying processes in and around networks. Industrial Marketing Man-
agement, 41(2), 224–234.

Bourdieu, P., & Wacquant, L. J. D. (1992). An Invitation to Reflexive Sociology, University of Chicago 
Press.

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in Psychol-
ogy, 3(2), 77–101.

Brieger, S. A., & Gielnik, M. M. (2021). Understanding the gender gap in immigrant entrepreneurship: 
a multi-country study of immigrants’ embeddedness in economic, social, and institutional contexts. 
Small Business Economics, 56, 1007–1031.

Bruneau, M. (2010). Diaspora, transnational spaces and communities, Bauböck, R and Faist, T (Ed.), Dias-
pora and transnationalism: Concepts, theories and methods, Amsterdam University Press, pp. 35–50.

http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.3390/su17072903


1 3

Journal of the Knowledge Economy

Brzozowski, J., Cucculelli, M., & Surdej, A. (2014). Transnational ties and performance of immigrant 
entrepreneurs: the role of home-country conditions. Entrepreneurship & Regional Development, 
26(7–8), 546–573.

Brzozowski, J., Cucculelli, M., & Surdej, A. (2017). The determinants of transnational entrepreneurship 
and transnational ties’ dynamics among immigrant entrepreneurs in ICT sector in Italy. International 
Migration, 55(3), 105–125.

Burt, R. S. (2000). The network structure of social capital. Research in Organizational Behavior, 22, 
345–423.

Burt, R. S. (2009). Structural holes: The social structure of competition. Harvard University Press.
Campagnolo, D., Laffineur, C., Leonelli, S., Martiarena, A., Tietz, M. A., & Wishart, M. (2022). Stay alert, 

save businesses. Planning for adversity among immigrant entrepreneurs. International Journal of 
Entrepreneurial Behavior & Research. https://doi.org/10.1108/IJEBR-02-2022-0164

Chand, M., & Ghorbani, M. (2011). National culture, networks and ethnic entrepreneurship: A comparison 
of the Indian and Chinese immigrants in the US. International Business Review, 20(6), 593–606.

Chrysostome, E. (2010). The success factors of necessity immigrant entrepreneurs: In search of a model. 
Thunderbird International Business Review, 52(2), 137–152.

Chrysostome, E., & Lin, X. (2010). Immigrant entrepreneurship: Scrutinizing a promising type of business 
venture. Thunderbird International Business Review, 52(2), 77–82.

Chrysostome, E., & Nkongolo-Bakenda, J. M. (2019). Diaspora and international business in the home-
land: From impact of remittances to determinants of entrepreneurship and research agenda, Elo, M 
and Minto-Coy (Ed.), Diaspora Networks in International Business (pp. 17–39). Springer.

Chung, H. F. L., & Tung, R. L. (2013). Immigrant social networks and foreign entry: Australia and New 
Zealand firms in the European Union and greater China. International Business Review, 22, 18–31.

Cisi, M., Devicienti, F., Manello, A., & Vannoni, D. (2020). The advantages of formalizing networks: New 
evidence from Italian SMEs. Small Business Economics, 54, 1183–1200.

Dabić, M., Vlačić, B., Paul, J., Dana, L. P., Sahasranamam, S., & Glinka, B. (2020). Immigrant entrepre-
neurship: A review and research agenda. Journal of Business Research, 113, 25–38.

Ellison, N. B., Steinfield, C., & Lampe, C. (2007). The benefits of Facebook friends: Social capital and 
college students’ use of online social network sites. Journal of Computer-Mediated Communication, 
12(4), 1143–1168.

Elo, M., Sandberg, S., Servais, P., Basco, R., Cruz, A.D., Riddle, L. & Täube, F. (2018). Advancing the 
views on migrant and diaspora entrepreneurs in international entrepreneurship. Journal of Interna-
tional Entrepreneurship, 16(2), 119–133.

Elo, M., Täube, F. A., & Servais, P. (2022). Who is doing transnational diaspora entrepreneurship? Under-
standing formal identity and status. Journal of World Business, 57(1), 101240.

Etzold, B., & Mallick, B. (2015). International Migration from Bangladesh: Länderprofile Migration: 
Daten - Geschichte - Politik; Bpb: Bundeszentrale fur politische bildung, Available from: ​h​t​t​p​s​​:​/​/​w​w​
w​​.​b​p​b​.​​d​e​/​g​​e​s​e​l​l​s​c​h​a​f​t​/​m​i​g​r​a​t​i​o​n​/​l​a​e​n​d​e​r​p​r​o​f​i​l​e​/​2​1​6​1​0​4​/​i​n​t​e​r​n​a​t​i​o​n​a​l​​​​​​​

Evansluong, Q., Pasillas, M. R., & Bergström, H. N. (2019). From breaking-ice to breaking-out: Inte-
gration as an opportunity creation process. International Journal of Entrepreneurial Behavior & 
Research, 25(5), 880–899.

Financial Express (2019). Bangladeshis third in availing second home in Malaysia. Available from: ​h​t​t​
p​s​​:​/​/​t​h​e​​f​i​n​a​n​​c​i​a​l​​e​x​p​r​e​​s​s​.​c​o​m​​.​b​d​/​t​​r​a​d​e​​/​b​a​n​g​l​a​d​e​s​h​i​s​-​t​h​i​r​d​-​i​n​-​a​v​a​i​l​i​n​g​-​s​e​c​o​n​d​-​h​o​m​e​-​i​n​-​m​a​l​a​y​s​i​a​-​1​5​5​
1​0​7​8​3​2​9​​​​​​​

Gigauri, G. (2021). Celebrating 50 Years of Bangladesh: Migrants’ contribution to the 50-year journey of 
Bangladesh. The Daily Star, March 26 (online).

Greve, A., & Salaff, J. W. (2003). Social networks and entrepreneurship. Entrepreneurship Theory & 
Practice, 28(1), 1–22.

Grodal, S., Anteby, M., & Holm, A. L. (2021). Achieving rigor in qualitative analysis: The role of active 
categorization in theory building. Academy of Management Review, 46(3), 591–612.

Guerrero, L., & Hakak, L. T. (2019). Congruence of economic mobility beliefs and immigrants’ self-
esteem. Journal of Global Mobility: The Home of Expatriate Management Research, 7(2), 181–193.

Harima, A. (2015). The Role of Local Partners for Descending Diaspora Entrepreneurship: Overcoming 
Liability of Foreignness. American Journal of Entrepreneurship, 8(2), 89–107.

Hirschmann, R. (2021). Estimated number of Asian immigrants in Malaysia in 2020, by country of origin. 
Available from: ​h​t​t​p​s​​:​/​/​w​w​w​​.​s​t​a​t​​i​s​t​a​​.​c​o​m​/​​s​t​a​t​i​s​​t​i​c​s​/​​6​9​2​9​​6​3​/​a​s​i​a​n​-​i​m​m​i​g​r​a​n​t​-​s​t​o​c​k​-​o​f​-​m​a​l​a​y​s​i​a​-​b​y​-​c​
o​u​n​t​r​y​-​o​f​-​o​r​i​g​i​n​/​​​​​. Accessed on 25 September 2022.

https://doi.org/10.1108/IJEBR-02-2022-0164
https://www.bpb.de/gesellschaft/migration/laenderprofile/216104/international
https://www.bpb.de/gesellschaft/migration/laenderprofile/216104/international
https://thefinancialexpress.com.bd/trade/bangladeshis-third-in-availing-second-home-in-malaysia-1551078329
https://thefinancialexpress.com.bd/trade/bangladeshis-third-in-availing-second-home-in-malaysia-1551078329
https://thefinancialexpress.com.bd/trade/bangladeshis-third-in-availing-second-home-in-malaysia-1551078329
https://www.statista.com/statistics/692963/asian-immigrant-stock-of-malaysia-by-country-of-origin/
https://www.statista.com/statistics/692963/asian-immigrant-stock-of-malaysia-by-country-of-origin/


1 3

Journal of the Knowledge Economy

Hjorts, T. T. M. C. N. (2015). How institutions influence SME innovation and networking practices: The 
case of Vietnamese agribusiness. J Small Bus Manag, 53, 209–228.

Hoang, H., & Antoncic, B. (2003). Network-based research in entrepreneurship: A critical review. Journal 
of Business Venturing, 18(2), 165–187.

Hosseini, M., & Dadfar, H. (2012). Network-based theories and internationalization of firms: applications 
to empirical studies. London: The Academy of Business and Retail Management, 3, 182–191.

Iyer, G. R., & Shapiro, J. M. (1999). Ethnic Entrepreneurial and Marketing Systems: Implications for the 
Global Economy. Journal of International Marketing, 7(4), 83–110.

Jensen, K. W., Rezaei, S., Schøtt, T., Ashourizadeh, S., & Li, J. (2016). Chinese entrepreneurs’ human and 
social capital benefiting innovation: in China and in the Chinese diaspora. International Journal of 
Business and Globalisation, 16(3), 350–377.

Johanson, M., & Kao, P. T. (2010). Networks in internationalisation. In Reshaping the Boundaries of the 
Firm in an Era of Global Interdependence (pp. 119–142). Emerald Group Publishing Limited.

Karayianni, E., Hadjielias, E., & Glyptis, L. (2023). Family across borders social capital and diaspora 
entrepreneurial preparedness. Journal of Enterprising Communities: People and Places in the Global 
Economy, 17(1), 46–71.

Kebede, G. F. (2020). Network locations or embedded resources? The effects of entrepreneurs’ social 
networks on informal enterprise performance in Ethiopia. Journal of the Knowledge Economy, 11(2), 
630–659.

Kontinen, T. & Ojala, A. (2012). Social capital in the international operations of family SMEs. Journal of 
Small Business and Enterprise Development, 19(1), 39–55.

Lassalle, P., Johanson, M., Nicholson, J. D., & Ratajczak-Mrozek, M. (2020). Migrant entrepreneurship 
and markets: The dynamic role of embeddedness in networks in the creation of opportunities. Indus-
trial Marketing Management, 91, 523–536.

Lindstrand, A., & Hånell, S. M. (2017). International and market-specific social capital effects on interna-
tional opportunity exploitation in the internationalization process. Journal of World Business, 52(5), 
653–663.

Masud, C. (2012). Diaspora, migration, and trade: the Indian diaspora in North America. Journal of Enter-
prising Communities: People and Places in the Global Economy, 6(4), 383–396.

McAuliffe, M., & Ruhs, M. (2017). World migration report 2018. International Organization for Migration.
Meister, A. D., & Mauer, R. (2019). Understanding refugee entrepreneurship incubation–an embedded-

ness perspective. International Journal of Entrepreneurial Behavior & Research, 25(5), 1065–1092.
Michailova, S., & Worm, V. (2003). Personal Networking in Russia and China: Blat and Guanxi. European 

Management Journal, 21(4), 509–519.
Minto-Coy, I.D. (2019). From the periphery to the centre: Start-up and growth strategies for minority 

diaspora entrepreneurs. International Journal of Entrepreneurship and Small Business, 36(1–2), 
189–215.

Moghaddam, K., Rustambekov, E., Weber, T., & Azarpanah, S. (2018). Transnational entrepreneurship, 
social networks, and institutional distance. New England Journal of Entrepreneurship, 21(1), 45–65.

Mosbah, A., Debili, R., & Merazga, H. (2018). First-generation immigrant entrepreneurship in Malaysia: 
What do we know so far? Kasetsart Journal of Social Sciences, 39(2), 351–357.

Muchineripi, J., Chinyamurindi, W., & Chimucheka, T. (2022). African immigrants self-employment jour-
ney: navigating contextual challenges in South Africa. Journal of Global Mobility: The Home of 
Expatriate Management Research, ahead-of-print. https://doi.org/10.1108/JGM-02-2022-0006

Mutai, N. C., Ibeh, L., Nguyen, M. C., Kiarie, J. W., & Ikamari, C. (2025). Sustainable economic devel-
opment in Kenya: influence of diaspora remittances, foreign direct investment and imports. African 
Journal of Economic and Management Studies, 16(1), 61–78.

Naghavi, A., & Strozzi, C. (2015). Intellectual property rights, diasporas, and domestic innovation. Jour-
nal of International Economics, 96(1), 150–161.

Ndofor, H. A., & Priem, R. L. (2011). Immigrant entrepreneurs, the ethnic enclave strategy, and venture 
performance. Journal of Management, 37(3), 790–818.

Nieto, M., & González-Álvarez, N. (2016). Social capital effects on the discovery and exploitation of entre-
preneurial opportunities. International Entrepreneurship and Management Journal, 12, 507–530.

Ojo, S. (2013). Diaspora entrepreneurship: A study of Nigerian entrepreneurs in London. Doctoral dis-
sertation, University of East London.

Panibratov, A., & Rysakova, L. (2021). The diaspora phenomenon: scholarly assessment and implications 
for countries and firms. Journal of Global Mobility: The Home of Expatriate Management Research, 
9(1), 107–144.

https://doi.org/10.1108/JGM-02-2022-0006


1 3

Journal of the Knowledge Economy

Patton, M. Q. (2015). Qualitative Research and Evaluation methods (4th ed.). Thousand Oaks.
Portes, A. (1998). Social capital: Its origins and applications in modern sociology. Annual Review of Soci-

ology, 24(1), 1–24.
Prashantham, S. (2011). Social capital and Indian micromultinationals. British Journal of Management, 

22(1), 4–20.
Rabbiosi, L., Gregorič, A. and Stucchi, T. (2019). Diaspora ownership and homeland firms' international-

ization. Journal of International Management, 25(3), 100661.
Rahmandoust, M., Ahmadian, S., & Shah, I. M. (2011). Iranian entrepreneurs in Malaysia: Reasons for 

their migration. World Applied Sciences Journal, 13(9), 2075–2081.
Rana, M. B., & Elo, M. (2017). Transnational diaspora and civil society actors driving MNE internation-

alisation: the case of Grameen phone in Bangladesh. Journal of International Management, 23(1), 
87–106.

Rana, M. B., & Nipa, F. S. (2019). Entrepreneurship in an Institutionally Distant Context: Bangladeshi 
Diaspora Entrepreneurs in Denmark. In Diaspora Networks in International Business (pp. 529–
555). Springer.

Riaz, S., Yanqing, W., Ishaq, M.I., Raza, A. and Siddiqui, R.A. (2024). Role of social networks and entre-
preneurial success: Understanding the dynamics of knowledge acquisition and green entrepreneurial 
orientation. Journal of Cleaner Production, 468, 143065.

Riddle, L. (2008). Diaspora: Exploring their Development Potential. ESR Review, 10(2), 28–35.
Riddle, L., Hrivnak, G. A., & Nielsen, T. M. (2010). Transnational diaspora entrepreneurship in emerg-

ing markets: Bridging institutional divides. Journal of International Management, 16(4), 398–411.
Rusinovic, K. (2008). Transnational embeddedness: Transnational activities and networks among first-and 

second-generation immigrant entrepreneurs in the Netherlands. Journal of Ethnic and Migration 
Studies, 34(3), 431–451.

Salaff, J.W., Greve, A. & Wong, S. L. (2006). Business social networks and immigrant entrepreneurs from 
China. In E. Fong, and C. Luk, (Eds.), Chinese Ethnic Business: Global and Local Perspectives, 
Routledge, London, 99–119.

Santamaria-Alvarez, S. M., & Śliwa, M. (2016). Transnational entrepreneurship in emerging markets: The 
Colombian case. Journal of Enterprising Communities: People and Places in the Global Economy, 
10(2), 203–223.

Santamaria-Alvarez, S. M., Muñoz-Castro, D. C., Sarmiento-González, M. A., & Marín-Zapata, S. I. 
(2018). Fragmented networks and transnational entrepreneurship: Building strategies to prosper in 
challenging surroundings. Journal of International Entrepreneurship, 16(2), 244–275.

Satar, M., Alharthi, S., Asad, M., Alenazy, A., & Asif, M. U. (2024). The Moderating Role of Entrepre-
neurial Networking between Entrepreneurial Alertness and the Success of Entrepreneurial Firms. 
Sustainability, 16(11), 4535. https://doi.org/10.3390/su16114535

Saunders, M. N., Lewis, P., & Thornhill, A. (2019). Research methods for business students (Eighth). 
Harlow: Pearson education limited.

Schøtt, T. (2018). Entrepreneurial pursuits in the Caribbean diaspora: Networks and their mixed effects. 
Entrepreneurship & Regional Development, 30(9–10), 1069–1090.

Simba, A. & Ojong, N. (2018). Diaspora networks: a social capital source for entrepreneurship in low-
income and emerging economies in Africa. In African diaspora direct investment: Establishing the 
economic and socio-cultural rationale (pp. 113–143). Cham: Springer International Publishing.

Singh, N., & Koiri, P. (2018). Migration, diaspora and development: impressions from India. Journal of 
Enterprising Communities: People and Places in the Global Economy, 12(4), 472–487.

Stoyanov, S., Woodward, R., & Stoyanova, V. (2018). The embedding of transnational entrepreneurs in 
diaspora networks: Leveraging the assets of foreignness. Management International Review, 58, 
281–312.

Syrett, S., & Keles, J. Y. (2022). A contextual understanding of diaspora entrepreneurship: identity, oppor-
tunity and resources in the Sri Lankan Tamil and Kurdish diasporas. International Journal of Entre-
preneurial Behavior & Research, 28(9), 376–404.

Tata, J., & Prasad, S. (2015). Immigrant family businesses: social capital, network benefits and business 
performance. International Journal of Entrepreneurial Behavior & Research, 21(6), 842–866.

The Daily Star (2016). In Malaysia: Bangladeshis are 3rd largest legal migrants. Available from: ​h​t​t​p​
s​​:​/​/​w​w​w​​.​t​h​e​d​​a​i​l​y​​s​t​a​r​.​​n​e​t​/​b​a​​c​k​p​a​g​​e​/​m​a​​l​a​y​s​i​a​-​b​a​n​g​l​a​d​e​s​h​i​s​-​a​r​e​-​3​r​d​-​l​a​r​g​e​s​t​-​l​e​g​a​l​-​m​i​g​r​a​n​t​s​-​1​3​1​2​9​2​7​​​​​. 
Accessed on 25 September 2022.

https://doi.org/10.3390/su16114535
https://www.thedailystar.net/backpage/malaysia-bangladeshis-are-3rd-largest-legal-migrants-1312927
https://www.thedailystar.net/backpage/malaysia-bangladeshis-are-3rd-largest-legal-migrants-1312927


1 3

Journal of the Knowledge Economy

Thondhlana, J., Madziva, R., R., & Garwe, E. C. (2021). What can the African diaspora contribute to 
innovation and knowledge creation? The case study of Zimbabwean innovators. Journal of the Brit-
ish Academy, 9(s1), 101–125.

Turkina, E., & Thai, M. T. T. (2013). Social capital, networks, trust and immigrant entrepreneurship: 
a cross-country analysis. Journal of Enterprising Communities: People and Places in the Global 
Economy, 7(2), 108–124.

UN (2017). International Migration Report 2017: Highlights Key Facts. Available from: ​h​t​t​​​​p​​s​​:​/​​/​​w​w​w​.​u​​n​
.​​o​r​​g​/​e​​n​/​​d​e​v​​e​l​​o​p​m​e​​n​​t​/​d​e​​s​a​​/​p​​o​p​u​l​a​t​i​o​n​/​m​i​g​r​a​​t​i​o​n​/​p​u​b​l​i​c​a​t​i​o​n​s​/​m​i​g​r​a​t​i​o​n​r​e​p​o​r​t​/​d​o​c​s​/​M​i​g​r​a​t​i​o​n​R​e​p​o​r​t​
2​0​1​7​H​i​g​h​l​i​g​h​t​s​.​p​d​f​​​​​​​

Wasim, J., Youssef, M. H., Christodoulou, I., & Reinhardt, R. (2024). The Path to Entrepreneurship: The 
Role of Social Networks in Driving Entrepreneurial Learning and Education. Journal of Manage-
ment Education, 48(3), 459–493. https://doi.org/10.1177/10525629231219235

Williams, D. (2006). On and off the’Net: Scales for social capital in an online era. Journal of Computer-
Mediated Communication, 11(2), 593–628.

Williams, N., & Krasniqi, B. A. (2018). Coming out of conflict: How migrant entrepreneurs utilise human 
and social capital. Journal of International Entrepreneurship, 16(2), 301–323.

World Bank (2019). Migration and Remittances: Recent Developments and Outlook. Migration and 
Development Brief 31. World Bank, Washington, D.C. Available at www.knomad.org/sites/default/
files/2019-04/Migrationanddevelopmentbrief31.pdf. Accessed 26 September 2022.

Yesigat, A., Bogale, M., Jibat, N., Hadis, S., & Tafese, T. (2024). Needs and Potentials of Professional 
Diaspora Engagement in Knowledge, Skills and Technology Transfer in Ethiopia. Diaspora Studies, 
1(aop), 1–23.

Zhou, L., Wu, W., & Luo, X. (2007). Internationalization and the performance of born-global SMEs: the 
mediating role of social networks. Journal of International Business Studies, 38(4), 673–690.

Publisher’s Note  Springer Nature remains neutral with regard to jurisdictional claims in published maps 
and institutional affiliations.

Authors and Affiliations

Farhad Uddin Ahmed1  · Memtaz Jahan Benozir2 · Roisin Lyons3 ·  
Manjit Singh Sandhu4 · Mohammad Jasim Uddin5

	
 Farhad Uddin Ahmed
farhad.ahmed@mu.ie

Memtaz Jahan Benozir
benozir.mim@gmail.com

Roisin Lyons
roisin.lyons@ul.ie

Manjit Singh Sandhu
manjit.sandhu@rmit.edu.vn

Mohammad Jasim Uddin
muddin@coastal.edu

1	 School of Business, Maynooth University Ireland, Maynooth, Ireland
2	 Syngenta Bangladesh Limited, Dhaka, Bangladesh
3	 Kemmy Business School, University of Limerick, Limerick, Ireland
4	 School of Business and Management, RMIT Vietnam, Tân Hưng, Vietnam
5	 Management and Decision Sciences, Wall College of Business, Coastal Carolina 

University, Conway, SC, USA

https://www.un.org/en/development/desa/population/migration/publications/migrationreport/docs/MigrationReport2017Highlights.pdf
https://www.un.org/en/development/desa/population/migration/publications/migrationreport/docs/MigrationReport2017Highlights.pdf
https://www.un.org/en/development/desa/population/migration/publications/migrationreport/docs/MigrationReport2017Highlights.pdf
https://doi.org/10.1177/10525629231219235
http://www.knomad.org/sites/default/files/2019-04/Migrationanddevelopmentbrief31.pdf
http://www.knomad.org/sites/default/files/2019-04/Migrationanddevelopmentbrief31.pdf
http://orcid.org/0000-0002-0993-3718
mailto:farhad.ahmed@mu.ie
mailto:benozir.mim@gmail.com
mailto:roisin.lyons@ul.ie
mailto:manjit.sandhu@rmit.edu.vn
mailto:muddin@coastal.edu

	﻿Bangladeshi Diaspora Entrepreneurship in Malaysia: Does Social Networking Matter?
	﻿Abstract
	﻿Introduction
	﻿Social networks on DE social capital
	﻿Methodology
	﻿Findings and discussion
	﻿Ethnic-identity ties and non-co-ethnic ties
	﻿Necessity-based vs. opportunity-driven entrepreneurship
	﻿Information and resource-seeking behaviors in social networks
	﻿Theoretical implications
	﻿Practical implications
	﻿Limitations and the Scope for Further Research

	﻿References


